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Abstract
The dissertation explores the factors affecting the purchase intentions of the UK consumers of Stella McCartney during the post-COVID-19 environment with a particular focus on sustainability attitudes, the perceived price and affordability, the brand trust and authenticity, and the changes in the awareness that are connected with the lifestyle. Quantitative research design was used to collect primary data in a structured questionnaire and analysed by descriptive statistics and inferential tests. The results indicate that the consumers have highly positive attitudes towards sustainable fashion and have increased sustainability awareness after pandemic. Nevertheless, the intention to purchase is relatively moderate, which shows that there is a gap in the attitude-intention area of the sustainable luxury fashion industry. The perceived price fairness and affordability were identified to mediate willingness to purchase, whereas brand trust and perceived authenticity were identified as enablers that are critical and legitimise price premiums relating to sustainability. Ethical sensitivity, as a result of post-COVID-19 awareness, did not independently contribute to behavioural commitment. The research makes a contribution to the behavioural and sustainability theory by outlining the drawbacks of the attitude-based models to the luxury context and the significance of authenticity and value perception in influencing sustainable luxury consumption.
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1.1 Background
The fashion business has been traditionally considered as one of the most environmentally and socially influential spheres in the world that produces a great amount of pollution, waste, and ethical labour issues. Sustainable fashion has become an urgent reaction to the challenges in recent years, with a focus on sustainable materials, responsible manufacturing process, and the principles of the circular economy. This has been enhanced by the increasing awareness of consumers on environmental agendas, including climate change and depletion of resources that have led to increased calls to make consumption more responsible. Sustainable fashion brands are now placing themselves better in the United Kingdom to satisfy these emerging demands because the country has a fashion market size of more than 60 billion a year (Mintel, 2025). This was further promoted by the COVID-19 pandemic that shook the world supply chains and consumer behaviours since 2020. Many consumers during lockdowns thought about their buying behavior, which increased the importance of sustainability and a desire to choose the brand according to their personal values of environmental responsibility and social heresy (Dangelico et al., 2022; Hwang et al., 2024).
Following the pandemic, consumer priorities have changed significantly in the UK fashion sector. According to surveys, a considerable proportion of the British shoppers currently keep sustainability in mind when deciding to make a purchase, with 65% of consumers noting that their interest in buying environmentally-friendly products has increased after the crisis (Mintel, 2025). This is especially noticeable in the high end market, with such brands as Stella McCartney having taken the opportunity of their long-standing reputation of being ethical to their advantage. Stella McCartney was the first brand to engage in sustainable luxury; the company has been into animal-free dyes, organic fabric, and new recycling project opportunities since the year 2001 without focusing on the design of the products (Lee and Eum, 2023; Vogue Business, 2023). The brand strategy appeals to the demographic with values of transparency and authenticity, particularly in a market where greenwashing, or false claims of environmental benefits, has destroyed trust in other rivals (Fang, 2024). Nevertheless, in spite of this drive, the attitude-behaviour gap remains, with positive sustainability attitude changing into actual purchases not always being the case, in most cases owing to factors such as perceived high costs and doubt in brand claims (Kumar, Garg and Singh, 2022; Pires et al., 2024).
Patterns of lifestyles have also changed during the effects of the pandemic, where remote working and decreased social activities resulted in more conscious consumption. Research indicates that the UK customers, especially millennials and Generation Z are increasingly likely to spend on durable and sustainable products over fast-fashion due to the feeling of strong and defiant in the wake of the crisis (Hwang et al., 2024; Abrar, Sibtain and Shabbir, 2021). To give an example, in the UK, online shopping increased by 50% in 2020-2021, which meant that consumers were exposed to a range of more sustainable choices and information regarding the effects of pollution (Statista, 2025). However, the economic insecurities in the aftermath of the pandemic, such as inflation and cost-of-living challenges, have cooled the zeal, and affordability has become one of the critical factors (Pires et al., 2024). In these regards, it is worth analyzing explicit brands such as Stella McCartney, which due to its high profile sustainability work, such as the use of recycled polyester and collaboration with partners on circularity, can be used to study how consumers negotiate these complexities (Lee and Eum, 2023). This context makes the renewed relevance of the study of purchase intentions self-evident because the fashion industry is attempting to recuperate in an environmentally conscious manner and balance the emerging consumer values.
1.2 Research Problem
Regardless of the increasing rhetorical aspects of sustainability in fashion, the empirical data shows inconsistency in consumer behaviour. Although it is stated that 70 percent of the UK customers say they are willing to purchase environmentally friendly clothes, the real market presence of sustainable fashion is low with only less than ten percent of all sales being made through sustainable fashion (Mintel, 2025; Dangelico et al., 2022). The gap in this instance shows that a fundamental research issue is that positive attitudes towards sustainability do not always lead to purchase intentions, especially in the post-pandemic period. Perceived price premiums, the uncertainty related to brand authenticity, and the enduring economic constraints due to the COVID-19 widen this gap and leave brands in a difficult position to translate awareness into action (Hwang et al., 2024; Kumar, Garg and Singh, 2022).
Cultural and economic factors tend to provide an accentuating effect to this issue in the UK where the consumption of fashion is among the highest in Europe. Since the pandemic, people are more environmentally aware but cannot afford to be moral due to financial constraints, so the shift towards fast fashion has been reverted to by some groups (Pires et al., 2024; Statista, 2025). The difficulty is further deposited in the case of sustainable luxury brands such as Stella McCartney that charge high prices. As studies have shown, although the ethical positioning of the brand increases the perceptions of warmth and trust, it is not always able to break the obstacles such as the higher price or exclusivity (Fang, 2024; Lee and Eum, 2023). The literature on sustainable fashion is typically global, which introduces research gaps about what role these determinants play in relation to post-pandemic lifestyle shifts and the connection between the two, which require more brand-specific research on sustainable fashion in the UK context (Wu and Lee, 2025). This research problem will require a specific study to fill the gap on attitude-intention, giving practical implications to the brands operating in a market driven by sustainability.
