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Abstract
The study analysed the effect of carbon-neutral brand positioning on purchase intention and willingness to pay among the UK customers of the Allbirds brand. The objective of the study was to examine the relationship between sustainability and environmental responsibility and consumer behaviour in the sustainable fashion market.
The literature review revealed that there are a number of gaps associated with the low amount of empirical research concerning carbon-neutral branding, the absence of studies that are UK-oriented and discuss the concept of purchase intention and willingness to pay in one scenario. The literature available was primarily concerning the overall concept of green marketing and theoretical debate as opposed to evidence on the behaviour of a consumer.
The philosophical stance considered was positivism and deductive approach for attaining quantitative analysis. A structured questionnaire was used to give out to UK consumers, who were aware of sustainable products of Allbirds, to obtain primary data. To assess behavioural relationships, descriptive statistics, correlation analysis and regression analysis were used to assess them. The analysis on reliability gave an aggregate Cronbach’s Alpha of 0.900 which ensures excellent internal consistency.
The results indicated that sustainability awareness, open and clear environmental communication and perceiving responsibility to the environment had a positive impact on buying intention of consumers and their readiness to pay. Affordability, product value and price sensitivity had however moderated behavioural outcomes strengthening the gap between attitude and behaviour as discussed in the earlier literature.
It is found that branding practices could be associated with carbon-neutrality to enhance consumer backing in case the communication of sustainability is viewed as being credible and transparent. Limitations were a narrow geographical focus, purposive sampling and limiting evaluation only to quantitative type. Further research needs to be mixed and compared cross-country in order to enrich knowledge on sustainable consumer behaviour.
Keywords:Carbon-neutral branding; Sustainable marketing; Purchase intention; Willingness to pay (WTP); Sustainability awareness; Consumer behaviour; Environmental responsibility; Sustainable consumption; Green marketing; Allbirds; UK consumers; Carbon neutrality.


List of Abbreviations
TPB: Theory of Planned Behaviour
UK: United Kingdom
WTP: Willingness to Pay

Glossary
Carbon-Neutral Brand Positioning: A branding campaign whereby a company markets its interest in minimising and compensating carbon emissions as one of the main building blocks of its brand.
Purchase Intention: The tendency or the readiness to buy a specific product or brand by the consumer.
Willingness to Pay (WTP): The highest price a consumer will pay a product in the light of its perceived value and benefits.
Sustainability Awareness: The level of awareness and familiarity of consumers about environmental concerns and practices related to sustainability.
Consumer Behaviour: The mechanisms and drivers of the processes involved in the selection, purchase, use and evaluation of products and services by individuals.
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[bookmark: _Toc231500907]Chapter 1: Introduction
[bookmark: _yd62hbuijmec][bookmark: _Toc231500908]1.1 Chapter Introduction
Consumer demands and corporate strategies have greatly changed due to increased urgency presented to issues of global warming and environmental degradation. In this regard, sustainability has become one key aspect of contemporary branding, and carbon-neutral positioning is becoming a must-have among businesses catering to environmentally-aware buyers. This study assesses effects of such positioning on customers in terms of their purchase intention and readiness to pay premium, specifically focusing on customers of Allbirds in the UK. This chapter presents background, rationale, objectives and layout of the entire research.
[bookmark: _5slla0encwcl][bookmark: _Toc231500909]1.2 Background Context
Increased global awareness about environmental problems such as global warming, carbon emissions or degradation of natural resources has forced consumers and organisations to re-think their role in creating a sustainable world. This shift has co-influenced the advancements in marketing trends because as companies are adopting the concept of sustainability in their branding, its incorporation is bound to keep the companies in line with the emerging consumer ideals (Ardiansyah and Alnoor, 2024). Through this, sustainability ceases to be a peripheral issue and becomes a strategic basis, defining competitive advantage in almost all industries especially in fashion and apparel. 
Carbon-neutrality is one of the most significant changes in the area of sustainable branding. Carbon-neutral brand positioning represents a company that attempts to evaluate, limit, and avert carbon emissions at production levels and in supply chains (Guntuka et al., 2024). Transparency on reporting carbon emissions is important for organisations to show that they are responsible or accountable. Businesses oftenuse carbon labelling for communicating sustainable initiatives’ results with their consumers(Taufique et al., 2022). It is crucial to focus on above-mentioned factors to achieve competitive advantage in a market full of environmentally-conscious consumers.
One more factor of the popularity of carbon-neutral branding directly depends on the development of green marketing (Chygryn et al., 2022). There are more chances that the consumers can be drawn to the brands that are capable of showing both ethical and environmental responsibility, which may be associated with reliability and long-run value in most occasions (Ardiansyah and Alnoor, 2024). This makes businesses spend much money on sustainability communications so as to foster brand equity and loyalty. Regrettably, this growth of the sustainability claims has posed challenges to most companies. Several companies usually engage in hollow environmental communication strategies (or greenwashing) and this negatively impacts on the trust of the consumer (Nascimiento and Loureiro, 2024; Kovač et al., 2025). This causes consumers to be even more sceptical about sustainability claims, and demand more authenticity and transparency from the brands. 
It is within this context that consumer behaviour as regards to sustainable products is highly contradictory. The aspect of sustainability gets disregarded during the purchase process due to sensitiveness to price, product quality, and convenience (Tran et al., 2022). Another significant element of green consumption can be expressed by the willingness to show greater spending on green goods (Gunawan et al., 2025). They mention that the consumers who have high scores related to environmental value would be ready to pay more money on the brands that are sustainable, especially in cases when they can see how it directly affects the environment (Kumar et al., 2021). 
An appropriate background to analyze these dynamics combines footwear and apparel industry that is not only environmentally intensive but also very competitive. Allbirds is one of the brands that have come out as a great presence in this sector in terms of sustainability promotion efforts. The company has a reputation of using natural materials, carbon footprint labelling and being carbon neutral (Nilkant et al., 2025). Such practices make Allbirds one of the leaders in sustainable fashion and an ideal opportunity to investigate whether carbon-neutral branding is effective or not. 
Thus, this study aims to make a contribution into these gaps, exploring the effects of carbon-neutral brand positioning on the intention to purchase and the willingness to pay a premium by UK consumers, with the case study of Allbirds. In such a way, it will help to better understand the ways in which sustainability messaging can be translated into concrete consumer behaviour within modern markets.
[bookmark: _mkllw0vmffqf][bookmark: _Toc231500910]1.3 Research Problem
There are positive attitudes of consumers about environmentally friendly products, but these attitudes do not necessarily reflect in actual purchasing behaviour. Such a discrepancy is extensively known as the attitude-behaviour gap (Lisboa et al., 2022). The gap raises more meaningful issues associated with real impacts of sustainability communications on consumer-led decisions. Nevertheless, this readiness is not available at all levels and predominantly demands such drivers as the level of income, value, and belief in sustainability claims (Kovacs and Keresztes, 2022). The high-price barrier may be presented in the cases when people do not have a sufficient functional or emotional utility of sustainable products (Abubakari et al., 2025). 
Although the prominence of sustainability in branding has been on the rise, there is still scanty empirical data on the impact that the carbon-neutral brand positioning has on consumer behaviour. A lot of the current studies is devoted to general green marketing and not specifically to the strategy of carbon-neutrality. Existing studies on the subject, based on primary data, do not concurrently examine purchase intention and willingness to pay a premium in the same structure. This study tends to address these issues by conducting a focused research.
[bookmark: _Toc231500911]1.4 Rationale
The rising popularity of sustainability-based branding policies has provoked the necessity to assess their real impact on the change of consumer behaviour. Although carbon-neutral positioning is being actively marketed as a competitive edge, its actual effect on purchase intention and readiness to pay a premium is unknown. As far as sustainability messaging is concerned, current research indicates that it may produce a beneficial effect on the consumer attitudes, but these attitudes fail to translate into the relevant purchasing behaviour because of the attitude gap (Lisboa et al., 2022).
The gap points to a critical problem concerning academic research and business practice. In theoretical terms, it brings doubts of how the developed models of consumer behaviour, including the Theory of Planned Behaviour, can be implemented in sustainability. At the managerial level, it raises the uncertainty about what will be the result of the investment in sustainability efforts and marketing communication.
The fact that Allbirds was the case study further makes the research very relevant. Being the brand that puts a strong emphasis on the idea of sustainability by focusing on carbon neutrality and transparency, Allbirds allows to take a closer look at how consumers react to the arguments related to sustainability (Allbirds, 2026). In the UK, market and consumer behaviour focuses highly on growing environmental awareness and sustainably ethical goods (Sagapova et al., 2022; Panopoulos et al., 2022). Therefore, focusing on this market is beneficial to collect the data required on current context.
Besides, a significant absence of primary studies that emphasise on purchase intention and willingness to pay a premium associated with a carbon-neutral branding is observed. This gap requires attention to offer empirical evidence that will be useful in developing the theory as well as in practice decision-making. Hence, this research is valid in its goal to come up with some knowledge on the effects of carbon-neutral positioning on consumer behaviour in a practical situation.
[bookmark: _bhhkj0lfsipk][bookmark: _Toc231500912]1.5 Aims, Objectives and Research Questions
[bookmark: _m02syk4ewmfb][bookmark: _Toc231500913]1.5.1 Research Aim
The aim is to measure impacts of the carbon-neutral brand positioning in customer intention to purchase and willingness to spend more, and specifically, UK customers of Allbirds.
[bookmark: _rfhxtef1goqp][bookmark: _Toc231500914]1.5.2 Research Objectives (ROs)
· To examine the influence of carbon-neutral brand positioning on customer purchase intention among UK customers of Allbirds
· To evaluate the willingness of UK consumers to pay a price premium for carbon-neutral and environmentally sustainable products offered by Allbirds
· To analyse the role of sustainability awareness in shaping customer perceptions of carbon-neutral branding in the case of Allbirds
· To identify key factors that motivate customers to support and purchase from carbon-neutral brands, using Allbirds as the case example
[bookmark: _2agre59z3a22][bookmark: _Toc231500915]1.5.3 Research Questions (RQs)
1. How does carbon-neutral brand positioning influence customer purchase intention among UK customers of Allbirds?
2. To what extent are UK consumers willing to pay a price premium for carbon-neutral products offered by Allbirds?
3. How does consumer awareness of sustainability and environmental responsibility affect their perception of Allbirds?
4. What factors influence customers’ willingness to support and purchase from carbon-neutral brands such as Allbirds?
[bookmark: _j1ubnmad569w][bookmark: _Toc231500916]1.6 Methodological Outline
The research philosophy in this study is the positivist as it involves objective measurement and statistical analysis of the variables relationships (Maretha, 2023). It uses a deductive methodology that will rely on the present prior theories of consumer behaviour and sustainable marketing to shape the research design (Proudfoot, 2023).
This study applies to the quantitative approach, where primary data will be gathered using an online survey questionnaire. The survey is based on closed-ended questions, which are structured and Likert scale questions to determine consumer attitudes, purchase intention and their willingness to pay a higher price.
Approximately 100 participants are to be recruited within the UK, who are conversant with sustainable products. The sample is targeted by applying a non-probability convenience approach. Analysis of data entails descriptive statistics and correlation analysis to establish patterns and relationships among vital variables.

[bookmark: _Toc231501046]Figure 1.1: Methodological Outline
(Source: Self-Created)
[bookmark: _odreyabjwrv9][bookmark: _Toc231500917]1.7 Research Significance
The research is not only academically significant, but also practical in marketing and consumer behaviour discipline. In academic terms, it helps to fill a developing field in literature concerning sustainable consumption by narrowing down on the specific process of carbon-neutral brand positioning, an underused scholarly area. The research contributes more to the current understanding of consumer decision-making in environmental friendly markets with the concepts of purchase intention, readiness to pay-premium and sustainability awareness.
In practical terms, the results can be highly beneficial when it comes to educating businesses who plan on adopting useful sustainability efforts. The response of consumers towards carbon-neutral positioning is required to be understood by organisations to create more legitimate and effective marketing campaigns. The study also indicates the significance of transparency and authenticity in sustainability communication, which deals with the issue of greenwashing.
As far as the examples of such brands as Allbirds are concerned, the study will play a role in ensuring the presentation of evidence-based information on how the sustainability efforts influence consumer behaviour. Therefore, this research will help such organisations to make more informed strategic choices and increase competitive edge in the increasingly environment-conscious markets.
[bookmark: _wplpuceiooiz][bookmark: _Toc231500918]1.8 Dissertation Structure
The dissertation is designed to have a number of chapters in order to offer a structured and consistent assessment of the subject of study. Chapter One presents the research, provides a background, rationale, aims, and approach to the research.
Chapter Two contains an extensive literature review of major concepts of sustainability, carbon-neutral branding, consumer behaviour and willingness to pay a premium. It also refers to the applicable theories such as the Theory of Planned Behaviour and consumer value theory, and provides gaps of research in literature.
Chapter Three describes the methods of the research including research philosophy, design, data collection methods, sampling strategy and the methods of analysis. 
In Chapter Four, the results from the survey are given and discussed, and statistical tools will be used to interpret the data and answer research questions. 
In Chapter Five, findings will be addressed in reference to literature and theoretical frameworks available.
Lastly, Chapter Five provides a conclusion in terms of summarising the main findings, implications, limitations, and suggestions on future research.

[bookmark: _Toc231501047]Figure 1.2: Dissertation Structure Outline
(Source: Self-Created)
[bookmark: _esuto5wbb2ms][bookmark: _Toc231500919]1.9 Chapter Summary
The evaluation in this chapter has underscored the utility of considering sustainable type of positioning in respect to influencing consumer purchase intention and readiness to pay a premium especially in the context of Allbirds and the UK consumers. The chapter defined the rationale behind the research by establishing the gaps in the available literature, especially a lack of empirical attention to the issue of carbon-neutral branding and its behavioural consequences. Also, a succinct methodological description was given, showing a quantitative and survey-based research approach with a positivist philosophy. The importance of the study was addressed focusing on its contributions to the body of knowledge and the marketing practices. Lastly, a dissertation outline provided will help in structured progression further. Altogether, the chapter preconditions the topic of the research.


