
Appendix

[bookmark: _GoBack]
Appendix 1 


List of Tables:


Table 6: Table showing the statistics

	N
	‘df
	Mean
	S.D

	125
	124
	3.2
	1.9


Significant finding;
p>0.05 *



Applying statistical tools and testing based on software application the following table is obtained as presented with detailed results.

Table 7 Table showing further the statistics

	N
	‘df
	Mean
	S.D
	Tc=-1.657
	t-cal
	p-value

	125
	124
	3.2
	1.9
	-1.65
	0
	0.5





Table 8 ‘Cronbach Alpha of the Variables

	
	‘Cronbach alpha

	Brand awareness
	0.78947

	Investment risks & culture
	0.83768

	Climate change & investment
	0.84906

	Investment risks &  brand
	0.92308


Source: ‘Present study draft & author’s draft
As shown in the table above; from 3.0, the ‘Cronbach alphas lies between 0.78947 and 0.92308, which far exceeds the threshold, and relatively high, hence justifying reliability of the variables and parameters or measures or assessment. 

Table: A 2.1.1‘Cronbach Alpha of the Variables

	
	‘Cronbach alpha
	‘Composite reliability
	‘AVE

	Brand awareness
	0.78947
	0.87200
	0.623

	Investment risks & culture
	0.83768
	0.84100
	0.640

	Climate change & investment
	0.84906
	0.88100
	0.79725

	Investment risks &  brand
	0.92308
	0.93500
	0.78325

	‘CSR & brand
	0.88720
	0.95600
	0.84375

	‘CSR, brand & perceptions
	0.98640
	0.96700
	0.8785

	‘Brand, inclinations, CSR & culture
	0.89640
	0.938
	0.7900

	‘Brand, lifestyles, CSR & interactions
	0.92310
	0.94000
	0.79225



Table 1A 2.1.1) shows that the composite reliability (>0.60), Cronbach alpha (>0.70), and AVE (>0.50) for each construct are within the acceptable range, which shows that the tool used for checking the hypothesis is reliable (Chatfield, 2018; Ahmed et al., 2020)

Extracted (based on author’s draft from previous and on gong related study):


Table A 3): ‘’Correlation matrix of variables (based on embedded measures from ‘CSR & compotes) as triggers and potential simulants of repeat purchase;

	
	‘CSR
	Mitigating risks & brand
	Climate change & mitigation strategic plans
	Customer’s perceived value, risks & brand
	Customer’s satisfaction & unique experiences

	‘CSR & brand
	1.0000
	
	
	
	

	Investment risks, mitigation & brand culture
	0.9487
	1.0000
	
	
	

	Climate change & mitigation strategic plans
	0.9886
	0.8865
	1.0000
	
	

	Customer’s perceived value, risks & brand
	1.0000
	0.9487
	0.9976
	1.0000
	

	Customer’s satisfaction & unique experiences
	0.8888
	0.8854
	0.8891
	0.9924
	1.0000



The relatively high values of the correlation matrices indicate that strong brand commitment from ‘CSR perspective, climate change mitigation plans or template infused in the business models of organizations, investment risks mitigation as well, culture can in fact significant trigger, enhance and facilitate repeat purchases from a high and strong brand commitment, cognizant of ‘CSR, and in turn translate to enhanced and increased financial performances for organizations.


Appendix 2


Observations and ratings: ‘based on Likert ratings (1 – 5):

These are some randomly selected observations from the ranking and scaling as ‘highlighted. 