The focus of this dissertation is intentionally limited to consumers in the UK and Stella McCartney to maximize depth rather than breadth without making statements that we can overgeneralise. Focusing on this case, the study also covers a narrow but representative part of sustainable fashion market, where luxury is combined with ethics.
1.3 Aim and Objectives
The aim of this dissertation is to examine the determinants of UK consumers' purchase intentions towards Stella McCartney in the post-COVID-19 context, with a focus on sustainability attitudes, price perceptions, brand trust, and lifestyle changes.
To achieve this aim, the following objectives have been formulated:
· To measure UK consumers' attitudes towards sustainable fashion and assess their influence on purchase intentions for Stella McCartney.
· To evaluate the impact of perceived price and affordability on consumers' willingness to purchase Stella McCartney products.
· To investigate the role of brand trust and perceived authenticity in shaping purchase intentions towards the brand.
· To analyse how post-pandemic changes in consumer lifestyles and awareness have affected intentions to buy sustainable fashion from Stella McCartney.
These objectives ensure a comprehensive yet focused approach, building on established theoretical models to test relationships empirically.
1.4 Research Questions
To guide the investigation, the following research questions have been developed:
1. What is the relationship between consumers' sustainability attitudes and their purchase intentions for Stella McCartney products in the UK?
2. How do perceived price and affordability influence UK consumers' willingness to purchase Stella McCartney items post-pandemic?
3. To what extent do brand trust and perceived authenticity affect purchase intentions towards Stella McCartney?
4. How have post-COVID-19 lifestyle and awareness changes impacted UK consumers' intentions to buy from Stella McCartney?
These questions are designed to be specific, measurable, and aligned with the objectives, facilitating hypothesis testing through quantitative methods. Hypotheses include: H1: Positive sustainability attitudes positively correlate with purchase intentions; H2: High perceived prices negatively moderate this relationship; H3: Brand trust enhances the attitude-intention link; H4: Post-pandemic awareness strengthens intentions for environmentally conscious segments.
1.5 Relevance and Contribution
The current socio-economic environment is highly relevant to this study as sustainability is a concern to the policy-makers, businesses, as well as to consumers. In the UK, such initiatives as the Fashion Pact and the government aim to achieve net-zero emissions by 2050 stress that evidence-based measures are necessary to achieve sustainable consumption (Vogue Business, 2023; Mintel, 2025). The research on the particular case of Stella McCartney helps to comprehend how a luxury brand can use the sustainability status to motivate purchases through the gap in brand-focused, post-pandemic studies (Lee and Eum, 2023; Hwang et al., 2024). Theoretically, it would expand the Theory of Planned Behaviour by introducing moderating variables such as price and authenticity, which provide a sophisticated approach to the literature of sustainable fashion (Wu and Lee, 2025; Ajzen, 1991).
In practice, the results would be used to guide marketing of Stella McCartney and other companies, including adopting authenticity to develop trust and reducing price obstacles by promoting the products to the target audience. To academia, it contributes to the attitude-behaviour gap discussion, which offers data specific to the UK, which is complementary to the data collected globally (Pires et al., 2024; Dangelico et al., 2022). In the end, this dissertation presents valuable information that can be used to change the fashion industry to a much more sustainable one, which positively impacts all stakeholders, including consumers and regulators.
1.6 Theoretical Framework
The need to explain this concept is based on Theory of Planned Behaviour (TPB) developed by Ajzen (1991), which assumes the view that behavioural intention is shaped by attitudes towards the behaviour, subjective norms, and perceived behavioural control. TPB has been heavily used to describe the intentions to purchase in the context of sustainable fashion, where attitudes are seen as assessments of the benefits of sustainability, norms as social pressures to consume ethically, and control as the factors that reduce the barriers to purchase (Wu and Lee, 2025; Kumar, Garg and Singh, 2022).
Here, this framework is furthered with the inclusion of other variables that would be applicable in the post-pandemic environment: perceived price, brand trust/authenticity, and lifestyle changes. As an example, the moderator is perceived price, which may potentially undermine the intention pathway in case the costs are perceived to be too high (Pires et al., 2024). The effects on attitudes are increased by brand trust through a stronger emphasis on authenticity against the worries of greenwashing (Fang, 2024). The post-pandemic conditions, including heightened awareness of the environment, are also incorporated as impacting factors on norms and control, based on the recent developments of TPB to support resilience studies (Hwang et al., 2024). This modified model has offered a solid lens to answer the research questions and offer theoretical rigour, whilst taking into consideration the contextual nuances.
1.7 Dissertation Structure
The dissertation is divided into six principal chapters in order to deal with the research goal systematically. In Chapter 2, the literature review offers a deep overview of the current research concerning sustainable fashion, the application of TPB, and post-pandemic consumer changes, and it outlines the existing gaps. Chapter 3 explains the research design, which is the positivist philosophy, the quantitative survey design, sampling, and data analysis processes. The data analysis is reported in chapter 4 where descriptive statistics, correlations, and regression are provided to test the hypotheses. Chapter 5 addresses the findings in connection with the literature, and implications, limitations, and recommendations. Lastly, Chapter 6 ends up with a summary of contributions, thoughts on the research process, as well as recommendations on future research.
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2.1 Introduction
The literature review of this dissertation is a critical examination of research made in relation to consumer purchasing behaviors towards sustainable fashion brands, especially regarding the post-pandemic situation in the UK. The purpose of this section is to explain and justify the research questions and hypotheses by outlining some of the important theories, concepts and arguments that guide the research. The review is structured thematically to complete the primary research based on the Theory of Planned Behaviour (TPB) as the background framework with the incorporation of the influences like sustainability attitudes, perceived price and affordability, brand trust and authenticity, and changes in lifestyle following the pandemic.
The search to create this review was based on scholarly databases such as Google Scholar, Scopus, and JSTOR and the following keywords were used: sustainable fashion purchase intention, The Theory of Planned Behaviour in fashion, post-COVID consumer behaviour UK, brand trust authenticity sustainable fashion, and perceived price affordability green fashion. Considering the search terms, peer-reviewed journal articles published after 2015 and seminal books and reliable reports were of priority, which led to more than 50 sources. Zotero was used as a reference management tool to manage citations. The sources have been critically engaged: methodologies were evaluated on validity (e.g., sample sizes and generalisability), contexts were compared (e.g., cultural differences between UK and Asian studies), and conclusions were evaluated on biases, e.g. over-reliance on self-reported data that increases the social desirability effects.