[bookmark: _Toc231500920]Chapter 2: Literature review
[bookmark: _Toc231500921]2.1 Introduction
The chapter offers a critical review of existing research to form theoretical and empirical basis for study of carbon-neutral brand positioning and its effects on consumer behaviour. It mainly deals with aspects of how branding based on sustainability can change level of purchase intention and willingness to pay a premium. Additionally, it discusses issue of persistent green consumption through analysing attitude-behaviour gap. Context of Allbirds is a useful example because the company discloses its carbon-neutral practices openly. The chapter discusses notions of sustainability, consumer behaviour theories and main factors influencing these behaviours, and research gaps that need further exploration. 
[bookmark: _Toc231500922]2.2 Concept of sustainability in modern marketing
[bookmark: _Toc231500923]2.2.1 Definition of sustainability
Sustainability in contemporary marketing combines environmental, social, and economic aspects, which aligns with triple bottom line (Angorani, 2025). For sustainability, companies want to reduce their carbon emissions and use of resources. Socially, they support ethical labour practices and community well-being. From economical perspective, they seek to make profits in long run. Concept of sustainability has been transforming from mere compliance with rules to strategic choice that highlights business operations (Busch et al. 2024). This change shows growing influence of law and expectations of stakeholders and gives an insight into conflicts between real impact and mere symbolic adoption. In this research, carbon-neutrality is an example of single-focused environmental policy. However, its success is determined by whether consumers view it as real action rather than a mere performance.
[bookmark: _Toc231500924]2.2.2 Sustainability in branding
Sustainability is prime factor nowadays for brand differentiation. It gives an opportunity to show itself as responsible and value-oriented entity. Via green marketing and eco-labelling, brands present their environmental targets for gaining customer trust and credibility (Nagar, and Verma, 2025). This marketing approach has its own set of issues. Since there are so many sustainability claims, it has made people more worried about greenwashing; therefore, more sceptical of advertising. For Allbirds, carbon footprint disclosure and material sourcing attempt to provide honesty and transparency. Nevertheless, primary concern is whether such branding really influences consumer behaviour or it just improves brand image without changing consumers’ decisions (Odoom, 2025).
[bookmark: _Toc231500925]2.2.3 Risk of eco-conscious consumers
Consumer values have shifted more towards environmental and ethical concerns because people are learning more about climate change and sustainable ways of living (Habib et al. 2021). Due to this, there is enhancement of preferences towards ethical and sustainable products. Nevertheless, this change proves to be inconsistent for actual consumer behaviour. Even though consumers show that they have strong environmental attitudes, their buying behaviour is determined by factors, such as price, convenience and product performance (Ogiemwonyi et al. 2023). This dilemma is addressed in this research as it challenges that eco-consciousness leads to purchase intention and willingness to pay a premium in UK.
[bookmark: _Toc231500926]2.3 Carbon neutrality as a branding strategy
Carbon-neutrality has compensated for its greenhouse gas emissions through reducing emissions and carbon offsetting. It is necessary because population and other stakeholders are pressuring businesses to be more environmentally responsible without harming their ability to stay in business. Emission reduction reflects improved business operations; however, offsetting means supporting sustainable projects through investments to make up for remaining emissions (Helppi et al. 2023). For many people, the idea of a company being carbon neutral depicts as being responsible corporate citizen; however, heavy dependence on offsets has been considered as debate. It is seen as a quick fix for environmental issues without real effort to reduce carbon footprint. As a result, it is not clear how people's buying decisions will be affected through such marketing messages.
Strategically, corporate positioning as carbon-neutral business gives firms an edge over their competitors through making sustainability a part of their value offering. Based on positioning theory, firms portray their environmental commitment to influence consumers' perceptions and sentiments (Adenuga et al. 2025). Majorly, this depends on sustainability reports, eco-labels, and clear and honest disclosures. Nevertheless, success of the approach is considerably reliant on access to right information that creates strong belief and understanding. Over-promising and under-delivering on carbon-neutrality or not providing enough supporting details can reduce trust, which will lower effectiveness of message in motivating consumers’ purchase decision (Pohto, 2025). Hence, effectiveness of carbon-neutral brand positioning depends on a great extent to which communication is consistent with actual practices.
One well-known scenario of a brand successfully using carbon-neutral branding is Allbirds. Through multiple ways, such as choosing natural materials, carbon footprint labelling on products, and promise to production-chain emissions reduction, they continuously embed sustainability in business operations (Leal Filho et al. 2024). Consumer loyalty and brand credibility can be significantly built through this transparency. Yet, it is not entirely clear if these eco-friendly efforts have a direct bearing on consumers' decision to buy or willingness to pay a bit more for the product. This shows importance of empirically testing if carbon-neutral approach in marketing really leads to change in consumer behaviour.
[bookmark: _Toc231500927]2.4 Consumer behaviour in sustainable consumption
[bookmark: _Toc231500928]2.4.1 Understanding consumer decision-making
In traditional consumer decision-making, major factors are price, quality, convenience, and brand familiarity (Chuenban et al. 2021). However, when it comes to sustainable consumption, new factors like ethical and environmental issues enter the decision-making process. Consumers are being asked to judge performance of the product and its effect on nature. However, sustainable buying behaviour is complicated because in actual purchase situations buyers usually choose product features over ethics (Sharma, and Lal, 2020). This is the source of the discrepancy between spoken values and actual behaviour, which must be analysed in view of the carbon-neutral branding effectiveness.
[bookmark: _Toc231500929]2.4.2 Environmental awareness and attitudes
One of the most important factors in determining consumers' attitudes towards sustainable brands is environmental awareness. Those people who are environmentally conscious tend to have a more favourable attitude toward brands that are committed to protecting the environment (Urbański, and Ul Haque, 2020). These attitudes may lead to more brand trust, higher perceived value, and stronger emotional attachment. However, just being aware is not enough for action. Even if consumers like sustainability efforts, decision-making may still be based on other factors such as economic and practical reasons (Zhang, and Dong, 2020). As far as Allbirds is concerned, highlighting environmental issues can certainly lead to favourable brand image but deciding to buy after talking about that would depend on testing.
[bookmark: _Toc231500930]2.4.3 The attitude-behaviour gap
The attitude-behaviour gap is a term used to describe inconsistency between consumers' positive attitudes towards sustainability and their real purchasing behaviour (Brummer, 2020). In fact, many consumers declare their readiness to support eco-friendly brands but, this good will most often remains unspoken. Several factors can easily influence their decision, such as sensitivity to price, scarcity of products, unawareness of the product's value, and disbelieving the brands' green claims (Haryaman, and Amrita, 2025). Furthermore, the habit of buying certain products and always doing things in the easiest way also limit the choices of going green. Such a discrepancy between attitudes and behaviour is central to this study, as it evaluates capacity of carbon-neutral brand positioning to break through these barriers and ultimately impact purchase intention and willingness to pay a premium in the real market.
[bookmark: _Toc231500931]2.5 Purchase intention towards carbon-neutral products
Purchase intention consists of how likely a consumer is willing to buy a certain product. Many marketing specialists think it is the most significant factor in predicting actual consumer behaviour (Prabhu, 2020). However, intention does not necessarily lead to action, especially in sustainable consumption. Purchasing decisions are influenced through several competing factors. Therefore, even though carbon-neutral positioning can lead to shaping of intention, a thorough assessment of its actual impact is necessary.
Branding that focuses on sustainability, such as carbon-neutral positioning, may increase purchase intention. This is attributed to the fact that it can foster better brand image and resonate with consumer values. Consumers are more inclined to form positive judgements and decide to buy, when they view a brand as socially responsible (Tosun, and Tavşan, 2024). The extent to which they trust and believe the brand can make all the difference in buying decision. Besides communicating openly, making sustainable claims that can be checked help consumers become more confident that the brand is the real deal and progressively less sceptical. Allbirds accompany their commitment to the environment with carbon footprint labelling and materials transparency (Sherman, 2024), yet to what extent consumers believe in the effectiveness of these actions largely depends on whether they regard them as genuine efforts or mere marketing.
Though most consumers express a positive attitude towards sustainability, only a few of them translate that into intention to buy. Among various factors that discourage buyers, the most important one is the price. Majorly, consumers will not be willing to pick sustainable products, if they are priced significantly higher. Besides, product performance, like level of product durability and comfort are factors that consumers may give more weight rather than environmental friendliness (Sabbir, 2025). Due the widespread scepticism about greenwashing, lack of trust in progress/claims made in sustainability work to lower consumer confidence (Cinceoglu et al. 2026). These factors point that human behaviour is an extremely complex phenomenon and branding carbon neutrality of products cannot be expected to work in isolation to drive purchase intention.
[bookmark: _Toc231500932]2.6 Willingness to pay a premium for sustainable products
[bookmark: _Toc231500933]2.6.1 Concept of Willingness to Pay (WTP)
Willingness to pay (WTP) signifies the highest number, a consumer is willing to spend on a product after assessing its value (Schmidt, and Bijmolt, 2020). For sustainable marketing, WTP has direct relationship with sustainable products because such products often have higher prices owing to ethical sourcing and production processes. Although, good beliefs in sustainability concept may raise stated WTP, actual behaviour in terms of payment is mostly limited by economic factors (de Araújo et al. 2022). Thus, it requires to re-examine this theoretical concept in real situations.
[bookmark: _Toc231500934]2.6.2 Drivers to premium pricing acceptance
There are several factors that can influence the extent to which consumers are willing to pay extra for sustainable products. Environmental values are one of the major ones, as consumers with strong environmental concerns are more likely to support responsible brands (Kumar et al. 2021). Besides perceived product quality is still one of the main reasons WTP changes; if environmentally friendly products also have high performance and durability, it would be easier to convince the consumer to accept the higher cost. In addition, brand credibility is a great factor in alleviating the concerns and increasing the perceived value.Allbirds for example, is committed to transparency through carbon labelling and sustainability efforts, which are designed to establish trust; thereby, potentially heightening consumers' willingness to pay premium prices (Chowdhury, 2024). Nonetheless, this is not always a straightforward relationship and may differ for various consumer groups.
[bookmark: _Toc231500935]2.6.3 Constraints affecting WTP
Apart from above factors, several limitations restrain willingness to pay. Level of income mostly determines ability to pay especially, when times are hard economically. For price perception, consumers may believe that price of sustainable products is higher than level of their functional benefits (Sun et al. 2022). Besides that, there is limitation between environmental impact and personal utility, which often results in consumer favouring cost and convenience over sustainability. These restrictions serve to illustrate that whilst carbon-neutral branding may raise perceived value, it is not by itself sufficient to create higher willingness to pay; thereby, underlining intricacy of consumer decision-making.
[bookmark: _Toc231500936]2.7 Role of sustainability awareness in consumer perception
Environmental awareness and understanding of consumers hold a key role in determining how receptive they are towards brands promoting sustainability. Studies related to climate change, carbon footprint and fair working conditions have made consumers more aware of consequences of their actions on environment (Chuvieco et al. 2021). Nonetheless, everyone's level of awareness is not similar and sustainability messages from brands can be understood differently through various individuals. However, informed consumers are more inclined to identify advantage of carbon-neutral initiatives, limited or superficial knowledge may lead to indifference and cause confusion; thereby, decreasing effectiveness of such branding strategies (Batelli et al. 2025).
Consumers' knowing sustainability has a major impact on their brand evaluating. Specifically, products marketed as sustainable are subjected to scrutiny regarding aspects, such as trust, credibility, and genuineness. Consumers who are better acquainted with issues tend to make a more detailed assessment of environmental claims and are more easily upset, when they discover that the company's actions are not in line with green promises (Orazi, and Chan, 2020). Effect on brand reputation can be positive or negative, depending on level of openness of the company. Allbirds features carbon footprint labels and invests in thorough communication. Both are likely to have a favourable impact on level of brand trust among consumers, who are environmentally conscious. On the other hand, where the consumers are highly knowledgeable, claims that are considered exaggerated may face challenges. Under those circumstances, the trustworthiness of the brand will become the most important factor.
While awareness of sustainability can lead to positive attitudes, the extent to which it affects behavioural outcomes, such as purchase intention and willingness to pay (WTP) may not be direct. Consumers who are highly aware and knowledgeable about sustainability may exhibit a strong willingness to support sustainable brands, yet they might be limited by their sensitivity to prices and the value they associate with the products (Copeland, and Bhaduri, 2020). Consumers who are less aware may choose convenience and cost as their main factors, disregarding environmental aspects. This means that awareness is a factor that changes or modifies effect of carbon-neutral positioning on consumer behaviour.
[bookmark: _Toc231500937]2.8 Challenges in carbon-neutral brand positioning
[bookmark: _Toc231500938]2.8.1 Greenwashing and consumer scepticism
Greenwashing is used when companies exaggerate or communicate their environmental efforts misleadingly without really taking actions (Torelli et al. 2020). This is a major reason why sustainability marketing gets a lot of backlashes due to consumers becoming sceptical. Unverified or hollow claims of being carbon neutral often led to mistrust and a loss of brand credibility. Scepticism acts as a barrier that reduces carbon-neutral positioning's impact on purchase intention and willingness to pay. Therefore, consumers tend to doubt credibility of claims instead of associating them with added value.
[bookmark: _Toc231500939]2.8.2 Cost and operational challenges
Making a business carbon neutral is quite a costly affair both financially and in terms of operations. It includes sustainable sourcing, energy-efficient production, and carbon offset initiatives. These expenses typically lead to higher product prices; thereby, reducing accessibility of the market. For a company like Allbirds, sustaining efficient and transparent supply-chains of environmentally friend products needs a lot of dedication and resources over long period (Ezekwu, 2025). These investments help in improving brand image and these lead to creation of pressure on pricing, which may not be always in line with consumer willingness to pay, especially for price-sensitive consumers.
[bookmark: _Toc231500940]2.8.3 Communication challenges
Communicating carbon-neutral initiatives effectively is also a challenge. Concepts in sustainability like carbon offset and lifecycle emissions are quite intricate and consumers may find it hard to fully grasp (Utgård, and Gaustad, 2024). This could result in confusion or misinterpretation that would decrease effectiveness of sustainability message. Besides, communication that is too technical or ambiguous might disengage consumers and fail in earning their trust. Therefore, clarity, simplicity and consistency of communication are important aspects to make carbon-neutral positioning that consumers both understand and value.
[bookmark: _Toc231500941]2.8.4 Strategies to overcome challenges
To overcome these challenges, companies need to put transparency, credibility and clear communication first. In addition, third-party certifications and external audits can be used for corroborating carbon-neutral claims, which results in strengthening brand legitimacy (Utgård, and Gaustad, 2024). Simplified carbon labelling is a clear and consumer-friendly way of communication that helps to reduce knowledge gap. In this respect, companies such as Allbirds serve as examples of how joining transparency with consistent communication may potentially lead to better consumer perception, though the effect on actual behaviour is still being verified by research.
[bookmark: _Toc231500942]2.9 Theoretical framework
[bookmark: _Toc231500943]2.9.1 Theory of planned behaviour
Theory of Planned Behaviour (TPB) is a good fit to understand how consumer intentions are shaped (Sun, 2020). This theory suggests that behaviour can be influenced through 3 factors, namely: attitude, subjective norms, and perceived behaviour control. Attitude in sustainable consumption represents a consumer's favourable or unfavourable evaluation of carbon-neutral products (Immonen, and Kopsakangas-Savolainen, 2022). Subjective norms are social influences, such as expectations of a friend or pressure of society to behave in an environmentally responsible way. Perceived behavioural control refers to consumer's capacity to carry out behaviour and is often subject to external factors, like price and product availability. Even though, TPB illustrates how intention is formed, it has its limitation as it considers rational decisions; whereas, emotions and habits can strongly influence sustainable purchase (Liu et al. 2020). Therefore, especially when person is highly price sensitive, behaviour will not comply with TPB prediction.
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[bookmark: _Toc231501048]Figure 2.1: Theory of Planned Behaviour
(Source: Sun, 2020)
[bookmark: _Toc231500944]2.9.2 Consumer value theory
Consumer Value Theory (CVT) adds to TPB by explaining how various dimensions of value impact decision-making process (Liu et al. 2020). Functional value is a matter of product quality, performance, and utility, while emotional value is related to feelings, like satisfaction and moral fulfilment that come from making sustainable choices. Environmental value is the extent to which one feels that one's actions are contributing to well-being of environment. Hence, consumers in sustainable branding scenario are likely to be drawn to a product that equally satisfies these three value dimensions (Fatemi et al. 2023). Nevertheless, as consumers often see value as primarily functional, they may compromise on sustainability if product remains value for money or if sustainable attribute is ambiguous to have no impact on their decision. Benefits including sustainability must be clearly communicated and offer good value.
[bookmark: _Toc231500945]2.9.3 Application to current study
This research combines these theories to understand the impact of carbon-neutral brand positioning on purchase intention and willingness to pay. TPB is a method to find out how sustainability attitude, social influence, and affordability perception lead to the formation of intention. Consumer Value Theory gives insight into why consumers are willing to pay a higher price after perceiving value of product. For instance, with Allbirds, consumers' positive attitude and environmental values may lead to higher intention. However, willingness to pay the actual price only arises, when consumers perceive the product as being of superior quality and economically feasible. Hence, use of these theoretical framework permits a more thorough analysis of discrepancy between sustainability perceptions and actual consumer behaviour.
[bookmark: _Toc231500946]2.10 Development of conceptual framework
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[bookmark: _Toc231501049]Figure 2.2: Conceptual Framework
(Source: Created by Learner in MS-Word)
The conceptual framework places carbon-neutral branding (for example Allbirds) as the primary independent variable that directly affects purchase intention and willingness to pay (WTP). Conversely, it extensively reflects on the awareness of sustainability and consumer attitudes as mediating variables but the price sensitivity and performance issues have been referred to as the constraints to the findings. The hypotheses show that there are positive and negative relationships; since, they consider the attitude-behaviour gap. The multifaceted nature of sustainable consumption is achieved here because value perception, behavioural intention and external constraints are combined in one model. 
[bookmark: _Toc231500947]2.11 Research hypotheses development
· H1:Carbon-neutral brand positioning substantially increases the customer purchase intention of UK consumers of Allbirds.
· H2: Carbon-neutral brand positioning significantly positively affects consumers' willingness to pay a premium for sustainable products.
· H3: Raising sustainability awareness has a strong effect on consumers' perception of carbon-neutral branding, making it more impactful in terms of purchase intention and willingness to pay.
[bookmark: _Toc231500948]2.12 Literature gap
Although, a considerable number of research on subject of sustainable marketing have been published, still there are several main gaps. To begin with, majority of studies conducted up to now have mainly been concentrated on general green brand concepts, with limited focus on carbon-neutral brand positioning as separate strategic element (Boiral et al. 2025). Because of that, it is quite difficult to understand how exactly do different sustainability claims affect consumer behaviour. Secondly, a lot of literatures are mostly theoretical and based on secondary data, which points out shortage of the primary data collections that would accurately reflect consumers' perceptions. Moreover, most of the published papers deal with purchase intention and willingness to pay (WTP) individually and do not at all attempt to combine these two aspects of consumer behaviour into one decision-making model.
Besides that, there seem to be hardly any UK-based reports, especially with regard to brands such as Allbirds, where perhaps different market conditions and consumer behaviour could be at play. Trying to fill these voids, this study takes a lead through a main survey method to empirically reveal how carbon-neutral positioning can impact both purchase intention and WTP; thereby, making both theoretical and practice-oriented contributions.
[bookmark: _Toc231500949]2.13 Chapter summary
This chapter critically examined intersection of sustainability and branding, highlighting how carbon-neutral positioning shapes consumer perceptions in contemporary markets. It has investigated consumer behaviour in sustainable consumption, and has discussed the intricacy of purchase intention and willingness to pay (WTP), especially under the influence of attitude- behaviour gap. The literature review reaffirmed the applicability of theoretical models, such as Theory of Planned Behaviour and Consumer Value Theory, in the determination of intention formation and value perception. Within Allbirds, credibility and perceived value were highlighted as critical factors of discussion. These insights form the basis of Chapter 3 which describes the methodological means of empirically testing these relationships.