Table B.1 a):

Observations and ratings: ‘based on Likert ratings (1 – 5)

	‘Group 1 Observation: (ratings)
	5
	4
	4
	4
	5
	4
	5
	5
	5
	5
	5
	5
	5
	5
	5

	‘Group 2 Observation: (ratings)
	5
	5
	5
	4
	4
	5
	5
	5
	5
	5
	4
	5
	5
	5
	5



N.B:

Group 1: ‘Brand consciousness, awareness and Italian perception

Group 2: ‘People oriented domains, lifestyles, traditions or environment and local cultures


Table B.1 b):

Summary & Statistics:

	
	N 
	Mean 
	Std. dev.,
	Std. err

	Group 1
	15
	4.8
	0.414
	0.1069

	Group 2
	15
	4.89
	0.2083
	0.10724




Table B.1 c):

‘

Table 3.1 a): Field Survey showing the demography

	Observations : Age distruttone & gender (years)
	Frequency (counts) 

	 <18:
	    8

	18 – 25
	  21

	25 – 35
	  32

	35–  45
	  35

	45–  55
	  25

	>50
	    4

	‘Gender
Male
Fermale
	
   47
   78


  
Statistics/summary:
‘Number of observations: 125


Appendix III


List of figures:


Recall:


1). A brand is an all – encompassing term and attributes depicted by ‘multiple characters and attributes crossing cultures, lifestyles, traditions and ways of life of the people.


‘
As seen and shown; brand is multi – faceted beyond the ‘symbolic construct and all culturally, lifestyles, origin, values and cores – orientations encompassing and embedded! 

This is the basis of fig. 4.0 previously presented as modified to drive and constitute the ‘theoretical framework of the present study as extrapolated. ‘^^


Fig.4 b): ‘*Brand as a tie, connection and association at centre between the people, lifestyles and their cultures

‘Source: ‘Author’s previous study & draft



Appendix IV




Fig. A.1 I):  Correlation between brand awareness and lifestyles, culture as part of lifestyles of the people





Fig. A1 II):  Correlation between brand consciousness & culture, lifestyles and attributes of the people


N.B:

The linear equation shows the relationship between the brand awareness and lifestyle or cultures of the people showing a relatively high correlation by R – squared value almost equal to 1 as revealed by the data analysis and poll from this experiment and survey conducted.

‘y: brand awareness 

‘x: culture, lifestyles attributes of the people and culture imbibed in their lifestyles as a composites

Brand awareness is represented on the vertical: y- axis and culture, lifestyles as attributes and lifestyles of the people expressed as composites being represented on the horizontal: x - axis.





Fig. A1 III): ‘Correlation between brand awareness & lifestyle – culture as attributes of the people and composite relationship (inundated; verified from correlation matrix


Appendix IV:


Assumptions


Basically, the t-test statistics follows the assumption of a normal distribution as presented in the form.; , where  is the sample mean from a sample , of size ,  is the ratio of sample standard deviation over population standard deviation, σ is the population standard deviation of the data and μ is the mean.

 is designated to be sensitive to the alternative hypothesis, that is its magnitude tends to be larger when the alternative hypothesis is true and  is a scaling parameter that allows the t distribution to be determined.

Pertinently,  follows a normal distribution with mean, μ and variance .  and  are independent, and  follows a  distribution with  degrees of freedom under a null hypothesis for a positive constant, .



Test 1 or Verifying assumption:

Italians are conscious of brands
‘

Null hypothesis


The null hypothesis is the working assumption that a minimum 70% Italians are conscious of brand, brands in general and the Italian brands to support historical trends from the renaissance and present.

Alternative hypothesis


At the; 10% level of significance;

‘CV: 1,383

Where;


Following the calculation, formula or expression given above for z – stat;



Since z – stat or  ‘from formula is greater than CV or tabulated value, we accept the null hypothesis that a minimum of 70% Italians are conscious of brands and the Italian brands.



Summary from Tables & Statistics;


Table 1 a): 

Table showing the statistics;

Significant finding;

‘p>0.05 *



Null hypothesis



The null hypothesis is the working assumption that the mean cannot be less than 3.2 based on previous interview and poll conducted during the investigation and supporting or close to the previous test a minimum 50% respondents agree with this position.

Alternative hypothesis


At the; 5% level of significance;


Applying statistical tools and testing based on software application the following table is obtained as presented with detailed results.

Table 1 b): 

Table showing further the statistics;

Conclusion/comments: ‘

The critical value for a left tail test is tc=--1.65

The p-value is p=0.5, and since p-value is greater than or equal 0.05, the null hypothesis is not rejected.