The literature is thematically arranged according to the headings that reflect the questions of the research: theoretical framework, sustainability attitudes, perceived price and affordability, brand trust and authenticity, and post-pandemic changes. Such synthesis unveils such trends as the long-standing attitude-behaviour gap, the conflict between economic limits and environmental issues, and the lack of brand-specific research in the UK. The identification of these makes the current study fill in the gaps of the unexploited domains, including the role of Stella McCartney in translating post-pandemic awareness into buying.
2.2 Theoretical Framework: Extension of the Theory of Planned Behaviour
The theoretical framework that will guide the study is a combination of the Theory of Planned Behaviour (TPB) conceptualisation as suggested by Ajzen (1991) that behavioural intentions are influenced by three fundamental constructs, namely, attitudes towards behaviour, subjective norms and perceived behavioural control. TPP has been extensively used to make predictions of purchase intentions in the context of sustainable fashion because the model takes into account cognitive appraisals, social factors, and objectives of perceived obstacles (Wu and Lee, 2025; Kumar, Garg and Singh, 2022). Ajzen (1991) states that positive attitude (e.g. preference towards environmentally friendly products) with supportive norms (e.g. peer pressure to be sustainable) and high control (e.g. availability) produce high intentions that are the most potent predictors of actual behaviour.
Importantly, the use of TPB in fashion has the benefit of explaining the intention variance of 30-50 percent but suffers in the ability to account for the attitude-behaviour gap as the intention does not translate into purchasing because of external factors (Hwang et al., 2024). As an example, Wu and Lee (2025) generalized TPB in a South Korean/Chinese sample and demonstrated that the intentions to use sustainable apparel were positively predicted by attitudes, norms, and control, with the impact of environmental concern moderating the influence, dominating 45% of the variation. On the same note, Kumar, Garg and Singh (2022) supplemented TPB with perceived consumer effectiveness and find that there exist significant paths in Indian contexts, albeit the methodological constraints associated with convenience sampling limits generalisability.
TPB is adapted to sustainable fashion with additional extensions that include hedonic and environmental motivations. Choi and Johnson (2019) combined both environmental and hedonic variables, and proved that although the environmental motivations have a stronger impact on attitudes, the hedonic ones (e.g., pleasure in stylish designs) have an increased impact on control perceptions, which results in an increase in intentions among US consumers. Manchiraju, Fiore and Russell (2012) added materialism and self construal to TPB and found that interdependent self constructions increase the power of norms to motivate sustainable consumption, although the generalizability of the results to other UK population groups is doubtful due to the use of undergraduates in the US as subjects.
Jain, Khan and Mishra (2015) developed a TPB-based approach to luxury purchases in the context of luxury sustainable fashion by introducing the variables (perceived uniqueness and social status) as the positive influencing factor on the attitude but moderated by the price sensitivity. By combining TPB with the Theory of Reasoned Action to recycled shoes, Yadav, Kar and Rai (2022) discovered that attitudes and norms had a major influence, but perceived control was undermined by affordability barriers. Kaur and Bhardwaj (2021) emphasized the moderating effect of actual behavioural control on the intention-behaviour gap in sustainable clothing based on Australian data, which revealed that low control (e.g., limited availability) reduces the conversion rates by 40.
This research also adds post-pandemic moderators to TPB, namely perceived price (Pires et al., 2024), brand trust/authenticity (Fang, 2024), and lifestyle changes (Hwang et al., 2024). Such interrelations between dimensions include price influences control, trust improves attitudes, and pandemic changes influence norms, making a unified model in answering the research questions. The framework guides the hypothesis testing: positive attitudes project intentions (H1), have a negative impact on price (H2), a positive impact on trust (H3), and reinforced by pandemic awareness (H4).
2.3 Sustainability Attitudes and Purchase Intentions
In fashion research, sustainability attitudes as positive assessments of environmental and social responsibility are always found to be strong predictors of purchase intentions (Abrar, Sibtain and Shabbir, 2021; Wu and Lee, 2025). Nevertheless, an attitude-behaviour disparity develops gradually, with the positive attitudes being inconsisting in their ability to induce actions, commonly caused by situational factors (Hwang et al., 2024). Abrar et al. (2021) concluded that pro-environmental attitudes were significantly related to eco-friendly clothing intentions in Generations Y and Z, and supported 35 percent of variance, but the method also has shortcomings such as self-selection bias that could overestimate the trends of attitude and intention.
Most importantly, the literature integrates attitudes in a multifactorial manner (i.e., cognitive (knowledge), affective (emotions), and conative (intentions) aspects. Schiaroli, Fraccascia and Dangelico (2024) review the determinants systematically according to the consumption stage, observing that perceptions of sustainable clothes are influenced by the environmental issues yet less significant than obstacles, such as stereotypes and lack of knowledge. They examine 483 articles and identify trends: pre-purchase intentions are motivated by attitudes, post-use behaviours (e.g., recycling) lag further, and women and youth demonstrate more alignments.
The attitudes have changed in post-pandemic situations, and more awareness about ecology has created intentions (Dangelico et al., 2022). Hwang et al. (2024) found that the effect of the pandemic on introspection raised attitudes towards sustainable fashion, which positively affected the intention among resilient consumers but is dampened by economic insecurity in less wealthy populations. In contrast, in a bibliometric review of 624 articles Kemi and Hasan (2025) found that the subjects of ethical consumption and perceived value were commonly used, but they reported a lack of attitudinal refinement, with attitudes only elucidating between 20-30% of variation in intention in emerging markets.
Attitudes get in contact with brand-specific factors in the case of luxury brands such as Stella McCartney. Lee and Eum (2023) examined the biophilic designs of Stella McCartney and concluded that there is a positive effect of attitudes to eco-materials on intentions and a negative effect of authenticity perceptions. This provides support to research question 1, which supports H1: positive sustainability attitudes are related to intentions. Nonetheless, it leads to conflicting situations; Grazzini et al. (2021) demonstrated that implicit attitudes (unconscious warmth) strengthen intentions more than explicit ones, criticizing overt survey as biased.
Synthesis indicates controversies: though attitudes are fundamental (Ajzen, 1991), their predictability is less effective in high-involvement purchases such as high-end fashion where hedonism prevails (Choi and Johnson, 2019). This gap highlights why UK specific, brand centered research is required to fill this gap between theory and practice.