[bookmark: _mn8lsrikschu][bookmark: _Toc231500950]Chapter 3: Research Methodology
[bookmark: _p7vst2s4qujt][bookmark: _Toc231500951]3.1 Introduction
This chapter details the methodological framework applied to assess the effect of carbon-neutral brand positioning on purchase intention and a willingness to pay a premium on Allbirds by UK customers. It describes the research philosophy, approach, strategy, and design that are considered in the study. The chapter also details sampling techniques, data gathering approaches, data analysis techniques, reliability, validity as well as ethical issues that inform the research process.
[bookmark: _x98v4cilwurq][bookmark: _Toc231500952]3.2 Research Philosophy
The research philosophy taken is the positivism type of research philosophy since the aim of the study is to investigate measurable association between the brand positioning of being carbon-neutral, purchase intention, and willingness to pay among Allbirds customers in the UK. Positivism presupposes that social phenomena may be objectively examined on the basis of observable and measurable data (Maretha, 2023). This study quantifies customer perceptions of sustainability and the intentions of their behaviour with structured survey responses then statistically analyses their responses. This methodology corresponds with the objective of the study of empirically testing the hypotheses on the impact of carbon-neutral branding on consumer behaviour.
The positivist paradigm favours the application of structured tool, standardised measurement and statistical testing to determine the relationship among variables (Alharahsheh and Pius, 2020). As the constructs including sustainability awareness, purchase intention and willingness to pay are pre-defined in the study, a measurement-based method is required to be objective. Using positive positivism enables the study to be impartial and reduce researcher-bias influences when interpreting consumer answers.
Other philosophies like interpretivism are not chosen as it has focused on subjective meanings and qualitative interpretation as an option as opposed to statistical generalisation (Junjie and Yingxin, 2022). Although interpretivism can offer a richer perspective on individual experiences, it is not optimally adapted to hypothesis and behavioural relationships testing as well as quantitative measurement. The positivism philosophy would be more appropriate since the research aims to empirically test theoretical relationships based on consumer behaviour theories.
[bookmark: _w8lc4sp7fv8m][bookmark: _Toc231500953]3.3 Research Approach
The study is deductive, as it starts with the existing theories about the consumer behaviour and sustainability marketing and puts their applicability to test with regards to the carbon-neutral branding (Barroga et al., 2023). According to the theory of planned behaviour and consumer value theory, the attitudes toward sustainability and consumer perceived value determine the purchase intention and willingness-to-pay (Immonen, and Kopsakangas-Savolainen, 2022; Fatemi et al. 2023). The hypotheses based on these theoretical assumptions are the development of the hypothesis concerning the relation of carbon-neutral brand positioning and the customer behavioural outcomes.
The deductive method uses a series of hypotheses before the actual data collection process occurs and such hypotheses are to be tested through the quantitative data collected on the UK customers of Allbirds. The method allows the study to assess whether brand positioning based on sustainability has a substantial impact on purchase intention and price premium acceptance. To either confirm or disapprove the suggested relationships, structured data collection and statistical analysis is applied.
Inductive approach is not followed since they normally occur as the formulation of theories based on exploratory qualitative findings and not subject to testing of the hypotheses (Haque, 2022). An inductive method would not be sufficient to test the hypotheses since the current research seeks to confirm relationships that were implied in the literature.
The deductive approach is also stronger in providing clarity in the analysis; since the variables and constructs are well-established before commencing data collection (Kumar and Ujire, 2024). This would enable a measurement systematically of the branding perceptions of carbon-neutrality, as well as its behavioural effects in consumers.
[bookmark: _n91wcjy63fw4][bookmark: _Toc231500954]3.4 Research Strategy
The research is based on a survey research to collect primary quantitative data on the customers of Allbirds in the UK. The survey method is suitable, as it allows the researcher to gather well-organized data on a relatively high number of respondents within a short period of time (Gul, 2023). The administration of a questionnaire enables the research to quantify the perceptions of awareness of sustainability, intentions to purchase, and readiness to pay in case of carbon-neutral products.
Survey research can be used in a study on behavioural attitudes and consumer preferences especially since it enables a normalised measurement of the respondents of the study. The questionnaire used in this research has closed-ended items and Likert-scale questions which help determine consumer attitude towards carbon-neutral branding and their behavioural intentions. This kind of standardisation makes it possible to compare statistically and test hypotheses.
Other approaches like case study or ethnography are not used as they dwell on more in-depth contextual explanation, instead of more generative behavioural trends (Almusaed et al., 2025; Lim, 2025). Although qualitative case studies have the ability to yield in-depth results concerning brand perception, it is not possible to test relationships among variables statistically. Neither is the experimental research selected due to the impossibility of testing variables in controlled settings in studying actual consumer attitudes.
Thus, the survey design provides an effective approach to acquire quantifiable data of several respondents and is close to the quantitative and deductive turn of the study.
[bookmark: _38b2pw458ujk][bookmark: _Toc231500955]3.5 Research Choice
The quantitative study takes a mono-method research design approach since the main aim is to test relationships between carbon-neutral brand positioning and consumer behavioural outcome statistically. Quantitative studies enable the systematic control of the measurement of consumer perceptions and can be used to test hypotheses through the use of statistical methods (Lim, 2025). A structured questionnaire is used so that the answers are comparable among the participants, and can be analyzed numerically.
In this manner, items of Likert-scales are used to measure constructs like sustainability awareness, purchase intention, and willingness to pay. Similar to investigations, these measurements comprise quantifiable data, which can be analysed by the use of descriptive statistics and correlation analysis to reveal patterns between variables. Quantitative techniques are specially applicable in studying the relationships of behaviour in a consumer group as well as producing results that can be used to extrapolate to related situations (Adeniran et al., 2024).
A mixed-methods design is not chosen as the study is interested in statistical validation of theoretical relationships as opposed to exploratory knowledge. On the same note, not a purely qualitative method like interviews or focus groups is employed because these research techniques focus on subjective inferences as opposed to quantifiable behavioural trends (Pregoner, 2024).
The quantitative option guarantees a methodological congruence with the positivist philosophy and deductive method. It can also be used to objectively test the formulated hypotheses on the impact of carbon-neutral brand positioning on purchase intention and the willingness to pay a premium on consumers in the UK.
[bookmark: _xp96tk7db36x][bookmark: _Toc231500956]3.6 Time Horizon
The design is cross-sectional in time with information obtained at one point in time from the respondents (Hunziker and Blankenagel, 2024). The objective of the study is to measure the existing consumer attitude towards carbon-neutral branding and their impact on purchase intention and price willingness. Cross-sectional design allows the researcher to inform these behavioural attitudes in the dissertation within the time frame.
This is not based on a longitudinal design as it implies the repeated data collection process over the length of time to determine the behaviour change. This method is not feasible since the study is limited in time and resources.
[bookmark: _nnop46j82m2w][bookmark: _Toc231500957]3.7 Data Collection Method
An online questionnaire survey is conducted with the customers of Allbirds in the UK to gather primary data. To assess the perception of carbon-neutral branding, educating about sustainability, buying intention, and readiness to pay a higher price on sustainable products, the questionnaire is designed with closed-ended questions and Likert-scale statements. Surveys are distributed and collected online with the help of online survey tools like a Google Form (Krishna et al., 2022).
The questionnaire is designed with around eighteen questions that are grouped into sections that assess demographic characteristics and contextual factors like sustainability attitudes, as well as behavioural intentions towards Allbirds products. Likert questions enable the respondents to respond to the statements according to their degree of agreement towards sustainability perception and purchase behaviour (Rokeman, 2024). This is a format that allows quantitative measurement of consumer attitudes.
Online surveys have a number of strengths such as being cost-effective, accessible and can be distributed rapidly among geographically dispersed participants in the UK (Goodfellow, 2023). It allows the respondents to remain anonymous, as well, which may enhance honesty in responses when opinions are expressed regarding sustainability claims and pricing behaviour.
Alternative methods like interviews or focus groups are not chosen as they can create qualitative data that can carry a constraint during statistical testing of hypotheses (Chand, 2025). Consequently, a measured survey is the best tool to use in gathering quantifiable consumer data.
[bookmark: _my2xd4ivsjlk][bookmark: _Toc231500958]3.8 Sampling Technique, Population and Size
The study population is the customers of Allbirds in the UK who were previously exposed to environmentally friendly fashion. To achieve the goals of the research, a purposive sampling method is chosen since the study needs to deal with those respondents who know the brand and can be able to assess its carbon-neutral status. This non-probability technique enables the researcher to purposely sample some people who fit in certain traits that are of interest to the research objectives (Obilor, 2023). Such traits include participants being 18 years old and above, and are active customers of Allbirds. The sampling choice would be purposive instead of probability sampling since it is impractical to get a full sampling frame of Allbirds customers in the UK. The method accordingly makes sure that there is only pertinent participation in the dataset.
The sample size is 200 potential participants. The estimation of sample size is based on the Cochran formula, and this is used to estimate a 95% confidence level. This proposes that the sample size of about 200 respondents is adequate to carry out any other statistical computation in big populations. Nevertheless, with the non-response rates expected, the study predicts to obtain about 100-120 correct responses. Online survey could gather 120 responses in total, which is the final sample size of this research. 
[bookmark: _j7ucldd2ng0b][bookmark: _Toc231500959]3.9 Selection and Recruitment Process
Sampling is done using specific inclusion criteria to make sure that the responses respond to the aims of the research. The eligibility requirements are 18 years and above, the respondents have to be active Allbirds customers and should have a purchase history of a minimum of two years with the company. These qualifications help in ensuring that the participants are familiar enough about the positioning of the brand in terms of its sustainability and are in a position to give informed opinion about carbon-neutral branding and purchase behaviour.
There are various ways of recruitment. Potential participants are  to be contacted via social media platforms, online-based organisations that work around the idea of sustainable fashion, as well as professional or academic networks. Besides, invitation e-mails to the online questionnaire have been exchanged via email correspondence to persons who could fit the inclusion criteria. The invitations must include a concise statement on the study purpose with a linkage to the survey. Participation must be voluntary and the respondents are supposed to fill the questionnaire after informed consent.
[bookmark: _ulye03uezf5p][bookmark: _Toc231500960]3.10 Data Analysis Method
Around 60-70 responses were collected within the first few (two-three) days of data collection. In later days and toward the end, overwhelming responses were received due to continuous distribution and follow-ups over the internet. By the last point in the survey period, the research was able to record a total 120 valid responses to analyse. 
The gathered data is planned to be analysed statistically to determine relationships among the carbon-neutral brand positioning, sustainability awareness, purchase intention, and willingness to pay. Upon processing data collected, it is coded and processed into statistical programs like Excel to be analyzed.
To begin with, descriptive statistics is considered to describe the demographic properties of the respondents and give a general picture of the perception of sustainability and carbon-neutral branding among the consumers (Alabi and Bukola, 2023). Distribution measures like frequency distribution, means, and percentages can be used to state the broad trends in the data.
A correlation analysis is to be performed thereafter to explore strength and direction of relationships among the important variables (Temizhan et al., 2022). This assists in identifying whether there are stronger perceptions on carbon-neutral branding with purchase intention and willingness to pay a premium. Testing of hypotheses is then conducted through testing of a statistical relationship amongst the variables.
The hypothesis testing is empirically examined with the help of regression/ inferential statistical analysis (Sharma, 2025). The outcome might help reveal whether indulgences of carbon-neutral brand positioning play an important role in influencing consumer behaviour or not. Cronbach Alpha analysis is considered to assess the reliability of collected data. 
There is no qualitative analysis technique since the study does not collect narrative data. Focus is on objective measurement and statistical interpretation which is in line with the quantitative research design.
[bookmark: _kgld5f939oj7][bookmark: _Toc231500961]3.11 Reliability and Validity
The reliability and validity are deemed necessary in order to establish accuracy and credibility of the research findings. Reliability is the measure of the consistency of measurement of respondents (Adeyemi, 2024). The reliability is supported in this investigation by means of structured questionnaires consisting of standardised Likert-scale dimensions involved in the measurement of the constructs (sustainability awareness, purchase intention, and willingness to pay). Consequent use of returns on measurement scales minimizes variability due to vague interpretation.
The issue of validity is whether the instrument is measuring what it is supposed to measure. Content validity is ensured by structuring the survey questions using constructs that are established in the past studies of consumer behaviour towards sustainability (Hossan et al., 2025). The questionnaire also fits into the research objectives and hypotheses to achieve conceptual relevance.
The questionnaire can first be piloted by a small sample of respondents to determine ambiguous words and to enhance the perception of clarity of questions before being distributed widely.
[bookmark: _rsqnrvfogynz][bookmark: _Toc231500962]3.12 Ethical Considerations
Ethics are applied to safeguard the subjects and retain integrity of research. No coercion or manipulation are to be used to get the respondent to participate in the survey, respondents know the reason why the survey is conducted and are told of the same before starting to take the questionnaire. The consent statement is provided initially at the beginning of the survey and this consent is informed (Mondal et al., 2023). Respondents are only supposed to take part in the research by their consent.
The study preserves anonymity and confidentiality since it does not require-gathering any personally identifiable information (names, phone numbers, and addresses) (HWANG, 2023). The responses are only utilized academically and are presented in an aggregated manner such that no individual participants can be identified.
Data security has been observed in the institutional research ethics documents. The entire gathered information is kept in a safe place in password- encrypted computer systems and is reviewed by the researcher solely. Data is planned to be stored as long as needed to perform analysis of all contextual matters and will be erased later.
[bookmark: _6870lpc6rm0o][bookmark: _Toc231500963]3.13 Chapter Summary
This chapter describes the methodological framework that the study relies on to examine the effect of carbon-neutral brand position on purchase intention and willingness to pay amid the UK shoppers of Allbirds. The philosophy, approach and design used in the study is positivist, deductive and a quantitative survey. An online questionnaire is adapted to collect the data with the help of a purposive sampling and to analyse the data descriptively and with correlation statistics. The research process is composed of reliability, validity, and the concept of ethical principles that contend to a collection of credible and responsible data. The following chapter contains statistical analysis and interpretation of survey data collected.