The 95% confidence interval is;

2.974<μ<3.436  



Correlation between the brand or brand consciousness and culture:
 
A strong correlation is found; the R – squared value as indicated and shown indicates a very high correlation between brand consciousness or awareness and connection with culture and lifestyles of the people as revealed by this experiment and poll data.



Fig. A.1 I):  Correlation between brand awareness and lifestyles, culture as part of lifestyles of the people



As shown above the linear relationship has been expressed between the brand, awareness and lifestyles of the people as analysed based on the questionnaire administration and sampled poll conducted.


Fig. A1 II):  Correlation between brand consciousness & culture, lifestyles and attributes of the people


N.B:


The linear equation shows the relationship as shown in figures A.1 I, and as expressed in A.1 II – A. 1 III) between the brand awareness and lifestyle or cultures of the people while showing a relatively high correlation by R – squared value of 0.9904 almost equal to 1 as revealed by the data analysis and poll from this experiment and survey conducted.




:

Comment(s):

The brand level awareness and consciousness as well as brand equality will appear and be reflections of the perception seen by the people and connection ties or link and nexus existing between the lifestyles, culture and attributes of the people as tested by the ‘statistical instruments and test verification from the t test, with the high R squared value from the graphical relationship shown to unveil further inundate this composite relationship attributes or embodiment!



Fig. A1 III): ‘Correlations between brand awareness & lifestyle – culture as attributes of the people



3.0 Methodology
The research would be conducted based on a combination of mixed methods comprising quantitative methods and qualitative approaches, while drawing extensively from grounded theory and literature presentation, making vivid qualitative analysis and quantitative treatments from inferential statistical method applying data acquired from questionnaire administration and survey.
Two assumptions based on the ‘null and alternative hypotheses are set, of fundamental importance, and which are to be verified by the t – test following the assumptions of the normal distribution and its symmetry at the significance level and confidence bound interval for the set limit criterion and threshold of significant level - α.

3.1 Design
‘Structured questionnaires and interview materials would be applied in data collection from randomly drawn participants and respondents from the population.
In respect of triangulation or convergence; the crucial question as sufficed and presented by Erzberger & Prerin (1997): are there convergences, complementarities, or divergences in the narratives produced by the different sources of data?
Probability sampling is advantageous and quite beneficial on the basis and obviously, that it allows diversity among a large population group or segment, and deviates from biases and in fact quite accurate.
In a real sense of research, validity is quite essential; recalling ‘Ontology lies, resides and dwells in naïve realism (Shape & Spencer, 2003). The context of realism and materialism in ontological philosophical assumption, and sense or actuality inherently shows and reflects the consciousness and realization of flaws, biases, and human factors or undermining issues and factors always present around and can undermine or suppress and underestimate the research outputs which the researcher has to take cognizance of in the research design from data collection stage prior to the analysis and data interpretation to final presentation.
‘Ethical issues in qualitative researches usually do arise; ‘Schwandt (2007) suggested that traditional and modernist qualitative researchers in a similar view to those of quantitative researchers both argued that it is essential to ensure reliability in order to have and establish dependability. 
‘Multi approaches, multi – stages and mixed methods could be quire rigorous, hectic or tasking and laborious in real practices and practicality, but indeed, could be very rewarding.
‘^
In another deduction; random sampling and probability methods are highly advantageous and accurate allowing diversity in the sample group and avoiding biases as much as possible as participants or sampling subsets of the set and field stand equal chances or likelihood of selections to be chosen and picked, without prejudices or biases, nor undermining.
As the hypothesis formulations and framework is deduced prior to the sampling probability; sampling gives some prior expectation and stimulated logic sense and purpose to achieve and realize the set goals and aims of the research much precise, congruent and exact as possible.
The sampling method for collection of the required data should be appropriately chosen and designed effectively to meet the purpose and expectations of the research, while eliminating and avoiding potential flaws, biases and errors as much as possible and realizable.