2.4 Perceived Price and Affordability
Perceived price and affordability are the major factors influencing the willingness to use sustainable fashion, which tend to act as obstacles even in cases of positive attitudes (Pires et al., 2024; Wu and Lee, 2025). The authors (Pires et al., 2024) concluded that price fairness is a mediating factor that influences the attitudes and intentions, and a premium of up to 20 percent acceptable when the value is perceived, but premiums beyond that mark-up discourages 60 percent of consumers. More importantly, their cross-cultural sample points towards the contextual problems of validity, because the affordability thresholds differ depending on the economy.
Price is a moderator in TPB and literature synthesises it to weaken control perceptions (Kumar, Garg and Singh, 2022). Cascavilla et al. (2025) in an experimental study showed the validity of WTP in relation to recycled fashion (e.g., premium of recycled fashion bags by a factor of 15), but no intentions difference in the failure of aesthetics and thus variance only 25%. Chi et al. (2021) investigated the value perceptions of millennial females against eco-athleisure where functional value (price-performance) influences intentions with 5-30 per cent premiums acceptable provided the quality was the same as non-sustainable.
The debates focus on the interplay between affordability and demographics; in Vietnam, Ngo et al. (2024) found that the price sensitivity of Gen Z mediates its attitude, and fair prices positively influence intentions by 30 per cent. According to Schiaroli, Dangelico and Fraccascia (2025), the types of materials used during production affect the perception of prices, and biobased garments are perceived as cheaper than recycled alternatives because of visibility.
In the UK, the post-pandemic inflation increases the barriers (Mintel, 2025). A survey conducted by McKinsey and Company (2020) on consumers revealed that 63% of consumers care about sustainability but focus on affordability, and 57% are ready to fix objects instead of purchasing new. This supports H2: perceived high prices have negative moderating attitudes-intentions.
Critique: self-reports are frequently used in the studies, which can be prone to hypothetical bias (Cascavilla et al., 2025). Synthesis indicates value-emphasis tendencies, yet there are still gaps in the luxuries market such as Stella McCartney where the high-end prices are used to indicate exclusivity at the expense of low-end consumers.
2.5 Brand Trust and Perceived Authenticity
Sustainable fashion intentions are greatly influenced by brand trust and perceived authenticity as it opposes greenwashing and develops brand loyalty (Fang, 2024; Lee and Eum, 2023). Fang (2024) proved that genuine sustainable communications have a positive impact on attitude and intention towards luxury fashion, and greenwashing reduces trust by 40% in this domain. Importantly, the research is confined to the digital realms through its social media focus.
Synthesis is authenticity as cognitive-emotional: Monfort, Lopez-Vazquez and Sebastiyan-Morillas (2025) discovered that trust is mediating perceived value and intentions towards sustainable brands, which are augmented by CSR. Influencer trust (through credibility and congruence) predicts circular fashion intentions as demonstrated by Londoño-Bedoya et al. (2025) who show variance of 31.6 in emerging markets.
In the luxury segment, grounded theory was applied by Yang, Su and Shion (2023) in China and authenticity in health and functional values established as the driving force behind post-pandemic intentions, with premium up to 20%. Wang, Li and Zhang (2024) found a greater intention to purchase authentic sustainable clothes with perceptions of quality.
In the case of Stella McCartney, genuine identity is based on ethical promises (Vogue Business, 2023), and it fits into H3: trust strengthens attitude-intention relationships. Controversies: subjectivity of authenticity (Fang, 2024) and objective approvals. Loopholes in UK-specific trust dynamics after the pandemic.
2.6 Post-Pandemic Lifestyle and Awareness Changes
The COVID-19 pandemic has radically altered consumer lifestyle, affecting their attitude towards sustainability, consumption behaviour, and shopping intentions in any industry, including fashion (Hwang et al., 2024; Dangelico et al., 2022). The increased health consciousness, lockdowns and social distancing led to a greater cultural transformation as more consumers started thinking about the ethical, environmental and social consequences of their decisions. As noted by Hwang et al. (2024), the post-pandemic consumers were more resilient and focused on sustainability-related goals, and enhanced awareness increased the intentions to buy the sustainable products to a considerable extent. But, this was undermined by practical limitations especially financial limitations and a perceived increased cost which reduced the willingness to pay (WTP) of such products by consumers. Such a twofold effect, more serious intentions under the influence of financial conditions and logistical constraints, is an example of the subtle influence of post-pandemic living on sustainable consumption.
In Europe, McKinsey & Company (2020) said that 67 per cent of consumers were putting sustainable materials at the top of their shopping list post crisis, and 65 per cent of the population would buy more durable and long-lasting products. These results indicate that the pandemic stimulated the rethinking of consumption habits, and people started to appreciate quality more rather than quantity and shop seeking products that meet ethical and environmental concerns. Xu et al. (2022) have researched in China and noted the interdependence between health-related concerns and sustainability behaviours. The considerations of hygiene served as inhibitors to the use of second-hand sharing platform, but the intention to use the resources effectively and optimise it was also a driving force to join a circular economy initiative. This duality supports the idea that after the pandemic, the lifestyle is characterized by sophisticated trade-offs between safety, convenience, and sustainability due to the changing priorities of consumers.
The luxury segment has been able to undergo a comparable change in behaviour. Yang et al. (2023) showed that a trend that is gaining more importance in post-pandemic luxury consumption is the dominance of hedonic and social values where consumers are ready to pay a health or wellness premium as well as ethical or sustainable features. The luxury that people now perceive has moved beyond materialism to the experience, as well as the social responsibility of the brands, meaning that the post-pandemic consciousness of the changes in awareness is intertwined with the value-based decision-making that is more broad. With a bibliometric review, Kemi and Hasan (2025) registered an outburst of scholarly interest in such topics as ethical consumption, responsible sourcing, and post-crisis consumer behaviour, especially after 2020. This implies that the scholarly and business curiosity compliments the witnessed dynamics in consumer mindset, pinpointing sustainability as a long-term factor in the decision of lifestyles.