[bookmark: _keo23iaszlzo][bookmark: _Toc231500964]Chapter 4: Findings and Data Analysis
[bookmark: _2sicrq8yznf][bookmark: _Toc231500965]4.1 Chapter Introduction
This chapter contains results and data interpretation of the study to understand the effect of carbon-neutral brand positioning on the purchase intention and willingness to pay a premium among the UK consumers of Allbirds. This analysis utilizes quantitative data, collected via a structured survey questionnaire, from respondents that are familiar with sustainable fashion products. The chapter employs descriptive statistics, correlation analysis and regression analysis following implications of positivist and deductive approach. The first step is to look at the demographic traits of respondents so as to determine the suitability of sample population. It is then supplemented by the analysis of critical variables related to awareness of sustainability, purchase intent and willingness to pay. The chapter also explains statistical results as regards to research objectives, hypothesis and theoretical framework that the study is based on.
[bookmark: _v5zdo8myv5gx][bookmark: _Toc231500966]4.2 Evaluation of Research Findings
[bookmark: _ylguv1qejj55][bookmark: _Toc231500967]4.2.1 Demographic Findings
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[bookmark: _Toc231501050]Figure 4.1: Age of Participants
(Source: Created by Learner in MS-Excel)
The demographic results demonstrate that the greatest percentage of respondents was from 25 to 34 years group that comprised 65% of the sample. The percentages of 35-44 years old and 16-24 years old were 16.7% and 10.8%, respectively. The proportion of older subjects aged 45 to 54 years was only 6.7% percent. The findings indicate that the younger consumers control sustainable fashion sector and are more involved with carbon-neutral branding programs. This is consistent with the rationale behind the study that younger generations that are highly exposed to discourse of sustainability are more likely to engage in environmentally conscious consumption. The prevalence of economically active young adults lends validity to the research problem regarding willingness to pay premium prices because they are more likely to be more environmentally concerned, combined with purchasing power and being a part of ethical consumption patterns.
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[bookmark: _Toc231501051]Figure 4.2: Gender of Participants
(Source: Created by Learner in MS-Excel)
Gender distribution result demonstrates that majority of sample was female respondents (60.8%) then male respondents (25.8%) and the rest (13.3%) did not mention gender identity. The trend in this demographic context is important, showing female consumers to exhibit a greater degree of environmental consciousness and moral buying behaviour as compared to male consumers. The extensive female involvement reinforces applicability of the results on sustainability perceptions and intention to purchase carbon-neutral products like Allbirds. Besides, findings confirm the study purpose associated with awareness of sustainability since female customers tend to be more sensitive to sustainability messages and to environmentally friendly branding information. The composition of samples therefore offers valuable information as to the behavioural implication of carbon-neutral positioning on the part of morally responsible consumer groups in the UK market.
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[bookmark: _Toc231501052]Figure 4.3: Purchased Eco Products Before or Not
(Source: Created by Learner in MS-Excel)
Survey results show that every respondent affirmed their prior purchasing of the environmentally friendly or sustainability products, indicating that it was 100% positive. None of respondents chose ‘No’. This finding greatly justifies purposive sampling method used in the research since participants already had the experience of sustainable consumption patterns and as such, could effectively assess the carbon-neutral branding process. The finding is especially crucial to answer research questions and study aims due to the possibility of informed consumers comprehending sustainability claims, carbon labelling and environmental responsibility. 
[bookmark: _o1yvf81lpl6z][bookmark: _Toc231500968]4.2.2 Descriptive Statistical Analysis of Key Factors
The descriptive statistical analysis reveals valuable information about the perceptions of respondents about carbon-neutral branding, sustainability consciousness, purchase intent and willingness to buy sustainable products sold by Allbirds. The results overall point to the presence of strong positive consideration of sustainability-related branding efforts with majority of meanings being very near or higher than 4 in the five-point Likert scale. This proves that respondents were mostly in agreement with statements that were related to environmental responsibility as well as sustainable purchase behaviour.
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[bookmark: _Toc231510017]Table 4.1: Summary of Descriptive Statistics
(Source: Created by Learner)
The greatest mean attaining the highest score pertained to the statement about environmental awareness that affects perceptions of Allbirds with a mean of 4.21 and standard deviation of 0.71. On the same note, there is a high level of agreement that the availability of transparent sustainability information enhances trust in brands with a mean score of 4.16. The other mean variable with a high score was awareness of climate change and carbon emission which also gave mean values of more than 4.10. These findings imply that branding is quite relevant to sustainability awareness as well as consumers appreciate environmental transparency in branding communications. The results confirm the rationale of the study, which presented that contemporary consumers demand more and more ethical and environmentally responsible practices of brands. The low standard deviations also show disagreement, showing some uniformity in the opinions of respondents, which means that the notion of sustainability is a common characteristic among the respondents of a sample.
Descriptive results show a good consumer attitude towards the purchase intention of carbon-neutral products. The likelihood of making a buying statement about carbon-neutral-brands had a mean score of 4.03 whereas sustainability commitment had an impact of 3.91 on purchasing likelihood. Secondly, the respondents rated Allbirds favorably as carbon-neutral with an average score of 3.83. These results suggest that positioning based on sustainability favourably affects the consumer purchase intentions, justifying the Research Objective 1 and Hypothesis 1. The findings as well fit the Theory of Planned Behaviour due to the fact that positive consumer attitudes towards sustainability seem to enhance the behavioural intention towards environmentally responsible brands. 
Positive but relatively more moderate findings were also found on the willingness to add a premium. The respondents affirmed that they would be willing to pay more associated with carbon-neutral products with a mean ranging between 3.88 to 3.98 which is the mean of the willingness-to-pay variable. Only the statement about paying more to get products with less carbon footprint resulted in the generation of the mean of 3.92 whereas the willingness to pay more to Allbirds because of sustainability generated 3.94. These results show that generally respondents are pro-sustainable consumption and somewhat in agreement with the possibility to pay higher price to the environmentally friendly products. Nonetheless, the average scores are still a bit under sustainability awareness scores, which imply that financial factors still affect the real consumer behaviour. 
Also, the skewness of all variables had a negative value (approximately between -0.56 and -1.31) which means that responses were skewed towards agreement and strong agreement. The value of kurtosis was generally positive indicating relatively concentrated distributions around the mean. Generally, the descriptive statistics indicate that consumers in the UK are highly aware of sustainability and attitude to carbon-neutral branding is positive but a reluctance to pay a higher price is relatively low due to limitations of economic situation and behavioural factors.[refer to Appendix 4]
[bookmark: _iynsrtzhj9wv][bookmark: _Toc231500969]4.2.3 Correlation Analysis
The correlation analysis was performed to assess the strength and direction of the associations of key variables involved in carbon-neutral branding, sustainability awareness, purchase intention and willingness to pay on the sustainable products proposed by Allbirds. The results show a general positive linkage between the variables, which implies that the higher the perception of sustainability, the higher the purchase intention and the willingness to pay a premium. These results can be significant as it directly relates to the research objectives and hypotheses related to the behavioural impact of carbon-neutral branding.
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[bookmark: _Toc231510018]Table 4.2: Summary of Correlation Statistics
(Source: Created by Learner)
The regression model showed that there is a medium positive correlation between purchasing intention based on the probability of purchasing a carbon-neutral brand and the carbon-neutral branding effects on the buying intention (r = 0.467). This suggests that respondents with positive outlooks towards the carbon-neutral branding displayed greater purchasing intentions. Likewise, commitment to sustainability and purchase probability had positive impacts on purchase intention variables, with a correlation of 0.381 with the Allbirds carbon-neutral positioning. These findings are corroborated by Research Objective 1 and Hypothesis 1, indicating that a sustainability oriented positioning can have a positive impact on consumer behavioural intention. These results are also in line with the Theory of Planned Behaviour, according to which positive feelings about the environmental responsibility bolster the behavioural intention.
The results also reveal good correlations between the variables of sustainability-related perceptions and willingness to pay. The association between the willingness to pay an increased price to the sustainable product and the opinion that the carbon-neutral product is also worth paying more was rather high (r = 0.629). In addition, the Allbirds carbon-neutral stance had a significant positive correlation with the sustainability product views that premium prices are justified (r = 0.546). The results show that those respondents who perceived the importance of sustainability had more intentions to spend money on environmentally friendly brands. Results hence support both Research Objective 2 and Hypothesis 2, which hypothesized that carbon-neutral positioning has a positive influence on willingness to pay a premium.
Another significant result related to the awareness of a sustainable environment and ecological responsibility. The variables related to awareness had positive correlations with constructs of purchase intention and willing to pay. The level of awareness regarding climate change and carbon emission also reported by respondents showed greater backing of paying premium prices to lower-carbon-footprint products. This echoes the analogy that environmental conscious consumers will volunteer in their support of ethical brands, one that is found in the literature review. These results thus presents a strong support to Research Objective 3, Hypothesis 3 which implies that sustainability awareness reinforces perceptions of carbon-neutral branding and has a positive impact on behavioural outcomes.
Nevertheless, even with the overall positive correlations, some correlations could not be extremely high. To illustrate, clear environmental communication only portrayed weak to moderate correlations with certain purchase intention variables, which lie around the range of about 0.19 to 0.31. This indicates that despite the positive perceptions built by sustainability messages other product attributes like affordability, product quality and functional value can influence consumer behaviour. These results are critically important to the attitude-behaviour gap revealed in the research problem, over which positive environmental attitudes do not necessarily elicit equally strong purchasing behaviour.[refer to Appendix 5]
[bookmark: _gni0lxvwfrbd][bookmark: _Toc231500970]4.2.4 Regression/ Inferential Analysis
The regression analysis was performed to experimentally test the hypotheses to define the predictors of purchase intention and willingness to pay by UK consumers who purchase Allbirds based on sustainability awareness and environmental perceptions with the factor of carbon-neutral branding. Three regression equations were constructed to assess the predictive ability of the independent variables and determine statistically significant predictors of behaviour.
The initial regression model looked at the effects of the carbon-neutral branding variables on purchase intention. The model yielded a value of R2 of 0.241; which meant that the selected predictors explained the purchase intention with an approximation of 24.1% of the total variation. The overall statistical significance of the model was statistically significant (F = 9.124; p < 0.001) as it indicates that branding variables concerning sustainability have a significant influence on consumer purchase intention. The statistically significant positive predictors among the variables were preference of clear environmental communication (β = 0.238; p = 0.008) and commitment to sustainability (β = 0.247; p = 0.004) as far as purchase likelihood is concerned. On the other hand, the probability of buying carbon-neutral brands, as well as carbon-neutral branding buy intention variables, was not significantly significant individually, at the 5% level. The results suggest in part that Hypothesis 1 and Research Objective 1 are supported on the basis of showing that transparency and sustainability commitment are more influential behavioural antecedents, as compared to branding perception alone. The findings are thus indicative of the fact that the consumers attach significance to genuine communication and perceived eco-responsibility rather than symbolically related sustainability declarations.
The second regression equation evaluated the intention on how willing individuals are to pay a premium on sustainable products. The model produced a significantly greater R2 value of 0.591, which suggests that around 59.1 per cent of the change in willingness to pay was explained by the predictors included. Total model significance (F = 23.163; p < 0.001) was high; this indicates a strong explanatory power. Willingness to spend more on products with lower carbon footprints (β = 0.376; p < 0.001) was the most significant prediction, then awareness of climate change and carbon emission (β = 0.475; p < 0.001). These results are highly convincing to Hypothesis 2 and suggest that environmental consciousness highly enhances consumer acceptance of high-value pricing on the products that are sustainable. Nevertheless, other variables, such as trust in the sustainability information and overall notions on the worth of carbon-neutral products were statistically insignificant. This shows that awareness in itself is not an immediate predictor of willingness to pay in the absence of perceived tangible environmental effect and practical value among the consumers. 
The third regression model was about how sustainability awareness variables influenced perceptions and behavioural results. The model generated a R2 of 0.557, which implied 55.7 per cent of the explained behavioural variation by the sustainability awareness indicators. The model was statistically significant (F = 48.626; p < 0.001). All three predictors were material such as awareness of climate (β = 0.179; p = 0.004), awareness of carbon emissions (β = 0.269; p < 0.001), and awareness that increases willingness to pay (β = 0.354; p < 0.001). These results highly favour Hypothesis 3 and Research Objective 3 as they substantiate the notion that sustainability awareness plays a major role in affecting consumer perceptions and behavioural intention towards carbon-neutral branding.[refer to Appendix 6]
[bookmark: _x0no95zdlfaf][bookmark: _Toc231500971]4.2.5 Reliability Analysis
Cronbach Alpha was used to conduct a reliability analysis to obtain a measure of internal consistency of the survey instrument in the current study. The reliability test results show that the questionnaire attained very high consistency of the measurement items. Cronbach's Alpha was 0.900 indicating excellent internal consistency in the 15 Likert-scale items. By accepted statistical standards, any value that exceeds 0.70 has been regarded as acceptable, anything that exceeds 0.80 has been viewed as good whilst anything that exceeds 0.90 has been viewed as excellent consistency. Thus, there were enough reliable questions in the questionnaire in order to operate further statistics.[refer to Appendix 7]
[image: ]
[bookmark: _Toc231510019]Table 4.3: Construct-Wise Reliability from Cronbach Alpha Findings
(Source: Created by Learner from https://numiqo.com/statistics-calculator/reliability-analysis)
Construct-wise analysis yielded satisfactory reliability scores too. The purchase intention construct isolated a Cronbach's Alpha value of 0.673 that falls short of the desired 0.70 threshold by slightly but is otherwise acceptable in an exploratory behavioural study. In the meantime, the willingness to pay premium had a high reliability score of 0.838, and sustainability awareness and perception had a score of 0.831 all with good internal consistency. These results demonstrate that the respondents responded to the scale items without variation and that the constructs succeeded in measuring consumer perceptions that pertain to carbon-neutral branding, awareness and purchasing behaviour of sustainability. Good reliability results enhance validity and credibility of quantitative results in this research.
[bookmark: _njl8mvwz03p9][bookmark: _Toc231500972]4.3 Analysis of Research Findings
[bookmark: _i6g7b4ivtb6v][bookmark: _Toc231500973]4.3.1 Findings as Per Research Objective 1
Research Objective 1 was to evaluate the effect of the carbon-neutral brand positioning on customer purchase intention when buying Allbirds among the UK consumers. It is revealed that the respondents usually felt good about carbon-neutral branding based on the descriptive mean scores above 3.80 in purchase intent variables. Purchasing carbon-neutral brands had the greatest likelihood propagated with a mean of 4.03 and purchase likelihood which is determined by sustainability commitment at a mean of 3.91. Correlation analysis also indicated that the branding of a specific product as carbon-neutral and purchase intention have a moderate positive relationship (r = 0.467) such that positive sustainability perceptions enhance consumer intent to buy sustainable products.
It was also proved by regression analysis that sustainability commitment (β = 0.247; p = 0.004) and desire to have clear environmental communication (β = 0.238; p = 0.008) are also significant in predicting purchase intention. Nevertheless, certain specific attributes of the branding did not have statistical significance, which makes sense because carbon-neutral branding is not a sufficient factor to decide on purchases entirely. As such, Hypothesis 1 is partially validated. The results are critical to point out that preferable sustainability communication and transparency, as opposed to symbolic statements about the environment, are valued by consumers. This confirms the attitude-behaviour gap that has been noted as part of the research problem since even when people have positive sustainability perceptions, this does not necessarily result in direct purchasing behaviour in the presence of other stronger factors such as price and value in the product.
[bookmark: _tkpgl8j7uri1][bookmark: _Toc231500974]4.3.2 Findings as Per Research Objective 2
Research Objective 2 aimed at assessing how willing the UK consumers are to pay a premium in carbon-neutral and eco-friendly goods provided by Allbirds. The descriptive results show that the willingness to pay cash to products that are sustainable among the respondents showed moderate positive values with the mean values of the willingness-to-pay variables being in a range of 3.88 to 3.98. To illustrate, demand to pay higher price to low carbon footprint products had an average mark of 3.92 and the request to pay higher on sustainable Allbirds products recorded a mean of 3.94. These results indicate that the respondents, in general, are aware of the importance of sustainability efforts and are willing to spend money on environmentally friendly brands.
Correlation analysis showed there is a strong positive correlation between willingness to pay for sustainable products and perceptions that carbon-neutral products warrant premium prices (r = 0.629). Besides, the regression analysis resulted in a high explanatory power (R² = 0.591), which means that the different factors associated with sustainability are able to explain 59.1 per cent of variation in willingness to pay behaviour. Both the awareness of climate change and carbon emissions were a major predictor (β = 0.475; p < 0.001), and even the willingness to support low-carbon products was an important predictor (β = 0.376; p < 0.001). Thus, Hypothesis 2 is strongly supported.
However, other sustainability trust variables were found not to be of statistical consequence, which proves that consumers are still susceptible to the decisions related to premium pricing. This critically implies that ethical concern is not a complete eliminating factor regarding financial sensitivity particularly when consumers are still considering the quality of products, their affordability and functional value in addition to sustainability advantages.
[bookmark: _6207a81o495o][bookmark: _Toc231500975]4.3.3 Findings as Per Research Objective 3
Research Objective 3 was intended to conduct an analysis of how sustainability awareness impacts customer perception of carbon-neutral branding, in the case of Allbirds. The results clearly suggest that sustainability awareness can play a crucial role in shaping perception of branding as environmentally responsible to consumers. Descriptive statistics indicated that the level of agreement was rather high with regard to the variables of sustainability awareness with mean scores of more than 4.10 from the variables of climate change, carbon emissions and environmental responsibility. The mean was the greatest at 4.21, which shows that respondents had a high level of environmental awareness and that they understand the need to have clear sustainability practices.
The correlation results also showed that there were positive links between the sustainability awareness and purchase intention as well as willingness to pay variables. The more aware consumers were found to be more supportive of carbon-neutral products and higher sustainable prices. This relationship was also confirmed by using regression analysis, which resulted in the determination of the R2 of 0.557 or sustainability awareness variables explained 55.7% of the variance in the behavioural outcomes. Carbon emissions awareness had a highly significant predictor (β = 0.269; p < 0.001) as well as increasing willingness to pay; its significance was also high (β = 0.354; p < 0.001).
These results give good empirical evidence to Hypothesis 3. These findings are also in line with the Theory of Planned Behaviour since positive attitudes towards the environment led to greater behavioural intentions. Nevertheless, the results also suggest that awareness by itself might not combat economic issues completely, which supports the research problem related to the continuance of the attitude-behaviour gap in the context of sustainable consumption.
[bookmark: _1v2b046fxg9n][bookmark: _Toc231500976]4.3.4 Findings as Per Research Objective 4
The aim of the research Objective 4 was to discover the key reasons why consumers are encouraged to advocate and patronize carbon-neutral products like Allbirds. The results show that the most effective motivating factors influencing consumer behaviour are their sustainability awareness, open environmental communication, ethical accountability and perceived environmental effects. There was a high level of agreement that transparent sustainability information enhances trust in the brands with a mean score of 4.16 being high. In addition, sustainability commitment as a predictor of purchase likelihood had a mean of 3.91 which means that consumers have a preference for brands that are seen to be truly environmentally responsible.
The correlation analysis revealed that sustainability perceptions and behavioural outcomes were moderate-strongly related (especially willingness to pay) in terms of key sustainability pricing relationships (r = 0.546 and r = 0.629). Regression analysis also established the predictor variables of clear environment communication (β = 0.238; p = 0.008) and sustainability awareness to be predictors of intention to behaviour that are statistically significant. This is an indication that authenticity, transparency, and manifested environmental responsibility are more part of the motivation of consumers than sustainability claims them.
Overall results show that economic factors are still playing a role in the impact of purchasing the behaviour with favourable sustainability attitudes. Though the general attitude of respondents to green branding was positive, there were moderate values of certain correlations leading to assumption that quality of products, their affordability, and functional value are equally valuable motivational determinants. Hence, sustainable positioning may enhance consumer support, and long-term committed behaviour is based on balance between ethical branding and consumer-related practical expectations and product value.
[bookmark: _a6ocveqxjk5g][bookmark: _Toc231500977]4.4 Theoretical and Practical Implications of Findings
Theoretically, this study can advance the hypotheses of the applicability of the Theory of Planned Behaviour and Consumer Value Theory due to its relevance in the context of sustainable consumer behaviour. The findings validated that the positive sustainability attitude, environmental consideration and perceived moral worth have a significantly important impact on purchase intention and willingness to pay on carbon-neutral products. Nonetheless, results have also found out that good environmental attitudes are not necessarily the same as real buying behaviour due to the fact that economic factors, price sensitivity and value of the functional products remain as determinants to consumer choices. This supports a finding of the attitude-behaviour gap as found in earlier sustainability literature.
In practice, the research has significant implications to Allbirds and other brands of sustainable fashion. The results imply that transparent environmental reporting and genuine sustainability programs are more efficient compared to mere claims of greenness. To build on consumer trust, businesses ought to therefore emphasize on credible carbon reporting, clear sustainability labelling and evidenced based environmental communication. Also, companies need to offer sustainability alongside quality of products at affordable prices and functional performance to enhance consumer dedication and readiness to pay higher prices in competitive markets in the long-term.
[bookmark: _6ivbbxvik22w][bookmark: _Toc231500978]4.5 Chapter Summary
This chapter is the representation of the findings and analysis of quantitative data obtained for this research. The demographic evidence supported the fact that the sample size mostly was made up of environmentally conscious consumers who were well versed with sustainable products. Descriptive, correlation, and regression analyses showed that there exists a positive relationship between sustainability awareness, brand positioning as carbon-neutral, purchase and willingness to pay premium prices. The results were more or less congruent to the hypotheses suggested although there was evidence to show the persistent effect of price sensitivity and practical assessment aspects of value which was the attitude-behaviour gap that was found in the research problem. During the reliability test, it was established that the research instrument had high levels of internal consistency. Moreover, the chapter has determined that the concept of sustainability awareness and clear branding is a key driver of consumer behaviour, and economic factors are still vital in sustainable shopping choices.