3.2 Data collection, tools, data sources & kits
3.2.1 Data collection
‘Data collection is based on sampling and interview among selected respondents and participants drawn across a random poll of population from ‘Roma across some organizations selected for this purpose and a section of consumers. 
Data include 125 responses from questionnaires, additional 50 responses cutting across organization and public domains to capture more information to delineate and analyse climate change mitigation from investment risks. a minimum of 20 participants were involved in an interview based on a semi structured questionnaire interview and up to 10 responses by a focus group to capture consumer perceptions from a qualitative study in addition to the data on quantitative study on consumer responses.
3.2.1 Tools
‘Data tools include questionnaires, personal interviews with phone conversations and analytical tools.
The key instruments include statistical tools, tests and hypothesis frames.

3.3 Instruments, assumptions & hypothesis formulations
The present research is based on an extensive literature review and explicit qualitative narrative presentations, and an elaborate or extensive qualitative analysis within the framework, and concepts in support of the hypothesis formulations, and underlying assumptions, then subsequently followed with a detailed quantitative data analysis from probability and purposive sampled data subject to inferential statistics.
Assumptions
Basically, the t-test statistics follows the form;  , where  is the sample mean from a sample , of size ,  is the ratio of sample standard deviation over population standard deviation, σ is the population standard deviation of the data and μ is the mean.
 is designated to be sensitive to the alternative hypothesis, that is its magnitude tends to be larger whenever the alternative hypothesis is true and  is a scaling parameter that                                                                       allows the t distribution to be determined.
Pertinently,  follows a normal distribution with mean, μ and variance .  and  are independent, and  follows a  distribution with  degrees of freedom under a null hypothesis for a positive constant, .
· Setting 2 hypotheses: ‘null & alternatives are to be statistically applied in testing and verifying our salient assumptions and initially set hypotheses with some extensions that subsequently emanated in the study.
· The hypothesis is to be tested based on the t- statistics according to the equation; written as presented above.   

3.4 Data sources
Sources of data are primary sources from respondents based on the tools applied as mentioned.
3.4.1 Data points
Interviews, questionnaires and survey poll materials are used.

Comment(s):

As seen above the p – value (>0.05) implying the assumption of the composite relationship existing and connecting the brands, awareness or consciousness; ‘lifestyles as a part of brand culture and lifestyles of the people and the overall Italian perception shown and demonstrated by the people as analyzed and captured from data in this poll and experimental survey.

This is highly perceived overall and relatively high of the brand consciousness, experiences in the Italian domain illustrating from the general brand awareness across the fashion sphere and entire products available in Italia and brand seen and perceived or conceived as a general and core part of the traditions and lifestyles and cultural formation of the people.

:
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Appendix & supplementary

QUESTONS

Brand awareness:

How much are you aware of a brand?
A) STRONGLY
To what extent do you connect and associates with brands that incorporate ‘CSR 

A) Strongly b) strong c) MLD C) UNSURE E) NOT AT ALL


Investment risks & culture:

To what extent do you perceive measures undertaken for checking investment risks as part of the business model and culture of an organization?
A). STRONGLY B). STRONG C). MLD D). LESS OR WEAK E). NOT NECESSARY OR NOT

investment risk as part of the organizational template, build up & structure:

Are you strongly of the opinion and consciousness that investment risks should constitute a key part of the organizational template and please explain concisely?
To what extent or degree do you pursue and conceive this opinion ………………
A). STRONGLY B). STRONG C) MLD OR AVERAGE & MODERATELY D). LESS OR WEAK E). SOMEWHAAT, UNECCESSARY OR NOT MUCH


Climate change & investment:
Climate change mitigation measure is an investment risk
To what extent do you agree with climate change measures as significant steps towards reducing an investment risk
A) STRONGLY B) STRONGLY C) MLD D (LESS OR WEAK
Firm initiatives are very crucial in promoting the brand
To what extent is your penchant for brands that promote climate change protection, mitigation and other environmental related causes?
A). STRONGLY B). STRONG C) MLD D) LESS OR NOT MUCH E). NOT NECESSARY OR NOT AT ALL

Penchant is driven around customer’s satisfaction and perceptions of the brand

Investment risks & brand:
investment risks: Firm imitative
penchant for firm initiatives
hedge or insurance