On the UK situation, Mintel (2025) documents that two-thirds of consumers are more interested in sustainable products after the pandemic. However, affordability is also a major mitigating aspect, and most consumers will only undertake sustainable consumption as long as the prices are affordable. This is a theme we can find repeated in markets, where the awareness of their restrictions collides with their economic prudence, which is the economic backlash of the pandemic, in terms of income insecurity and inflationary forces. Regarding research, these subsequently UK-specific findings help to test hypotheses on awareness and purchase intentions (H4), which affirms the fact that sustainability considerations are now salient in consumer decision-making after the pandemic, though moderated by financial constraints.
Most importantly, most of the already existing literature is based on cross-sectional surveys, which reduces the capacity to deduce a causal relationship between pandemic experience and behavioural changes (Hwang et al., 2024). As an example, although the associations between increased awareness and the desire to purchase sustainable products are apparent, it is hard to separate the impact of the pandemic-related experiences and the tendencies of the long-term perspective or other external factors. Moreover, a range of studies are geographically constrained or are specific to specific sectors, which calls the question of generalisability. An example is Xu et al. (2022) in China, who point out the influence of cultural and regulatory variations on the dynamics between hygiene issues and sustainable behaviour, implying that patterns after the pandemic will vary significantly across markets. Likewise, the European results (McKinsey and Company, 2020) might not be representative of the UK-specific dynamics, especially with regard to affordability limitations and local consumer behavior.
The overall tendency of these studies synthesisation shows that after the pandemic, people have become more conscious about sustainability and ethical consumption, but the lack of practical and economic opportunities restrains the actual behaviour. In the luxury, mainstream and second-hand sectors, buyers are finding more value in the long-life, the environment and ethical attributes, but these motives often compete against other factors like hygiene, prices, and convenience. This trend can be observed in the UK environment, where awareness and interest increase is matched by the affordability factor (Mintel, 2025). This opens up possibilities to brand and retailers to approach consumers with both advantages ethical and practical or long term cost savings, product life or health related benefits.
Significant gaps in research still exist especially on brand-specific effects in the UK. Although the tendencies are well represented, very little is known of how awareness is converted into actual purchase behaviour of certain fashion brands or retail format. Long-term and experimental research would give more insight into how the causal relationship between the post-pandemic changes in lifestyles, sustainability awareness, and buying decisions can be explained. Besides, incorporating non-financial metrics, including the interest in sustainability programs, social media promotion, and brand image, may add more insights into the effects of post-pandemic consumer lifestyles on the overall consumer ecosystem.
To sum it up, the post-pandemic era has triggered an increased interest in sustainability, ethical consumption, and conscious decision-making, which is observed in various ways across several markets and industries (Hwang et al., 2024; Dangelico et al., 2022; McKinsey and Company, 2020; Xu et al., 2022; Yang et al., 2023; Kemi and Hasan, 2025; Mintel, 2025). Consumers are increasingly more conscious, more thoughtful, more discerning but again, these intentions are checked by constraints, economic, practical or cultural. In the case of UK fashion brands, it means that there is an increased necessity to match product offer, pricing, and communications with the post-pandemic awareness trends, focusing not only on ethical values but also solely on practical value. Further studies are required to address the gaps that exist as well as to gain more insight into brand-specific and longitudinal impacts of these lifestyle changes.
2.7 Research Gaps and Conceptual Framework
Although much has been done to determine the behaviour of consumers in the post-pandemic era and consuming sustainably, there are still significant gaps. The majority of the studies take cross-cultural or generic methods, and all of them shed little light on UK-specific brands or retail scenarios (Wu and Lee, 2025). Moreover, there are few integrated applications of the Theory of Planned Behaviour (TPB) that would explain the main moderating variables price sensitivity, trust in the brands, and behaviour changes associated with the pandemic (Kemi and Hasan, 2025). In a bid to address such deficiencies, the existing conceptual model is a variation of TPB, which implies that consumer attitudes, subjective norms, perceptions of behavioural control anticipate sustainable product purchase intentions. Price also moderates this relationship negatively on intention, positively on trust in brands, and positive on post-pandemic lifestyle and changes in awareness, which support intentions within environmentally sensitive and knowledgeable consumer groups. With the inclusion of these moderating variables, the framework offers a solid point of reference in the process of data gathering and analysis as well as giving an understanding of the exact factors of sustainable purchase behaviour in UK market.
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The chapter describes the research design that will be used to examine the intentions to purchase sustainable fashion brands among UK customers, namely Stella McCartney, in the aftermath of the COVID-19 situation.  The research onion model by Saunders et al. (2019) defines the methodology as it systematizes philosophical assumptions, approaches, and strategies, methodological decisions, time horizons, and methods of collecting and analyzing data. This framework facilitates a systematic foundation of justifying every decision in order to increase the credibility and transparency of the study.
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3.2 Research Philosophy
The philosophical stance is the most distant part of the research onion as it determines the character of knowledge and reality that the study is based on (Saunders et al., 2019). The philosophy of this research study is positivist where the researcher is trying to assume the existence of an objective reality that can be measured and tested using empirical evidence. Positivism corresponds to the fact that the study focuses on the quantifiable relationships between variables, including attitudes and purchase intentions, which makes it possible to test hypotheses and get generalisable knowledge (Creswell and Creswell, 2018). Positivism is also widely used in the study of sustainable fashion due to its focus on objectivity and replicability, such as in papers such as Wu and Lee (2025) and Pires et al. (2024), which utilize statistical techniques to confirm TPB constructs.