[bookmark: _wr0j6da8da7p][bookmark: _Toc231500979]Chapter 5: Discussion
[bookmark: _ma7wxk6utqm9][bookmark: _Toc231500980]5.1 Chapter Introduction
This chapter critically interprets the research results as compared to the literature, theoretical framework, research questions and hypotheses of the research. The discussion measures the effects of brand positioning (carbon-neutral) on purchase intention, willingness to pay, sustainability awareness and consumer support to Allbirds of UK consumers. The chapter also puts the quantitative results against the existing academic arguments discussed in the literature review. Moreover, the discussion evaluates whether the knowledge gaps and research objectives outlined have been filled using the current quantitative results of the study. The chapter ends with a conclusion summarising the significant aspects learnt during the study.
[bookmark: _n9c1hletw065][bookmark: _Toc231500981]5.2 Critical Discussion on Research Findings
[bookmark: _ui1x03ge7h08][bookmark: _Toc231500982]5.2.1 Discussion for Research Question 1
Research Question 1 focused on effects of carbon-neutral brand positioning as a factor in customer purchase intention of Allbirds consumers in the UK. Quantitative results that have been obtained suggest that the presence of carbon-neutral positioning has a positive effect on the purchase intention, but the degree to which the selection works is not absolute but medium. Descriptive analysis showed that there were positive consumer perceptions on carbon-neutral branding, and purchase intention variables had a mean value ranging between 3.83 and 4.03. In addition, a correlation analysis revealed that there was a moderate positive relationship between branding as carbon neutral and purchase intention (r = 0.467). The results of regression also showed that sustainability commitment (β = 0.247; p = 0.004) and good environmental communication (β = 0.238; p = 0.008) have significant influence on purchase intention. These results partly confirm H1.
The results greatly agree with the past literature suggesting that sustainability branding enhances brand image and creates positive behavioural intention (Tosun and Tavshan, 2024). On the same note, Sherman (2024) believed that the degree of clarity in the communication of sustainability will enhance consumer confidence and enhance the sustainable purchasing intention. The results also lead to the Theory of Planned Behaviour that the favourable environmental attitudes influence the behavioural intention in a positive way. The perception of Allbirds as a brand that cares about the environment displayed a stronger intention to buy the brand.
The results also confirm to the context of attitude-behaviour gap as evaluated by Brummer (2020) and Haryaman and Amrita (2025). Even though respondents showed good attitudes towards sustainability, there are branding variables that were statistically not significant in regression analysis, which means that sustainability by itself cannot entirely dictate actual buying decisions. The same result confirms Sabbir (2025), who claimed that the issue of product durability, comfort, and functionality are still influencing sustainable purchasing decisions. Equally Chuenban et al. (2021) underscored the fact that price, quality and convenience are still major determinants in consumer decision-making.
The research thus fills a significant literature gap within the scope of the study identified in Section 2.12 with little empirical evidence being found on the direct behavioural impact of carbon-neutral positioning. In contrast to the theoretical discussions that were used in the past, the current results have revealed empirical statements that sustainability branding has a positive effect in purchase intention, but this is only acceptable when consumers perceive environmental communication to be both authentic and credible. Therefore the implications of the findings are that, carbon-neutral branding, in the absence of functionality of consumer value and trust-based sustainability communication are not sufficient.
[bookmark: _getyt385ofcf][bookmark: _Toc231500983]5.2.2 Discussion for Research Question 2
Research Question 2 determined the degree of willingness of the UK consumers to pay higher prices due to carbon-neutral products provided by Allbirds. The results show that the respondents were relatively willing to pay premium prices on sustainable products. Descriptive analysis revealed the presence of mean values of between 3.88 and 3.98 as far as willingness-to-pay variables were concerned and a correlation analysis revealed that sustainability perceptions and premium pricing acceptance correlate strongly (r = 0.629). The results of regression analysis also gave rise to a strong explanatory power (R2 = 0.591), and climate change awareness (β = 0.475; p < 0.001) and the willingness to support low-carbon products (β = 0.376; p < 0.001) served as statistically significant predictors. H2 is hence highly validated.
The results are consistent with those found by Kumar et al. (2021), who evaluated that socially responsible consumers are more likely to invest in environmentally responsible brands. Correspondingly, Chowdhury (2024) stated that apparent sustainability efforts, for example carbon labelling make consumers more willing to purchase sustainable goods while perceiving more value in paying high prices. The results also help to establish Consumer Value Theory, which states that consumers are ready to pay extra when products create environmental, emotional and functional value all at once.
However, the findings show that the readiness to pay is still limited by the economic and practical aspects. The sustainability trust variables appeared to be statutory insignificant thus showing that sustainability messaging, in itself does not necessarily translate into higher prices in the minds of consumers. This result has a strong connection to the arguments put forward by Sun et al. (2022) and de Araújo et al. (2022) who highlighted that price sensitivity and perceived functional value are still barriers to sustainable purchasing behaviour. Consumers might be conceptually supportive of sustainability, although they grow reserved in the face of having to sacrifice money.
The results of the research thus support the attitude-behaviour gap in the literature review. The respondents had a positive attitude towards sustainability, yet the willingness to pay was moderate, as opposed to very high. This implies that ethical concern is competing with affordability and utility of the product in real-life buying scenarios. Notably, the study fills a significant gap in the literature by investigating both purchase intention and willingness to pay at the same time in an empirical study. The literature that was reviewed before has focused primarily on these variables individually, whereas the present results indicate their interaction but independent behavioural dynamics in terms of carbon-neutral branding.
[bookmark: _t5pnz6bt5zbb][bookmark: _Toc231500984]5.2.3 Discussion for Research Question 3
Research Question 3 explored the impacts of sustainability awareness and environmental responsibility on consumer perception of Allbirds. The results clearly indicate the high sustainability awareness can have a substantial impact on consumer perception of carbon-neutral branding and a positive effect on behavioural performance. Descriptive results revealed that the level of awareness is especially high, and the variables related to sustainability yielded mean scores exceeding 4.10, and the mean evaluation of the variables is 4.21. A regression analysis once again tested the high explanatory strength (R2 = 0.557), and the awareness of carbon emissions (β = 0.269; p < 0.001) and the awareness contributing to the increasing willingness to pay (β = 0.354; p < 0.001) were found to be statistically significant. Therefore, H3 has a strong support.
These results extend the work of Urbański and Ul Haque (2020), who have proposed that environmentally conscious consumers are more likely to develop more positive attitudes toward environmentally conscious brands. Similarly, Chuvieco et al. (2021) emphasised that the growth of knowledge related to climate change and sustainability positively influences consumer responsiveness to the environmentally friendly company. The observation further confirms the arguments by Orazi and Chan (2020) that proposed sustainability awareness leads to the heightened scrutiny of environmental claims and the increase in expectations in terms of transparency and credibility.
The results are also very supportive of the Theory of Planned Behaviour as positive environmental attitudes led to more emphasis on behaviour intents towards sustainable products. Consumers who were more sustainable had also a greater willingness to purchase carbon-neutral products and a premium sustainable price. Moreover, the results substantiate Consumer Value Theory as environmental responsibility was considered by the respondents to be a wellspring of emotional and ethical values. Nevertheless, the research also supports the past literature that had stated that awareness does not make sure that there is actual purchasing behaviour. Copeland and Bhaduri (2020) observed that even highly conscious consumers can have affordability and convenience as a priority on ideological sustainability. The same variation in behaviour was observed as in the current data as willingness to pay variables were still lower than those of awareness. Thus, the research supports the occurrence of the attitude-behaviour gap.
Notably, the results will fill the research gap in the literature on scarce empirical studies concerning sustainability awareness and branding carbon-neutrality in the UK. The paper shows that the sustainability awareness has a drastic effect on the consumer perception and the intention to buy Allbirds but still, the outlay and pragmatic challenges remain in the way of final purchasing decisions.
[bookmark: _mw3lpovfr85l][bookmark: _Toc231500985]5.2.4 Discussion for Research Question 4
Research Question 4 was the determinants behind the willingness of customers to wear and buy carbon-neutral brand shoes, like Allbirds. The results indicate that awareness of sustainability, clear communication on the environment, perceived environmental responsibility and the value of the product are the most determinant factors that influence consumer support. Descriptive analysis revealed high levels of agreement on sustainability transparency with the variables relating to trust giving mean values of around 4.16. It was also found that sustainability perceptions had moderate-to-strong positive correlations with the behavioural outcome, especially the willingness to pay (r = 0.546 and r = 0.629). Regression results also supported the fact that apparent environmental communication (β = 0.238; p = 0.008) is a significant predictor of consumer behavioural intention.
The findings can be compared to Nagar and Verma (2025), who stated that green marketing and eco-labelling help to increase brand credibility and trust. On the same note, Pohto (2025) stressed that sustainability communication could work only in case the environmental claims are acknowledged by the transparent and authentic practices. The results also confirm Leal Filho et al. (2024) who posit that carbon footprint labelling and transparency reinforce loyalty of consumers towards sustainable brands like Allbirds.
The results, however, also shed some light on the fact that environmental concern in itself does not entirely dictate consumer behaviour. The value of products in terms of affordability, convenience and utility continues to be very powerful, which evidences the points by Sharma and Lal (2020) and Sun et al. (2022). In making purchases, consumers remain to strike a balance between moral preferences and practicality in economics. This is a pivotal explanation that sustainability programs should offer ethical and practical value in an attempt to sustain the backing of consumers in the longer term. The results also support the literature related to greenwashing and scepticism. According to Torelli et al. (2020), inflated sustainability statements decrease the level of trust and harm consumer confidence. The current results will reinforce this assertion since consumers had favorable reactions to transparency and adherent environmental communication, compared to symbolic sustainability positioning.
Significantly, the research will fill the literature gap in the field of carbon-neutral branding, where there is no empirical study in the question of the behavioural drivers. The results offer support that sustainability awareness, transparency and perceived credibility are some of the key factors that affect consumer preference of carbon-neutral brands. The study however also establishes that the real world restrictions of sustainability like price sensitivity and functional expectations still moderate the sustainable consumer behaviour in actual market conditions.
[bookmark: _oxjrdk8w8rdd][bookmark: _Toc231500986]5.3 Chapter Summary
The chapter provided a critical analysis of the findings of the research in terms of the literature review, theoretical framework, hypotheses and research questions. The results affirmed that carbon-neutral brand positioning has a positive impact on the intention to purchase and the willingness to pay consumers of Allbirds in the UK, but economical and functional factors still control behavioural performances. The awareness of sustainability and consistent environmental communication proved to be two important influencing factors in consumer perceptions and intention towards the behaviour. The relevance of the Theory of Planned Behaviour and Consumer Value Theory in explaining sustainable consumer behaviour in this discussion was also confirmed. Moreover, the results supported the presence of the attitude-behaviour gap that is recognised in the existing literature. In general, the chapter showed that perceived environmental credibility and authentic sustainability communication are essential to increase consumer trust, intent to purchase and willingness to pay for carbon-neutral products.


[bookmark: _enl54leeeg6t][bookmark: _Toc231500987]Chapter 6: Conclusions
[bookmark: _4wpdahgzmydm][bookmark: _Toc231500988]6.1 Conclusion
This study explored the effects of the carbon-neutral brand position on the purchase intention and readiness to pay in the context of UK consumers of Allbirds. The focus of the study was to assess the effect of sustainability awareness, environmental responsibility and carbon-neutral branding on consumer behaviour in the sustainable fashion marketplaces. The research employed a positivist and deductive approach of quantitative research which involved descriptive, correlation and regression analysis of survey responses. The results have shown that sustainability awareness and clear communication on environmental issues have a positive effect on purchase intention and willingness to pay, which is in agreement with Tosun and Tavsan (2024) and Kumar et al. (2021) arguments. The findings, however, also validated the attitude-behaviour gap found by Brummer (2020) since affordability and product value were still important in shaping behavioural outcomes. In general, the research was able to meet its goals and offer empirical data that carbon-neutral branding could enhance its consumer-side support when sustainability reporting is viewed as authentic, clear and quite believable.
[bookmark: _v3lgrp7oygod][bookmark: _Toc231500989]6.2 Recommendations
Sustainable fashion brands, like Allbirds, need to focus on clear and evidence-based sustainability communication as a strategy to enhance consumer behavioural intention and trust. Carbon footprint labelling, sustainability reports and third-party environmental certifications need to be properly advertised in order to decrease scepticism and concerns about greenwashing, as Torelli et al. (2020) state. 
Sustainability and product quality, durability and affordability should also be maintained by the brands since the results indicated that consumers are still considering functional value and environmental responsibility. The willingness to pay higher prices among price sensitive consumers can also be enhanced by introducing flexible pricing policies, provision of loyalty reward and sustainable products education campaigns.
Also, companies are recommended to make it more and easier to understand technical sustainability information due to the complexity of carbon-neutral descriptions that deceive consumers and make them less engaged (Utgård and Gaustad, 2024). Companies ought to thus communicate programs on environmental issues in a simple and understandable language.
Future organisational studies may focus on both quantitative and qualitative in order to gain a better insight into emotional and psychological drivers of sustainable buying behaviour, including consumer attitude behaviour gap in the context of carbon-neutral branding.
[bookmark: _clm7pv83may][bookmark: _Toc231500990]6.3 Linking with Objectives
The study has been effective in meeting the four objectives of research by conducting quantitative analyses on perceptions of consumers on carbon-neutral branding. Research Objective 1 sought to explore how brand positioning in terms of being carbon-neutral affects purchase intention of UK consumers of Allbirds. This was accomplished by the results of correlation, and regression, which indicated positive relations between sustainability commitment, environmental communication and purchase intention. Even though H1 was partially validated, the findings showed the importance of transparent sustainability communication in positively influencing the behavioural intention.
Research Objective 2 aimed at assessing readiness to pay a premium price of carbon-neutral products. It accomplished this goal by descriptive and regression results that showed that sustainability awareness and environmental concern would significantly affect the premium pricing acceptance. H2 was supported by the strong regression model (R2 = 0.591) and great predictors.
Research Objective 3 explored how sustainability awareness influenced perception of consumers of carbon-neutral branding. The results indicated that the variables of awareness had significant impacts on behavioural outcomes and regression analysis showed statistically significant outcomes (p < 0.001). Thus, H3 was highly supported and it proved that sustainability awareness is a positive factor that influences consumer perception and purchasing behaviour.
Research Objective 4 was to establish the factors which encouraged the consumers to embrace the carbon-neutral brands. The results showed that the main behavioural drivers are transparency, environmental credibility and the product value and sustainability communication. At the same time, affordability and functional value were also noted as enduring limitations to the study. As a result, the paper was able to fill in the research gaps that were identified through the qualitative analysis of the empirical data purchase intention and willingness to pay simultaneously in a situation of a brand of carbon-neutral in the UK.
[bookmark: _cwjwgvrciz2b][bookmark: _Toc231500991]6.4 Limitations
The scope of this research had a number of limitations. To begin with, it was quantitative in nature, i.e., by the use of a survey design, and could not have gone into the emotional/ psychological reasons of the respondents in purchasing behaviour sustainability. Though statistical analysis was used to determine the relationship among behaviours, qualitative insights may have been used to give a deeper insight into consumer reasoning and sustainability perceptions.
Secondly, the study was confined to consumers of UK of Allbirds, limiting the study of the results to the overall international markets or other sustainable fashion brands. The attitude of the consumer in matters of sustainability might vary depending on the cultural and economic settings.
The other hindrance is the purposive sampling method. Although the technique achieved the involvement of environmentally conscious customers, non-probability sampling can be characterized by a bias in selection and a lack of representativeness of the broader population. Also, the overall valid response size was rather small, which could have impacted the statistical generalisation.
[bookmark: _tgkdlzgon2zv][bookmark: _Toc231500992]6.5 Future Direction
The following studies need to extend the field of the current study to an international market and operation and contrast the consumer reaction to carbon-neutral branding in various nations and cultural settings. Comparative international research can incorporate wider information as to how the perceptions of sustainability vary around the world. Another way in which future researchers may enhance the generalisability of their results is to look at several sustainable fashion brands, not just a single company, Allbirds.
Besides this, further research needs to use mixed method techniques that use both quantitative survey and qualitative interviews or focus groups to investigate emotional and psychological motives of sustainable purchasing behaviour. Longitudinal research can also be used to determine whether or not positive sustainability attitudes ultimately lead to behavioural change in the long-run. Additionally, the purpose and scope of future research should be to examine the impact of the income levels, lifestyle and digital sustainability communication on the willingness to pay in carbon-neutral products in competitive fashion market segments.
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[bookmark: _Toc231500995]Appendix 1: Survey Questionnaire
Section A: Demographic information 
1. Age Group
· 18–24 years 
· 25–34 years 
· 35–44 years 
· 45–54 years 
· 55 years and above 
2. Gender
· Male 
· Female 
· Prefer not to say 
· Other 
3. Have you purchased sustainable or eco-friendly products before?
· Yes 
· No
Section B: Survey questions using likert scale 
Scale include: 1-Strongly Disagree, 2-Disagree, 3-Neutral, 4-Agree, 5 = Strongly Agree
4. I am more likely to purchase products from brands that are carbon-neutral.
5. Carbon-neutral branding positively influences my intention to buy a product.
6. I prefer brands that clearly communicate their environmental impact.
7. A brand’s commitment to sustainability increases my likelihood of purchasing its products.
8. I would consider buying from Allbirds because of its carbon-neutral positioning.
9. I am willing to pay a higher price for products that are environmentally sustainable.
10. Carbon-neutral products are worth paying more for.
11. I would pay a premium for products with a lower carbon footprint.
12. Sustainability increases the value I perceive in a product.
13. I am willing to pay more for products from Allbirds due to its sustainability efforts.
14. I am aware of environmental issues such as climate change and carbon emissions.
15. My knowledge of sustainability influences my purchasing decisions.
16. I trust brands more when they provide transparent sustainability information.
17. My awareness of sustainability increases my willingness to pay for eco-friendly products.
18. My environmental awareness influences my perception of brands like Allbirds.


