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ABSTRACT

The emphasis of this thesis is directed towards the exploration of the concept of co-creation within
the domain of branding. The framework of brand co-creation adheres to a stakeholder-centric
viewpoint regarding the construction of brand identity. The theory of co-creation has gained
popularity in recent branding literature and represents a major paradigm shift. The domain of
co-creation of brands, in the fashion industry, continues to exist in a nascent stage, requiring
additional scrutiny. This doctoral thesis aims to contribute to the study of brand co-creation and its
practical application. Emphasising the mediating function of consumer involvement in brand
co-creation, the study investigates the relationship between relationship quality components, along
with brand self-connection and social media usage and consumers' purchase intention. Grounded in
the theories of relationship marketing, trust and commitment theory, co-creation theory, social
exchange theory, and customer-dominant logic, this research examines the extent to which the
relationship quality —characterised by its constructs of trust, commitment, and satisfaction—affects
consumers' inclination to participate in brand co-creation endeavours, and how such participation
subsequently impacts their purchasing intentions. To achieve a comprehensive understanding, the
study employs a mixed-methods approach that incorporates perspectives from both consumers and

brand managers.

The hypothesised model was tested using structural equation modelling, or SEM. Nvivo was used for
thematic analysis. Combining consumer and managerial perspectives gives a deeper understanding of
co-creation dynamics. It presents empirical findings that elucidate the significance of trust,
commitment, and satisfaction in promoting co-creation behaviours, which subsequently amplify

purchase intention.
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