This option is reasonable compared to interpretivism, which focuses on subjective meanings and fits more well in exploratory qualitative studies (Saunders et al., 2019). Since the given theory (TPB) is deductively tested and the data concerning consumer intentions is to be measured, positivism guarantees the creation of reliable value-free knowledge. It affects the choice of quantitative procedures where the emphasis is given to the empirical evidence to answer the research questions by reducing the researcher bias with the help of standardised instruments.
3.3 Research Approach
As one approaches the research onion inwards, the approach layer entails inductive or deductive reasoning (Saunders et al., 2019). This research is based on a deductive methodology, which means that the theoretical assumption (TPB) is used to create the hypotheses and later to contrast them with the data obtained. The process of verifying the relationship in sustainable consumption should be done using deduction, since the relationship named after TPB can be extended using such variables as price and authenticity, based on the previous empirical research (Ajzen, 1991; Kumar, Garg and Singh, 2022). An example is that H1 (positive sustainability attitudes and intentions) are hypotheses based on theory and measured quantitatively.
An inductive approach that develops theory based on data trends was not appropriate since the study aims at proving but not creating new theory (Creswell and Creswell, 2018). Deduction helps to make the dissertation efficient within time-limited dissertation, thus making the hypothesis testing structured in accordance with positivism philosophy and research aims.
3.4 Research Strategy and Design
The onion strategy layer defines the general course of approach on how to answer the research questions (Saunders et al., 2019). An adoption strategy is used, which is suitable in gathering standardised data of a large group of people in order to investigate correlations and predictors of behaviour. Surveys offer a chance to quantitatively measure TPB constructs and moderators as the similar studies of sustainable fashion did (Hwang et al., 2024; Pires et al., 2024). This approach will be possible to reach the consumers of the United Kingdom over the Internet, covering a wide area and being cost-effective.
In this, the study design is descriptive-correlational and cross-sectional that explains the contemporary attitudes and plans and explores the relationships between variables (Creswell and Creswell, 2018). The descriptive components capture the summary of demographics and attitudes, whereas the correlational ones test the relationships, including attitudes and intentions. The design is appropriate to the positivist-deductive framework, which would give snapshots of the post-pandemic behaviours without the ability to control variables as in the case of experimental designs. It is justified by the fact that it is consistent with the exploratory but hypothesis-based questions in consumer research, where it is possible to collect data efficiently to answer all research questions.
3.5 Methodological Choice
The methodological choice layer consists of choosing the mono-method, mixed-method, or multi-method method of study (Saunders et al., 2019). This dissertation applies a single-method quantitative choice, which is based on the importance of the study of variables using Likert scales using only numeric data measured in surveys. The use of quantitative methods is warranted since they allow working with large samples, can perform statistical inference, and test their hypotheses in an objective way as dictated by the positivist position (Wu and Lee, 2025). Mixed methods were also an option but were not acceptable because of the scope and time available to write the dissertation; the qualitative nature could add more layers but it would be difficult to analyze without contributing the same proportional value to the deductive emphasis.
This selection will help to be consistent with the objectives of the research by putting a particular emphasis on the measurable information on the determinants, such as price perceptions and trust, and enable their generalisability in the UK environment.
3.6 Time Horizon
The time horizon layer separates the cross-sectional (single point) and longitudinal (over time) studies (Saunders et al., 2019). The cross-sectional horizon is chosen, which means that data is gathered at a single point in time to capture the present post-pandemic intentions. This is feasible in a dissertation that has limited resources and enables the analysis of snapshot data in time (Creswell and Creswell, 2018). Although the longitudinal designs were instrumental in tracking change, it was not feasible to use in this case since the project was going to last 3 months and there were ethical issues related to repeating the participants.
Correlational designs are appropriate in a consumer behaviour research because Pires et al. (2024) find cross-sectional data to be efficient in producing insights on relationships without causation.
3.7 Data Collection Techniques and Procedures
The data collection and data analysis are included in the innermost layer (Saunders et al., 2019). Types of primary data are numerical answers of attitudes (e.g. levels of agreement with sustainability statements), perceived price (e.g., affordability ratings), brand trust (e.g. authenticity perceptions) and intentions (e.g. likely to purchase). These are associated with research questions: attitudes answer RQ1, price Answers RQ2, trust Answers RQ3, and lifestyle changes Answers RQ4. Control of context Demographic data (age, gender, income) give controls.
The online structured questionnaire will be used to collect data and will be administered through social media as well as university mailing lists and community forums. The scale includes accepted questions: TPB questions by Ajzen (1991), price/affordability questions by Pires et al. (2024), trust/authenticity questions by Fang (2024), and post-pandemic changes questions by Hwang et al. (2024). The constructs are assessed with 4-6 five-point Likert items (1=strongly disagree to 5=strongly agree) and screening questions are utilized to enumerate eligibility and an attention-check question is used to control the quality of the constructs. The survey will incorporate informed consent and last 10-15 minutes, which reduces the chance of dropouts.
Such an approach is correct due to its anonymity, extensive coverage, and the compliance with quantitative positivism, which permits gathering standardised information efficiently (Saunders et al., 2019). Clarity and reliability was refined on pilot testing of 20 respondents.
3.7.1 Population, Sampling, and Inclusion/Exclusion Criteria
The target market is the residents of UK of 18+ years old and purchased their clothes within the last 12 months, which can be potential consumers of sustainable fashion. The sample size (100 viable responses) is both feasible and powerful enough to perform regression analyses (Hair et al., 2019). It is based on convenience sampling which is recruited through available avenues, which are suitable in exploratory studies although generalisability is limited (Wu and Lee, 2025).
Inclusion and exclusion criteria ensure relevance:
[bookmark: _Toc219635623]Table 1 Inclusion and exclusion criteria
	Criterion
	Inclusion
	Exclusion