[bookmark: _Toc231500996]Appendix 2: Raw Data from Survey done via Google Form
	Timestamp
	Do you give consent to participate in this survey? Please answer. 
	1. Age Group
	2. Gender
	3.  Purchased_Eco_Products
	4.  Likely_Purchase_Carbon_Neutral_Brands
	5.  Carbon_Neutral_Branding_Buy_Intention
	6.  Prefer_Clear_Environmental_Communication
	7. Sustainability_Commitment_Purchase_Likelihood
	8. Consider_Allbirds_Carbon_Neutral_Positioning
	9. Willing_Pay_Higher_Price_Sustainable_Products
	10. Carbon-neutral products are worth paying more for.
	11. Carbon_Neutral_Products_Worth_More
	12. Pay_Premium_Lower_Carbon_Footprint
	13. Willing_Pay_More_Allbirds_Sustainability
	14. Aware_Climate_Change_Carbon_Emissions_1
	15. Aware_Climate_Change_Carbon_Emissions_2
	16. Trust_Transparent_Sustainability_Information
	17. Awareness_Increases_Willingness_To_Pay
	18. Environmental_Awareness_Brand_Perception_Allbirds

	5/9/2026 11:24:36
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	4
	5
	5
	4
	4
	4
	5
	4
	5
	4
	5
	5

	5/9/2026 16:49:08
	Yes
	25–34 years
	Female
	Yes
	3
	4
	4
	4
	4
	4
	5
	5
	5
	4
	5
	4
	5
	5
	5

	5/9/2026 16:49:38
	Yes
	35–44 years
	Prefer not to say
	Yes
	4
	3
	4
	4
	4
	4
	5
	5
	4
	4
	5
	4
	5
	4
	5

	5/9/2026 19:22:34
	Yes
	25–34 years
	Female
	Yes
	4
	3
	4
	4
	4
	4
	4
	4
	4
	5
	5
	5
	5
	5
	5

	5/9/2026 19:24:52
	Yes
	25–34 years
	Female
	Yes
	4
	4
	5
	5
	5
	5
	5
	5
	4
	5
	4
	4
	5
	5
	5

	5/9/2026 19:31:14
	Yes
	18–24 years
	Male
	Yes
	4
	4
	5
	4
	3
	2
	3
	3
	3
	3
	3
	3
	3
	2
	3

	5/9/2026 20:42:02
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	5
	5
	5
	5
	5
	4
	4
	5
	5
	4
	5
	5

	5/9/2026 20:43:49
	Yes
	25–34 years
	Female
	Yes
	4
	3
	4
	5
	4
	4
	4
	4
	4
	4
	5
	5
	4
	5
	5

	5/9/2026 21:19:51
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	4
	4
	4
	4
	5
	5
	5
	5
	4
	4
	5
	5

	5/9/2026 21:26:30
	Yes
	25–34 years
	Female
	Yes
	5
	4
	5
	4
	5
	5
	4
	5
	5
	5
	5
	4
	5
	5
	4

	5/10/2026 0:06:12
	Yes
	25–34 years
	Female
	Yes
	4
	5
	4
	4
	4
	4
	5
	3
	4
	4
	4
	4
	5
	5
	4

	5/10/2026 0:43:30
	Yes
	25–34 years
	Female
	Yes
	4
	5
	5
	5
	5
	4
	5
	4
	4
	4
	4
	4
	5
	5
	5

	5/10/2026 0:43:58
	Yes
	18–24 years
	Prefer not to say
	Yes
	4
	4
	5
	4
	4
	4
	5
	4
	4
	4
	4
	5
	5
	5
	4

	5/10/2026 0:46:38
	Yes
	25–34 years
	Female
	Yes
	5
	4
	4
	5
	4
	4
	4
	4
	4
	5
	5
	4
	4
	5
	4

	5/10/2026 0:51:13
	Yes
	25–34 years
	Male
	Yes
	4
	4
	4
	4
	4
	5
	4
	5
	5
	5
	5
	5
	4
	4
	5

	5/10/2026 1:10:24
	Yes
	25–34 years
	Female
	Yes
	5
	3
	4
	4
	2
	2
	2
	2
	2
	2
	2
	3
	3
	3
	3

	5/10/2026 1:14:27
	Yes
	25–34 years
	Male
	Yes
	4
	2
	4
	4
	4
	4
	4
	4
	5
	4
	5
	4
	5
	5
	5

	5/10/2026 1:29:02
	Yes
	45–54 years
	Female
	Yes
	4
	4
	4
	2
	3
	2
	2
	2
	3
	2
	3
	2
	2
	3
	3

	5/10/2026 1:34:59
	Yes
	25–34 years
	Female
	Yes
	4
	4
	3
	4
	4
	4
	3
	2
	3
	3
	2
	3
	3
	3
	3

	5/10/2026 22:51:00
	Yes
	18–24 years
	Female
	Yes
	4
	4
	2
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3

	5/10/2026 22:51:32
	Yes
	35–44 years
	Male
	Yes
	1
	2
	1
	1
	1
	2
	2
	2
	2
	1
	1
	1
	4
	2
	2

	5/10/2026 23:08:22
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	4
	3
	3
	5
	5
	4
	3
	2
	3
	3
	3
	3

	5/10/2026 23:17:29
	Yes
	25–34 years
	Male
	Yes
	4
	4
	4
	4
	4
	5
	5
	4
	4
	5
	4
	5
	4
	4
	5

	5/11/2026 0:01:02
	Yes
	35–44 years
	Female
	Yes
	4
	4
	4
	5
	5
	5
	5
	5
	4
	3
	4
	5
	5
	5
	5

	5/11/2026 0:01:34
	Yes
	25–34 years
	Male
	Yes
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	5

	5/11/2026 0:10:45
	Yes
	18–24 years
	Female
	Yes
	4
	4
	4
	5
	5
	3
	4
	4
	4
	5
	4
	5
	4
	5
	5

	5/11/2026 0:14:11
	Yes
	18–24 years
	Female
	Yes
	4
	3
	3
	4
	4
	4
	4
	5
	4
	5
	4
	5
	4
	5
	5

	5/11/2026 0:20:11
	Yes
	25–34 years
	Female
	Yes
	5
	4
	4
	5
	4
	4
	4
	4
	4
	5
	4
	5
	4
	5
	4

	5/11/2026 0:27:08
	Yes
	25–34 years
	Male
	Yes
	4
	4
	4
	4
	4
	4
	4
	4
	4
	3
	3
	4
	4
	4
	4

	5/11/2026 0:34:13
	Yes
	35–44 years
	Prefer not to say
	Yes
	4
	4
	3
	4
	3
	4
	3
	4
	4
	4
	4
	4
	4
	4
	4

	5/11/2026 1:00:57
	Yes
	25–34 years
	Female
	Yes
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	5
	4
	4

	5/11/2026 10:39:38
	Yes
	25–34 years
	Male
	Yes
	5
	3
	4
	4
	4
	4
	4
	4
	4
	4
	5
	5
	4
	4
	5

	5/11/2026 11:20:06
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	3
	4
	5
	4
	5
	4
	5
	5
	5
	4
	5
	5

	5/11/2026 11:21:09
	Yes
	18–24 years
	Male
	Yes
	4
	4
	4
	4
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5
	5

	5/11/2026 11:59:37
	Yes
	35–44 years
	Female
	Yes
	4
	4
	5
	3
	4
	4
	5
	4
	3
	3
	4
	4
	4
	4
	4

	5/11/2026 12:03:39
	Yes
	18–24 years
	Female
	Yes
	4
	4
	4
	4
	4
	5
	5
	4
	4
	5
	4
	5
	5
	4
	5

	5/11/2026 14:13:15
	Yes
	45–54 years
	Prefer not to say
	Yes
	4
	4
	3
	3
	5
	2
	4
	2
	3
	3
	5
	4
	5
	4
	5

	5/11/2026 17:16:58
	Yes
	25–34 years
	Male
	Yes
	4
	4
	4
	3
	3
	3
	4
	4
	3
	3
	5
	5
	5
	4
	4

	5/11/2026 17:17:43
	Yes
	25–34 years
	Female
	Yes
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	5
	5
	5
	5

	5/11/2026 18:41:58
	Yes
	25–34 years
	Male
	Yes
	5
	5
	4
	4
	4
	5
	5
	3
	4
	5
	5
	5
	5
	3
	5

	5/11/2026 18:44:04
	Yes
	18–24 years
	Female
	Yes
	4
	4
	4
	4
	4
	4
	5
	4
	4
	4
	4
	5
	5
	4
	5

	5/11/2026 19:37:32
	Yes
	25–34 years
	Prefer not to say
	Yes
	1
	2
	3
	3
	2
	3
	2
	3
	4
	3
	4
	4
	4
	5
	5

	5/11/2026 19:40:05
	Yes
	35–44 years
	Prefer not to say
	Yes
	2
	4
	4
	3
	4
	5
	5
	5
	5
	5
	5
	5
	5
	4
	4

	5/11/2026 21:35:41
	Yes
	25–34 years
	Male
	Yes
	3
	3
	3
	4
	4
	3
	4
	5
	4
	4
	4
	4
	4
	5
	4

	5/11/2026 21:57:42
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	5
	3
	4
	4
	4
	5
	4
	4
	5
	4
	5
	4

	5/11/2026 22:10:54
	Yes
	25–34 years
	Female
	Yes
	4
	5
	4
	4
	4
	4
	4
	5
	4
	4
	4
	4
	5
	4
	4

	5/11/2026 22:16:35
	Yes
	25–34 years
	Male
	Yes
	4
	4
	4
	5
	4
	4
	4
	4
	5
	5
	5
	5
	5
	5
	5

	5/12/2026 1:07:40
	Yes
	25–34 years
	Prefer not to say
	Yes
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	5
	5
	4

	5/12/2026 1:08:25
	Yes
	35–44 years
	Prefer not to say
	Yes
	5
	4
	4
	5
	5
	5
	5
	4
	5
	5
	5
	5
	5
	5
	5

	5/12/2026 3:42:02
	Yes
	35–44 years
	Female
	Yes
	5
	5
	3
	4
	4
	4
	4
	4
	4
	5
	5
	4
	4
	4
	4

	5/12/2026 9:58:05
	Yes
	25–34 years
	Female
	Yes
	3
	4
	4
	4
	3
	3
	4
	4
	4
	4
	4
	4
	4
	4
	4

	5/12/2026 10:01:28
	Yes
	25–34 years
	Female
	Yes
	4
	4
	5
	5
	4
	4
	4
	4
	4
	4
	5
	3
	4
	4
	4

	5/12/2026 10:52:33
	Yes
	25–34 years
	Female
	Yes
	5
	4
	4
	4
	5
	3
	3
	4
	4
	5
	4
	4
	4
	5
	4

	5/12/2026 11:02:06
	Yes
	35–44 years
	Female
	Yes
	4
	3
	4
	4
	4
	3
	4
	4
	4
	4
	4
	5
	4
	3
	4

	5/12/2026 12:19:28
	Yes
	25–34 years
	Female
	Yes
	5
	4
	4
	4
	4
	5
	4
	4
	4
	5
	4
	4
	4
	4
	4

	5/12/2026 12:20:03
	Yes
	25–34 years
	Male
	Yes
	4
	4
	3
	4
	4
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4

	5/12/2026 12:46:45
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	4
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	5/12/2026 12:54:29
	Yes
	35–44 years
	Female
	Yes
	4
	4
	4
	4
	4
	5
	5
	4
	4
	4
	4
	4
	4
	4
	4

	5/12/2026 12:55:16
	Yes
	35–44 years
	Female
	Yes
	4
	3
	4
	5
	5
	4
	5
	4
	5
	4
	4
	5
	5
	4
	4

	5/12/2026 14:18:55
	Yes
	25–34 years
	Male
	Yes
	4
	4
	4
	5
	4
	5
	4
	4
	4
	4
	5
	4
	5
	4
	4

	5/12/2026 14:20:45
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	5
	3
	4
	4
	4
	4
	4
	4
	5
	4
	4
	4

	5/12/2026 14:28:27
	Yes
	25–34 years
	Female
	Yes
	5
	5
	3
	4
	2
	4
	5
	2
	1
	3
	4
	5
	4
	5
	4

	5/12/2026 14:28:30
	Yes
	25–34 years
	Male
	Yes
	4
	4
	4
	5
	5
	4
	4
	4
	5
	4
	5
	4
	5
	5
	4

	5/12/2026 14:32:52
	Yes
	25–34 years
	Female
	Yes
	3
	2
	2
	3
	3
	3
	3
	3
	3
	3
	2
	3
	3
	3
	3

	5/12/2026 14:41:15
	Yes
	25–34 years
	Male
	Yes
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	3
	4
	4
	4
	3

	5/12/2026 15:29:33
	Yes
	25–34 years
	Male
	Yes
	4
	4
	3
	4
	4
	4
	4
	4
	4
	3
	4
	4
	4
	4
	4

	5/12/2026 15:59:16
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	4
	4
	3
	3
	3
	3
	4
	4
	5
	4
	5
	5

	5/12/2026 15:59:42
	Yes
	25–34 years
	Female
	Yes
	5
	5
	5
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	5/13/2026 11:18:00
	Yes
	25–34 years
	Female
	Yes
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4
	5
	4
	4
	4
	5

	5/13/2026 11:28:18
	Yes
	25–34 years
	Male
	Yes
	5
	3
	2
	2
	2
	3
	3
	2
	2
	2
	3
	3
	3
	3
	3

	5/13/2026 11:33:28
	Yes
	35–44 years
	Prefer not to say
	Yes
	5
	4
	4
	3
	4
	4
	4
	3
	3
	4
	3
	4
	5
	4
	4

	5/13/2026 14:25:17
	Yes
	25–34 years
	Female
	Yes
	3
	4
	5
	5
	4
	4
	4
	4
	5
	5
	5
	5
	5
	5
	5

	5/13/2026 14:27:31
	Yes
	35–44 years
	Female
	Yes
	2
	3
	3
	3
	3
	3
	2
	3
	2
	2
	2
	3
	2
	2
	3

	5/13/2026 15:06:44
	Yes
	25–34 years
	Prefer not to say
	Yes
	3
	3
	2
	4
	3
	4
	4
	3
	3
	4
	4
	4
	4
	3
	4

	5/13/2026 15:35:36
	Yes
	25–34 years
	Female
	Yes
	3
	4
	5
	5
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	5/13/2026 18:34:03
	Yes
	35–44 years
	Female
	Yes
	3
	2
	3
	4
	3
	4
	3
	4
	4
	4
	2
	4
	4
	4
	4

	5/13/2026 18:56:16
	Yes
	25–34 years
	Female
	Yes
	3
	4
	3
	3
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	5/13/2026 18:57:13
	Yes
	45–54 years
	Prefer not to say
	Yes
	3
	3
	3
	4
	4
	4
	4
	4
	3
	5
	5
	5
	5
	4
	4

	5/13/2026 23:57:26
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	4
	4
	4
	4
	3
	4
	4
	3
	3
	4
	4
	4

	5/14/2026 0:02:00
	Yes
	18–24 years
	Male
	Yes
	4
	3
	4
	4
	3
	4
	4
	5
	4
	4
	4
	5
	5
	4
	3

	5/14/2026 0:09:46
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	2
	4
	3
	3
	3
	4
	4
	4
	4
	4
	4
	4

	5/14/2026 2:53:51
	Yes
	35–44 years
	Male
	Yes
	4
	4
	3
	4
	4
	5
	4
	4
	4
	5
	4
	5
	4
	5
	4

	5/15/2026 1:21:12
	Yes
	18–24 years
	Male
	Yes
	4
	4
	5
	3
	4
	3
	4
	3
	4
	3
	4
	4
	4
	4
	4

	5/15/2026 23:17:58
	Yes
	25–34 years
	Female
	Yes
	4
	3
	3
	3
	3
	4
	4
	3
	4
	3
	4
	4
	3
	4
	3

	5/15/2026 23:18:22
	Yes
	18–24 years
	Female
	Yes
	5
	4
	4
	4
	4
	5
	4
	4
	4
	5
	4
	4
	4
	4
	4

	5/15/2026 23:23:29
	Yes
	45–54 years
	Male
	Yes
	5
	4
	4
	4
	5
	4
	5
	5
	4
	4
	4
	4
	5
	4
	5

	5/15/2026 23:43:22
	Yes
	25–34 years
	Prefer not to say
	Yes
	5
	4
	3
	4
	5
	4
	4
	4
	4
	4
	4
	5
	4
	4
	5

	5/16/2026 1:09:08
	Yes
	25–34 years
	Male
	Yes
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4

	5/16/2026 1:21:31
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	4
	4
	5
	4
	5
	5
	5
	5
	5
	5
	5
	5

	5/16/2026 1:31:48
	Yes
	25–34 years
	Female
	Yes
	5
	4
	4
	3
	2
	2
	2
	3
	3
	3
	3
	3
	3
	3
	3

	5/16/2026 1:38:53
	Yes
	45–54 years
	Male
	Yes
	2
	2
	3
	3
	2
	3
	2
	3
	3
	2
	4
	2
	4
	1
	2