What is your opinion about investment risks been captured, incorporated and embedded in the brand? Please discuss briefly or as concise as possible!
To what extent do you consider embedding investment asks and protection measures as part of the brand……………….
A). STORNGLY B). STONG C). MLD & AVERAGE D). LESS OR WEAK E). NOT NECESSARY OR SURE
:
CSR & brand

Do you perceive ‘CSR as a brand?
To what extent do you perceive ‘CSR as a brand ……………….
A) STRONFLY B) STRONG C) MLD D) WEAK OR LESS


CSR, brand & perceptions:

To what extent do you perceive ‘CSR as a brand?
A) STRONGLY B) STRONG C) MLD D) LESS OR WEAK E) NOT AT ALL
To what extent do you conceive ‘CSR as an elemental composition of the brand ……….
A). STRONGLY B). STRONG C). MLD D). LESS OR SOMEWHAT E). NOT NECESARLY OR NOT AT ALL

CSR as a brand
CSR ad an entity and elemental composition of the brand

Brand, inclinations, CSR & culture:

To what extent do you conceive ‘CSR as a culture ……………….
A) STRONFGLY B) STRONG C) MLD D) LESS OR WEAK E) NOT AT ALL
How much and to what extent or degree are you inclined to your favourite brand?
A) STRONGLY B) STRONG C) MLD D) LESS OR WEAK E). NOT AT ALL

CSR as a brand & culture:
CSR attached and inclination

Brand, lifestyles, CSR & interactions:

What extent do you interact with the brand of your choice?
A) STRONGLY B) DTRONG C) MLD OR AVERAGR D) LESS OR WEAK E). NOT AT ALL
How much and to what extent do you consider CSR as a life style and part of your whole life?
A) STRONGLY B) STRONG C) MLD D) LESS OR WEAK E). NOT AT ALL

To what extent are you willing to adopt a brand that considers investment risks measures as part of your lifestyles and brands?
A) STRONGLY B) DTRONG C) MLD OR AVERAGR D) LESS OR WEAK E). NOT AT ALL

CSR AS A Life style
CSR & inclination
CSR & Brand commitment
CSR & Brand communication
To what extent do you propagate and promote a brand that you consider and feel or conceive as part of your life ……………
A). STRONGLY B). STRONG C). MLD, AVERAGE & MODERATELY D). LESS OR WEAK AND NOT MUCH E). NOT NECESSARY OR NOT THAT ESSENTAL

Investment risks & culture
Investment risks are basically a reduction in investments, assets, and equity. In this sense and context, it is pertinent. From a cultural perspective, it is expected and posted in this study that organizations should develop a culture whereby they become cognizant of these risks, especially those resulting from their own actions or negligence, and cultivate a culture that embeds and communicates investment risks and manages them in the context of investment risks and culture as opined.
Investment risks are basically a reduction in investments, assets, and equity in this sense and context. From a cultural perspective, it is expected and posted in this study that organizations should develop a culture whereby they become cognizant of these risks, especially those resulting from their own actions or negligence, and cultivate a culture that embeds and communicates investment risks and manages them in the context of investment risks and culture as opined.

CFP: Corporate financial performance
To what extent do ‘CSR influence you desires for repeat purchases ………………
A) STRONGLY B) STRONG C) MLD D) LESS OR WEAK
How frequent do you make repeat purchases of your favourite brands, services and products?
A). often B). often and always C). very often, always and frequent D). sometimes and less often E). not often

CSR, Corporate financial performances and brand interactions:

To what extent are you willing to purchase a brand that is friendly?
A). STRONGLY B). STRONG C). MLD D). LESS OR WEAK E). TO SOME EXTENT, LTTLE OR NOT AT ALL

CSR & brand interactions
performances and finances:

CSR & Brand Communication in an effective manner as an enhancer of performances and improved financial status:


Brand 


People, origin * society 


Lifestyles, altitudes & behavior 


values, core attributes & orientations


Culture, beliefs & traditions 
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