	Age
	18 years or older
	Under 18 years

	Residency
	UK residents
	Non-UK residents

	Clothing Purchase History
	Purchased clothing in the past 12 months
	No clothing purchases in the past 12 months

	Awareness of Stella McCartney
	Basic familiarity with the brand (screened via question)
	No awareness of the brand

	Language Proficiency
	Proficient in English
	Not proficient in English

	Consent
	Provided informed consent
	Did not provide consent


This table clarifies the sample scope, enhancing replicability and focusing on informed participants.
3.8 Data Analysis
Data analysis will be carried out with the help of SPSS software with its powerful statistical tools, which is in line with quantitative methods (Field, 2018). These steps are: cleaning up missing values/outliers; descriptive statistics (means, frequencies) to describe variables; Pearson correlations to investigate relationships; multiple linear regression to test direct effects (e.g., attitudes on intentions); and moderation analysis using the Hayes PROCESS macro to examine interactions (e.g., price moderating attitudes-intentions) (Hayes, 2018). The significance will be established at p = 0.05, and the demographics will be used as controls.
Reliability is determined through Cronbach alpha (0.70 and above is acceptable; Nunnally and Bernstein, 1994) and validity via the use of exploratory factor analysis (EFA) on the loading of the construct. The resulting process is rigorous and gives credible findings which can be tied back to the hypotheses and research questions.
3.9 Ethical Considerations
The first is ethical integrity, which should be acquired after permission of the university ethics board. The participants were provided with informed consent forms that contained purpose, voluntary participation, and right to withdraw. Data on personal identifiers was not taken, which ensured anonymity, and data were kept safely in accordance with the UK Data Protection Act 2018 (Saunders et al., 2019). There was no sensitive nature; hence, the harm was reduced.
3.10 Limitations
The limitations of the methodology are the possible bias of convenience sampling and the poor generalisability outside the sample, countered by the variety of recruitment. Cross-sectional design excludes causality although correlations offer useful information. Self-report measures are vulnerable to social desirability bias, which was solved through anonymity and validated scales. The sample size (n=100) might be smaller than what is needed to achieve power with complex moderations, but is adequate when used exploratory. To address them, future research could use larger, probabilistic samples or longitudinal designs.