	5/16/2026 10:31:50
	Yes
	25–34 years
	Male
	Yes
	4
	3
	3
	4
	4
	4
	4
	3
	4
	4
	4
	3
	3
	5
	4

	5/16/2026 12:28:49
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	4
	3
	4
	4
	4
	3
	3
	4
	3
	4
	4
	3

	5/16/2026 12:52:39
	Yes
	25–34 years
	Male
	Yes
	5
	4
	3
	4
	4
	4
	4
	5
	5
	4
	4
	3
	3
	5
	4

	5/16/2026 14:17:57
	Yes
	25–34 years
	Female
	Yes
	4
	4
	3
	3
	3
	4
	4
	4
	5
	3
	4
	4
	4
	4
	4

	5/16/2026 14:22:48
	Yes
	25–34 years
	Male
	Yes
	4
	3
	5
	5
	4
	4
	4
	5
	5
	3
	5
	4
	5
	5
	5

	5/16/2026 14:36:03
	Yes
	35–44 years
	Male
	Yes
	4
	4
	4
	5
	4
	5
	4
	4
	5
	4
	5
	4
	5
	4
	4

	5/16/2026 14:52:17
	Yes
	25–34 years
	Female
	Yes
	4
	3
	5
	4
	4
	4
	5
	4
	4
	5
	4
	4
	5
	4
	4

	5/16/2026 14:52:48
	Yes
	25–34 years
	Female
	Yes
	4
	4
	5
	4
	4
	5
	4
	4
	4
	4
	4
	4
	4
	4
	5

	5/16/2026 14:57:32
	Yes
	25–34 years
	Female
	Yes
	5
	5
	3
	4
	4
	4
	5
	3
	4
	4
	4
	4
	4
	4
	4

	5/16/2026 16:02:16
	Yes
	25–34 years
	Female
	Yes
	4
	4
	4
	3
	3
	3
	5
	4
	4
	4
	4
	4
	5
	4
	4

	5/16/2026 18:02:17
	Yes
	45–54 years
	Female
	Yes
	4
	4
	3
	4
	4
	4
	4
	5
	5
	4
	4
	4
	5
	4
	4

	5/16/2026 18:09:32
	Yes
	25–34 years
	Female
	Yes
	4
	3
	3
	5
	4
	4
	4
	4
	4
	4
	4
	5
	4
	4
	5

	5/16/2026 18:23:07
	Yes
	45–54 years
	Prefer not to say
	Yes
	4
	4
	3
	3
	3
	4
	4
	4
	5
	4
	4
	4
	4
	4
	4

	5/16/2026 18:59:15
	Yes
	35–44 years
	Prefer not to say
	Yes
	4
	4
	3
	5
	4
	5
	5
	5
	4
	4
	4
	5
	4
	5
	5

	5/16/2026 19:16:09
	Yes
	35–44 years
	Male
	Yes
	4
	4
	3
	4
	4
	4
	4
	5
	4
	4
	5
	4
	5
	4
	4

	5/16/2026 19:51:04
	Yes
	55 years and above
	Female
	Yes
	4
	3
	4
	4
	5
	4
	4
	5
	4
	4
	5
	4
	4
	4
	4

	5/16/2026 20:10:22
	Yes
	25–34 years
	Female
	Yes
	4
	3
	3
	5
	4
	5
	4
	4
	4
	4
	4
	4
	4
	4
	4

	5/16/2026 20:15:05
	Yes
	25–34 years
	Female
	Yes
	4
	5
	3
	4
	4
	2
	4
	4
	4
	4
	3
	4
	3
	4
	5

	5/16/2026 20:18:47
	Yes
	45–54 years
	Female
	Yes
	4
	4
	4
	4
	2
	4
	4
	4
	3
	4
	4
	5
	4
	4
	4

	5/16/2026 20:20:34
	Yes
	25–34 years
	Prefer not to say
	Yes
	5
	4
	4
	4
	2
	1
	1
	3
	4
	4
	5
	2
	2
	3
	4

	5/16/2026 20:26:21
	Yes
	18–24 years
	Female
	Yes
	4
	5
	4
	2
	4
	3
	5
	3
	5
	5
	2
	5
	1
	5
	5

	5/16/2026 20:30:30
	Yes
	25–34 years
	Female
	Yes
	4
	3
	5
	4
	3
	3
	3
	3
	3
	3
	3
	3
	3
	3
	4

	5/16/2026 20:33:54
	Yes
	25–34 years
	Male
	Yes
	4
	2
	5
	1
	5
	2
	3
	3
	4
	5
	3
	5
	5
	4
	5

	5/16/2026 20:44:12
	Yes
	35–44 years
	Female
	Yes
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	4
	5
	5
	4
	4

	5/16/2026 20:53:22
	Yes
	25–34 years
	Prefer not to say
	Yes
	3
	4
	4
	4
	4
	4
	4
	4
	3
	3
	3
	4
	4
	4
	4

	5/16/2026 20:58:58
	Yes
	35–44 years
	Female
	Yes
	4
	4
	3
	2
	4
	4
	4
	4
	3
	4
	4
	4
	4
	5
	5

	5/16/2026 21:05:00
	Yes
	25–34 years
	Female
	Yes
	3
	3
	5
	3
	4
	4
	4
	4
	4
	4
	4
	3
	3
	5
	4

	5/16/2026 21:08:41
	Yes
	18–24 years
	Female
	Yes
	5
	4
	1
	3
	4
	4
	5
	5
	4
	2
	4
	2
	5
	5
	5

	5/16/2026 21:20:04
	Yes
	25–34 years
	Female
	Yes
	4
	4
	3
	5
	4
	4
	4
	5
	4
	4
	5
	4
	5
	4
	5
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Regression 3
(Source: Source: Created by Learner in MS-Excel)
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Cronbach Alpha Reliability Analysis
Number of respondents: 120
Number of scale items: 15
Cronbach’s Alpha: 0.900
Interpretation: Excellent internal consistency
Item Statistics
	Item
	Mean
	Std. Deviation
	Variance

	Item 1
	4.033
	0.766
	0.587

	Item 2
	3.775
	0.679
	0.462

	Item 3
	3.767
	0.796
	0.634

	Item 4
	3.908
	0.83
	0.689

	Item 5
	3.833
	0.803
	0.644

	Item 6
	3.883
	0.832
	0.692

	Item 7
	3.983
	0.799
	0.638

	Item 8
	3.917
	0.795
	0.632

	Item 9
	3.925
	0.735
	0.541

	Item 10
	3.942
	0.833
	0.694

	Item 11
	4.025
	0.835
	0.697

	Item 12
	4.108
	0.818
	0.669

	Item 13
	4.158
	0.789
	0.622

	Item 14
	4.158
	0.778
	0.605

	Item 15
	4.208
	0.709
	0.502


Overall Reliability
The overall Cronbach’s alpha for the 15 Likert-scale items was 0.9. This indicates excellent internal consistency reliability of the questionnaire.
Construct-wise Reliability
	Construct
	Number of Items
	Cronbach Alpha

	Purchase Intention
	5
	0.673

	Willingness to Pay Premium
	5
	0.838

	Sustainability Awareness and Perception
	5
	0.831


Interpretation
Cronbach’s alpha values above 0.70 are generally considered acceptable, above 0.80 are considered good, and above 0.90 indicate excellent reliability. The results suggest that all constructs used in this survey demonstrate strong internal consistency and are suitable for further statistical analysis.
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APPLICATIONFORETHICAL APPROVAL
Inorderforresearchtoresultinbenefitandminimiseriskofharm,itmustbeconductedethically.
TheUniversityfollowstheOECDFrascatimanualdefinitionofresearchactivity:"creativeworkundertakenonasystematic basisinordertoincreasethestockofknowledge,includingknowledgeofman,cultureandsociety,andtheuseofthisstock of knowledge to devise new applications". As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.
The individual undertaking the research activity is known as the“principal researcher”. 
This form must be completed and approved prior to undertaking a y research activity.
SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Bhargav Patel

	2
	Student Number:
	2436825

	3
	Emailaddress:
	2436825@student.uwtsd.ac.uk

	4
	Programmeof Study:
	MBA in International Business

	5
	Supervisor:
	Shahrukh Irfan


SECTIONB: Internal and External Ethical Guidance Materials
	
	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, location-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).
Please tick to confirm that your research proposal adheres to these codes and guidelines. You may add rows to this table if needed.

	1
	UWTSDResearchEthics&IntegrityCodeof Practice
	☐

	2
	UWTSDResearchDataManagementPolicy
	

	3
	
	

	4
	
	☐


SECTIONC: Details of Research Activity
	1
	Indicativetitle:
	ExaminingtheImpactofCarbon-NeutralBrandPositioningonCustomerPurchase Intention and Willingness to Pay a Premium: A Primary Survey of UK Customers of Allbirds

	2
	Proposedstart date:
	09/03/2026
	Proposedend date:
	02/06/2026

	
	IntroductiontotheResearch(maximum300wordsineachsection)
EnsurethatyouwriteforaNon-SpecialistAudiencewhenoutliningyourresponsetothethreepoints below:
·PurposeofResearchActivity
·ProposedResearchQuestion
·AimsofResearch Activity
·ObjectivesofResearchActivity

	ETHICSFORM-UNDERGRADUATEANDTAUGHTPOSTGRADUATECOURSES ONLY

	
	This study is focused on analysing the influence of carbon-neutral brand positioning on customer purchasing behaviour, willingness-to-pay and purchase intention among Allbirds customers in the UK. Increased awareness about the environment has led to an increase in many brands promoting sustainability and carbon-neutrality through their marketing strategies. Allbirds has gained notoriety as a brand that is committed to environmentally sustainable production processes, uses natural ingredients and reduce carbon footprint throughout its supply chain. The study will explore how this type of sustainability positioning affects customer perception and purchase behaviours from UK customers and if customers are more likely to buy from a carbon-neutral brand and if they are willing to pay additional premium prices for environmentally sustainable products. Data will be collected using an online questionnaire to determine the effect of carbon-neutrality on consumer purchasing intentions and behaviours. The participants will be all adults in the UK who are either aware of or have previously purchased sustainable clothing. Participation will be completely voluntary and will remain anonymous. The results will provide a better understanding of how sustainability related branding affects the purchasing decisions of consumers and will assist businesses in creating environmentally friendly marketing strategies.


	

3
	PurposeofResearchActivity
I want to know about customer buying decisions and willingness to pay more for green influence.

	

4
	ResearchQuestion .
1. How does carbon-neutral brand positioning influence customer purchase intention among UK customers of Allbirds?
2. To what extent are UK consumers willing to pay a price premium for carbon-neutral products offered by Allbirds?
3. How does consumer awareness of sustainability and environmental responsibility affect their perception of Allbirds?
4. What factors influence customers’ willingness to support and purchase from carbon-neutral brands such as Allbirds?

(thisboxshouldexpandasyoutype)

	

5
	AimsofResearch Activity

To examine the impact of carbon-neutral brand positioning on customer purchase intention and willingness to pay a premium among UK customers of Allbirds.


	

6
	ObjectivesofResearchActivity
1. To examine the influence of carbon-neutral brand positioning on customer purchase intention among UK customers of Allbirds.
2. To evaluate the willingness of UK consumers to pay a price premium for carbon-neutral and environmentally sustainable products offered by Allbirds.
3. To analyse the role of sustainability awareness in shaping customer perceptions of carbon-neutral branding in the case of Allbirds.
4. To identify key factors that motivate customers to support and purchase from carbon-neutral brands, using Allbirds as the case example


	
	Proposeddatacollectionmethods(maximum600 words)
Provideabriefsummaryofallthemethodsthatmaybeusedintheresearchactivitytocollectdata,makingitclearwhatspecific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods willbe needed.You do not need to justifythemethods herebut should instead describehowyou intend to collect the data necessary for you to complete your project

	


7
	Thisshoulddescribehowyouintendtocollectdata.Itshouldnotincludeadiscussionofthetheoreticalbasisforyourdata collectionmethods.Pleasenote,thatifyouintendtocollectanyaudio/videorecordingsofinterviewswithparticipantsthen these will be classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section H.
This research will collect data from customers using a survey method, which will allow researchers to use primary quantitative data collection methods. The target group will be people living in the UK who already know about sustainable fashion brands and/or are concerned with environmentally friendly products. The purpose of the study is to determine consumers' perceptions of how being carbon-neutral impacts their intention to buy Allbirds' products and their willingness to pay more for those products than they would for similar products made by other brands. Researchers will distribute a structured questionnaire using an online platform such as Google Forms or Microsoft Forms, which will consist of mostly close-ended questions and Likert scales. The questionnaire will measure consumers' attitudes towards sustainability, how they perceive brands, and whether they intend to buy from Allbirds, as well as whether they are willing to pay more for Allbirds' products compared to similar products made by other brands. There are about 20 questions that will be asked of participants in this survey. Questions will gather information about age group, gender, frequency of purchase of sustainable goods, and attitudes toward environmental issues and their influence on consumer behaviour.
Participants will be recruited from the Internet primarily through social media, colleges’ social networks and online communities that focus on sustainable fashion and consumer behaviour. Participation is voluntary, and only adults 18 years of age or older will be invited to participate in this survey. The survey will contain a short introduction explaining the purpose of the project, that participation is wholly voluntary, and assurances of anonymity and confidentiality of your responses. Personal identifying information (like your name, phone number, or address) will NOT be collected. The questionnaire will collect general demographic information and respondents' opinions regarding sustainability and brand perception. Participants  may withdraw from the survey at any time before submitting your answers.
Data collected from this research project will be saved securely in a password protected computer file and only used for academic research purposes relating to the study. The responses provided by respondents will be evaluated using basic quantitative analysis methods; for example descriptive statistics and simple correlation analyses will be used to determine consumer trends related to carbon neutral branding in customer perceptions and behaviour. There are no interviews, observations, experiments or obtaining sensitive personal data for the purposes of this study. The research will only collect anonymous responses to the survey. It will follow all ethics of voluntary participation, confidentiality, and proper handling of data at all stages of research.


SECTION D: Scope of Research Activity
	
	Willtheresearchactivityinclude:
	YES
	NO

	1
	Useofaquestionnaireorsimilarresearchinstrument?
	· 
	☐

	2
	Useofinterviews?
	☐
	· 

	3
	Useoffocs groups?
	
	· 

	4
	Useofparticipant diaries?
	
	· 

	5
	Useofvideooraudio recording?
	
	· 

	6
	Useofcomputer-generatedlog files?
	
	· 

	7
	Participantobservationwiththeirknowledge?
	
	· 

	8
	Participantobservationwithouttheirknowledge?
	
	· 

	9
	Accesstopersonalorconfidentialinformationwithouttheparticipants'specific consent?
	
	· 

	10
	Administrationofanyquestions,teststimuli,presentationthatmaybeexperienced as physically, mentally or emotionally harmful/offensive?
	
	· 
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	11
	Performanceofanyactswhichmaycauseembarrassmentoraffectself-esteem?
	
	· 

	12
	Investigationofparticipantsinvolvedinillegalactivities?
	
	· 

	13
	Useofproceduresthatinvolve deception?
	
	· 

	14
	Administrationofanysubstance,agentorplacebo?
	
	· 

	15
	Workingwithlivevertebrate animals?
	
	· 

	16
	Proceduresthatmayhaveanegativeimpactontheenvironment?
	
	· 

	17
	Otherprimarydatacollectionmethods.Pleaseindicatethetypeofdatacollection
method(s)below.
	
	· 

	
	Detailsofanyotherprimarydatacollectionmethod:


	
	


IfyouhavetickedNOtoeveryquestionthentheresearchactivityis(ethically)lowriskandyoumayskipsectionEandcontinue to section F.
IfYEStoanyquestion,thennoresearchactivityshouldbeundertakenuntilfullethicalapprovalhasbeen obtained.
SECTION E: Intended Participants
	
	Whoaretheintended participants:
	YES
	NO

	1
	StudentsorstaffattheUniversity?
	☐
	· 

	2
	Adults(overtheageof18andcompetenttogiveconsent)?
	· 
	☐

	3
	Vulnerableadults?
	☐
	· 

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	
	· 

	5
	Prisoners?
	
	· 

	6
	Youngoffenders?
	
	· 

	7
	Thosewhocouldbeconsideredtohaveaparticularlydependentrelationshipwiththe investigator or a gatekeeper?
	☐
	· 

	8
	Peopleengagedinillegalactivities?
	
	· 

	
9
	Others.Pleaseindicatetheparticipantsbelow,andspecificallyanygroupwhomaybeunable to give consent.
	
	· 

	
	Detailsofanyotherparticipant groups:
Completethisonlyifyourparticipantscannotgiveconsent.Thisincludesanimals
(thisboxshouldexpandasyou type)
	
	



	
	Participantnumbersandsource
Provideanestimateoftheexpectednumberofparticipants.Howwillyouidentifyparticipantsandhowwilltheybe recruited?

	

10
	
Howmanyparticipantsare expected?
	100

	11
	Whowilltheparticipantsbe?
	Participants in the research will be consumers (aged 18 years and older) in England who are familiar with or interested in sustainable fashion products, and in particular, consumers who are familiar with the Allbirds brand.
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12
	Howwillyouidentifythe participants?
	Non-probability convenience sampling will identify participants through the use of online sources of information. The survey link will be distributed through social media channels (LinkedIn, Instagram, and Facebook) and various student and online communities within the UK that promote sustainable fashion and environmentally responsible consumption. Individuals who meet the minimum requirements (aged 18 and older) and are familiar with sustainable fashion brands such as Allbirds will have the opportunity to participate. The introductory section of the survey will outline the eligibility criteria, and only those who voluntarily opt to participate and meet the aforementioned criteria will be able to complete the survey questionnaire.



	
	Informationforparticipants:
	YES
	NO
	N/A

	13
	Willyoudescribethemainresearchprocedurestoparticipantsinadvance, so that they are informed about what to expect?
	· 
	☐
	☐

	14
	Willyoutellparticipantsthattheirparticipationisvoluntary?
	· 
	☐
	

	15
	Willyouobtainwrittenconsentforparticipation?
	· 
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	· 

	17
	Iftheresearchisobservational,willyouaskparticipantsfortheirconsentto being observed?
	☐
	☐
	· 

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	· 
	☐
	☐

	19
	With questionnaires ,will you give participants the option of omitting questions they do not want to answer?
	☐
	· 
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	· 
	☐
	☐

	21
	Willyoudebriefparticipantsattheendoftheirparticipation,inawayappropriate to the type of research undertaken?
	· 
	☐
	☐

	22
	IfNOtoanyofabovequestions,pleasegiveanexplanation

	
	YoushouldbeabletotickYESforallofthesequestions.Ifnot,thenexplainwhynotinthisbox.(thisboxshouldexpandasyoutype)



	
	Informationforparticipants:
	YES
	NO
	N/A

	24
	Willparticipantsbepaid?
	☐
	· 
	

	25
	Isspecialistelectricalorotherequipmenttobeusedwith participants?
	☐
	· 
	☐

	26
	ArethereanyfinancialorotherintereststotheinvestigatororUniversity arising from this study?
	☐
	· 
	

	27
	Willtheresearchactivityinvolvedeliberatelymisleadingparticipantsinanyway,or the partial or full concealment of the specific study aims?
	☐
	· 
	☐

	28
	IfYEStoanyquestion,pleaseprovidefulldetails

	
	YoushouldbeabletotickNOformostofthesequestions.ForanycasesthatyouhavetickedYESthenprovidedetails in this box. If you are using cameras/voice recorders to record interviews, then please state that in thisbox.
(thisboxshouldexpandasyou type)


SECTION F: Anticipated Risks
	
	Outline any anticipated risks that may adversely affect any of the participants,the researchers and/or the University, and the steps that wilI be taken to address them.

	
1
	Risksto participants
For example:sector-specific health & safety, emotional distress, financial disclosure, physical harm,transfer of personaldata,sensitiveorganisationalinformation.IfyouhaveidentifiedinsectionDthattherearenoparticipants, then enter N/A and go skip to question 3.

	
	Risktoparticipants:
	Howyouwillmitigatetherisktoparticipants:
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	Some minor discomfort may occur when answering questions about your purchasing behaviour, environmental attitudes, personal opinions about sustainability, and brands (like Allbirds).There is also a minimal risk of privacy related to data, as your responses will be collected online. However, you will not be asked to provide your name, so your responses will remain completely anonymous. However, you will not be asked to provide your name and therefore your answers to the survey will be completely anonymous. Participation is voluntary and if you feel any discomfort while completing the survey, you will have the option to withdraw from the study pre-submission.

	The research will be conducted anonymously and without collecting any identifiable information about participants (such as their name, telephone number or address). Participants will receive a Participant Information Statement in writing that outlines: - What the study is about - That participation is voluntary - How the data will be used after collection. Participants may opt out of answering any question and/or withdrawing from the survey at any time until they submit their Completed Survey and will not experience negative consequences (e.g., appearance of data, lose chance at receiving incentives) as a result. Additionally, all Allbirds data collected will be electronically stored in password protected files and will only be used for academic research purposes.


	

2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity,drug use) or issues likely to discloseinformationrequiringfurtheraction(e.g.criminalactivity),givedetailsoftheprocedurestodealwiththeseissues, including any support/advice (e.g. helpline
numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if somethingpotentiallyoractuallyillegalisdiscoveredinthecourseofaproject,itmayneedtobedisclosedtotheproper authorities

	
	
There is no sensitive or uncomfortable subject matter (e.g., sexual activity, drug abuse, health problems, or criminal behaviour) that the survey will cover. The survey will strictly cover consumer opinions regarding ecology and other aspects related to Allbirds' products (e.g., brand image, purchase intent, and willingness to pay more for Allbirds). Participants will not be required to reveal any personal or sensitive data, but the survey introduction will let participants know that they can skip any question or leave the survey before submitting it if they are not comfortable answering the question. All questionnaire items will only include general questions related to consumer behavior and should not result in distress. No illegal behaviour or sensitive subject matter has been anticipated to arise through the study and, therefore, no additional support services or helpline referrals are needed. All questions in the survey will be unbiased, neutral, and respect all participants.

	
3
	Riskstotheinvestigator
Forexample:personalhealth&safety,physicalharm,emotionaldistress,riskofaccusationof harm/impropriety,conflict of interest

	
	During the forecasting of the study, there may be several minor risk factors to both the investigator and the university/institution conducting the research. Some examples of potential minor risks for the investigator when conducting this research may be related to managing both their time and workload under pressure from having to meet the project deadlines for survey distribution, data collection and analysis. Additionally, when analyzing the combination of opinions from survey participants about sustainability and brands such as Allbirds, there may be some risks associated with misinterpreting participants' opinions, or potentially being accused of being biased. Finally, because this study is being conducted online, there may be an additional risk of being subjected to unsolicited or inappropriate online responses from survey participants.
	Howyouwillmitigatetherisktotheinvestigator:
In order to reduce the identified risk factors associated with conducting this research to the investigator, the investigator will create a structured timeline for the completion of the study, which will allow him/her to manage his/her time and workload more effectively. The investigator will maintain professional and neutral communication with all participants throughout the research process, thereby limiting the likelihood of requesting any participants' personal contact information during the distribution of surveys to maintain appropriate boundaries between the survey participants and the survey investigator. The researcher will use transparent and objective methods of analyzing the data in order to reduce the potential for being accused of bias or misinterpreting survey responses. The researcher will also disregard or delete any inappropriate survey responses from the study dataset prior to the completion of the data analysis stage of the research. Finally, the research will follow the ethical guidelines set forth by the university, and be supervised by a faculty member at the institution, to ensure that the study is conducted safely and appropriately.

	4
	University/institutionalrisks
Forexample:adversepublicity,financialloss,dataprotection

	
	RisktotheUniversity:
The research poses a risk to the university regarding possible ethical issues and data protection issues resulting from lack of conformity with ethical and data protection guidelines while conducting research. The research will collect survey responses regarding consumer perceptions of sustainability and brands such as Allbirds so that if the researchers handle the data improperly, or misinterpret the findings, the university may suffer negative publicity, or ethical concerns regarding the collection, interpretation, and use of the data. The researchers' use of online survey platforms introduces a small possibility of data security and privacy risks pertaining to the data.
	HowyouwillmitigatetherisktotheUniversity:
Researchers will strictly adhere to university research ethics policies and data protection regulations to minimize these risks. The researchers will obtain anonymous survey responses and will not collect any identifiable information from the participants. Researchers will use password-protected files to store all of the data and will only use the data for academic purposes related to the research project. Researchers will make it clear in the report that the findings represent the researcher’s independent academic work and do not represent the university’s official position. Researchers will obtain prior ethical approval before beginning the data collection to ensure the research meets the institution's established standards.

	5
	Environmentalrisks
Forexample:accidentalspillageofpollutants,damagetolocal ecosystems

	
	Risktotheenvironment:
In a research paper released by Allbirds, information was obtained regarding how consumers behave when making a purchase in an environmentally friendly manner by way of online surveys. Large amounts of digital data will be collected and stored electronically, thus, there will be little to no effects on the environment when conducting this research; we will not be completing fieldwork and/or using any physical products, so the only environmental impact will be from the energy needed to host the survey and the energy to electronically store and analyse the data collected. Very small quantities of energy used as a result of electronic data collection (i.e., powering computers and servers) will be negligible. 

	To reduce the environmental impact further, email-based software will be used as opposed to paper-based surveys and printed paper products. This results in reduced resource consumption (i.e., paper usage), transportation, and waste. Additionally, to further ensure that the environmental impact is kept to a minimum, we will only retain data necessary to fulfil the research objectives and remove any materials no longer required. By using online survey tools and digital methods of analysis and storage, we can provide low environmental footprints, while enabling efficient methods for collecting and managing survey data.


SECTION G: Feedback, Consentand Confidentiality
IfyouhaveidentifiedinsectionDthattherearenoparticipants,thenenterskipthissectionandcontinuetosectionH.
	1
	Feedback
Whatde-briefingandfeedbackwillbeprovidedtoparticipants,howwillthisbedoneandwhen?

	
	When the survey is complete, participants will receive a short debriefing that describes the purpose of the research along with an explanation of how their responses will help to evaluate how consumers perceive Allbirds. Researchers will also provide their email address so participants can request additional information about the results of this research (if they wish).

	2
	Informedconsent
Describethearrangementstoinformpotentialparticipants,beforeprovidingconsent,ofwhatisinvolvedinparticipating. Describethearrangementsforparticipantstoprovidefullconsentbeforedatacollectionbegins.Ifgainingconsentinthis way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	First, participants will see an information sheet with information regarding the purpose and nature of this study; a description of what a participant will have to do; and how/when the information will be used. In order to allow for informed consent for participation in the current study, an informed consent notification will describe the purpose of the study along with information regarding the: (1) Voluntary nature of their participation (2) Anonymity of the participant and data collected (3) Usage of participant data based upon consent Once participants have read the information provided on this screen, they will consent to participate in the current study by clicking on a “Next” button to continue to complete the questionnaire related to Allbirds.
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	3
	Confidentiality/Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case.

	
	The study will ensure participant anonymity and confidentiality throughout its entirety. The online survey will not request any personal identification numbers or anything that might reveal respondents such as (but not limited to) their name, email address, or contact number. All respondents' responses regarding their opinions/feelings about the Allbird brand will be recorded anonymously and will be analyzed separately on an aggregate basis. All response data collected from the survey will be stored securely in a password-regulated electronic file format that will only be analyzed by the researcher from an academic perspective; therefore, all reports and/or publications generated will not include identifiable information about individual participants, thereby ensuring full confidentiality of response information.


SECTION H: Data Protection and Storage
	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016“GDPR”and the Data Protection Act 2018“DPA”)?
	
YES
	
NO

	



1
	“Personaldata"meansanyinformationrelatingtoanidentifiedor identifiablenaturalperson('datasubject').Anidentifiablenatural
personisonewhocanbeidentified,directlyorindirectly,in particular by reference to an identifier such as a name,an
identificationnumber,locationdata,anonlineidentifierortooneor more factors specific to the physical, physiological,genetic,mental,
economic,culturalorsocialidentityofthatnaturalperson.Any video or audio recordings of participants is considered to be
personaldata.
	



· ☐
	



☐

	
	IfYES,provideadescriptionofthedlataandexplainwhythisdataneedstobe collected:

	
2
	Thisincludesaudio/videodataofparticipantsbutcanalsoincludeIPaddressesandusernames.Names,addressesand emails also count, as do consent forms.
(thisboxshouldexpandasyoutype)

	
	Doesitinvolvespecialcategorydata(asdefinedbytheGDPR)?
	YES
	NO

	



3
	"Specialcategorydata”meanssensitivepersonaldataconsistingof information as to the data subjects'-
(a) racialorethnic origin,
(b) politicalopinions,
(c) religiousbeliefsorotherbeliefsofasimilar nature,
(d) membershipofatradeunion(withinthemeaningoftheTrade Union and Labour Relations (Consolidation) Act 1992),
(e) physicalormentalhealthorcondition,
(f) sexuallife,
(g) genetics,
(h) biometricdata(asusedforIDpurposes)
	





☐
	





· 

	
	IfYES,provideadescriptionofthespecialcategorydataandexplainwhythisdataneedstobecollected:

	

4
	What counts as 'sensitive' will differ between cultures. Any information on behaviour that is not in accordance withcultural norms would count as sensitive personal data.
(thisboxshouldexpandasyoutype)



	
	Willdatafromtheresearchactivity(collecteddata,draftsofthethesis,ormaterials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manualfiles(i.e.inpaper form)?
	
	· ☐

	6
	University computers?
	· 
	

	7
	Privatecompanycomputers?
	☐
	· 

	8
	Homeorotherpersonal computers?
	· 
	

	9
	Laptopcomputers/CDs/Portabledisk-drives/memorysticks?
	· 
	



	10
	“Cloud”storageor websites?
	· 
	

	11
	Other-specify:
	
	· 

	
12
	Forallstoreddata,explainthemeasuresinplacetoensurethesecurityofthedatacollected,dataconfidentiality,including details of backup procedures, password protection, encryption,anonymisation and pseudonymisation:

	
	The data you have collected will be kept safe through the use of password protected digital files on your computer as well as through the use of back-up files in the cloud via University Office 365 or Google Drive with restricted access. The survey you complete will not ask for any personal information, so your responses will be protected against identifying who you are. The responses to the questions specific to perceptions of Allbirds will be downloaded and saved in an encrypted folder that can be accessed only by the researcher. Any temporary data that you have transferred to an external storage device (e.g., USB drive) will also be password protected. Regular back-up procedures will be followed to prevent loss of data and only the dataset will be used for the purpose of this research project.




	
	DataProtection

	
	Willtheresearchactivityinvolveanyofthefollowing activities:
	YES
	NO

	13
	Electronictransferofdatainanyform?
	☐
	· 

	14
	SharingofdatawithothersattheUniversityoutsideoftheimmediateresearchteam?
	☐
	· 

	15
	Sharingofdatawithotherorganisations?
	☐
	· 

	16
	ExportofdataoutsidetheUKorimportingofdatafromoutsidetheUK?
	
	· 

	17
	Useofpersonaladdresses,postcodes,faxes,emailsortelephonenumbers?
	
	· 

	18
	Publicationofdatathatmightallowidentificationofindividuals?
	
	· 

	
19
	If YES to any question, pleaseprovide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	Thisincludesdatasuchasdraftsofyourthesisaswellasexperimentalorsurveydata.Anexampleofsuitabletextisgiven below.

AlldatawillbeencryptedandkeptinpasswordprotectedcloudstorageontheUniversityOffice365systemwhichwillnot be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted andpasswordprotected.Allparticipantswillbegivenauniqueidentifiertoensureconfidentialityandthislistwillbekept securely in the password protected folder. The data will be stored until the completion of the project and then deleted.In accordancewiththeDPA2018,participantswillhavetherighttoasktoseewhatdataisheldrelatingtothem,andthisdata will be deleted immediately if the participant requests this, in which case the data will not be used in the project.


	20
	Listallwhowillhaveaccesstothedatageneratedbytheresearch activity:

	
	Theprincipalresearcher,and thesupervisor

	21
	Listwhowillhavecontrolof,andactascustodian(s)for,datageneratedbythe researchactivity:

	
	Theprincipalresearcher.




	22
	Givedetailsofdatastoragearrangements,includingsecuritymeasuresinplacetoprotectthedata,wheredatawillbe
stored,howlongfor,and inwhat form.

	
	Alldata willbeencryptedandkeptin passwordprotectedcloudstorageontheUniversity Office365systemwhichwillnot
be shared. Any USB sticks used to store or transfer data will be password protected, and will be reformatted at the end of the project in order to destroy the data. The data will be stored until the completion of the project and then deleted.

	22
	ConfirmthatyouhavereadtheUWTSDguidanceondatamanagement(see
https://www.uwtsd.ac.uk/library/research-data-management/)
	· 

	
23
	Confirm that you are aware that you need to keep all data until after your research hascompleted or the end of your funding
	
· 


SECTION I: Use of Al tools
	UseofgenerativeAlandotherAl-basedtools
There are a number of ethical issues relating to the use of generative Al and other Al-based tools, including data security, output bias, and output errors. In general you should assume thatanygenerativeAlorotherAl-basedtoolthatyoupaytouseismoresecureandaccurate than one which is free to use.
WilltheresearchuseAltoolstodoanyofthefollowing:
	


YES
	


NO
	


N/A

	1
	Capturedata?
	☐
	· 
	☐

	2
	Generateand/oredit text?
	☐
	· 
	☐

	3
	Generate graphics?
	
	· 
	

	4
	Generate video?
	
	· 
	

	5
	Generatesound/music?
	
	· 
	

	6
	Generate code?
	
	· 
	

	7
	Generatesyntheticdata?
	
	· 
	

	8
	Analysedata?
	
	· 
	

	9
	Analysepersonalorsensitivedata?
	
	· 
	

	10
	Classifydata?
	
	· 
	

	11
	DoyouintendtousethefreeversionofanyAl tools?
	☐
	· 
	

	Ifyou haveanswered YEStoanyofquestions01-O11,pleaseprovidejustificationdetailingwhythisisnecessaryfor the research.

	

12
	State which Al tool or tools you will be using, and where they are based (or store their data-you may need to check their webpages or user agreement for this). If you are planning to use Copilot then say if you're using the UWTSD version of it orthepublicversion.YoushouldalsoshowhowyouarecomplyingwithcurrentUWTSDguidance/policyoftheuseofAl.
(thisboxshouldexpandasyoutype)


SECTION J: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.
InsubmittingthisapplicationIherebyconfirmthatIundertaketoensurethattheabovenamedresearchactivitywillmeet the University's Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/

	
1
	
Signatureofapplicant:
	Date:

	2
	Supervisor:
	Shahrukh Irfan                                                  Date:19/03/26

	3
	Signature:
	[image: ]
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