[bookmark: _Toc219666061]Chapter 4: Data Analysis
[bookmark: _Toc219666062]4.1 Introduction 
The chapter contains the quantitative analysis of the survey data studying the purchase intentions of the UK consumers regarding Stella McCartney. The chapter assesses the sustainability attitudes, price perceptions, brand trust, and post-COVID-19 lifestyle changes using descriptive statistics and inferential tests, which offer empirical data to answer the research question.
[bookmark: _Toc219666063]4.2 Demographic Analysis
In this section, the demographic profile of 100 respondents is provided to enable the researcher gain a contextual insight about the sample characteristics. The age and gender are analyzed through descriptive statistics and frequency distributions, which make it possible to determine the sample representativeness and possible implications of the purchase intentions of consumers to Stella McCartney in the post-COVID-19 environment.
[bookmark: _Toc219635624]Table 2 Descriptive Statistics.
	Descriptive Statistics

	
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Age
	100
	1
	3
	1.83
	.447

	Gender
	100
	1
	2
	1.25
	.439

	Valid N (listwise)
	100
	
	
	
	



[bookmark: _Toc219635625]Table 3 Demographic Analysis.
	Demographic Variable
	Category
	Frequency
	Percent (%)
	Valid Percent (%)
	Cumulative Percent (%)

	Age
	18–24
	34
	19.4
	19.4
	19.4

	
	25–34
	56
	77.8
	77.8
	97.2

	
	35-44
	10
	2.8
	2.8
	100.0

	Gender
	Male
	58
	58.0
	58.0
	58.0

	
	Female
	42
	42.0
	42.0
	100.0



Age Distribution
The age bracket shows that most of the respondents are within the 25-34 age bracket amounting to 77.8% of the sample. The 18-24 age group constitutes 19.4 and only 2.8 of the population is of the 35-44 age group. The average age score of 1.83 with the standard deviation being relatively low (0.447) indicates that there is not much dispersion, and a high concentration of the scores is in the younger age groups.
Critically speaking, the fact that the highest number of respondents is represented by the age group of 25-34 years implies that the data are mostly based on the perceptions of younger adult consumers. This generation is specifically important to the research on sustainable fashion since younger customers tend to be more aware of the environmental issues and open to the ethical branding. Nevertheless, the small sample size of older age groups inhibits the externalisation of the results to the wider UK population. Therefore, although the age distribution fits the market concept of the major target market of Stella McCartney, one should exercise caution when drawing conclusions to younger segments of the consumer base.
Gender Distribution
Gender analysis reveals that 58 percent of the respondents were males whereas 42 percent were female. The average of the genders value of 1.25 and low standard deviation value of 0.439, means that the distribution is moderately balanced, yet the majority of the respondents are male.
The gender percentage is remarkable as the female experience of consuming fashion is more traditional. The percentage of male participants could also be attributed to the increase in the interest of men in sustainable luxury fashion or sampling bias based on the methods of survey distribution. Although this balance can be used in cases when it is necessary to compare genders, it can also affect the level of purchase intentions in general. Gender therefore needs to be a control variable in the regression analysis that might explain the possible variations in sustainability perceptions and the purchasing behaviour. 
[bookmark: _Toc219666064]4.3 Sustainability Attitudes and Purchase Intention
This part will analyze the sustainability attitudes of the respondents and their intention to purchase Stella McCartney. The analysis predicts the answer to the first research question, which is the attitude-intention relationship, to determine whether the perception of sustainability and social influence by consumers translates into purchase intentions of significantly positive values, through descriptive statistics and one-sample t-tests.
Descriptive Statistics
The descriptive statistics reflect that the respondents have rather positive feelings towards sustainable fashion. The highest agreement was observed regarding the belief that sustainable fashion positively affects the society ( M = 3.94), and then the thought that purchasing sustainable fashion is environmentally friendly ( M = 3.78). The social influence is also seen to be moderate and respondents report that important other people encouraged them (M = 3.86). Purchase intention measures on the other hand were relatively lower, with intention to buy Stella McCartney products (M = 3.58) and preference over less sustainable brands (M = 3.44). This difference indicates that sustainability attitudes are positive though they are not transformed to strong purchasing behaviour totally implying that there is a possibility of attitude-intention gap.
[bookmark: _Toc219635626]Table 4 One-Sample Statistics.
	One-Sample Statistics

	
	N
	Mean
	Std. Error Mean
	Std. Deviation

	Buying sustainable fashion is environmentally responsible.
	100
	3.78
	.215
	1.290

	Sustainable fashion has a positive impact on society.
	100
	3.94
	.211
	1.264

	People important to me encourage buying sustainable fashion.
	100
	3.86
	.226
	1.355

	I intend to buy Stella McCartney products in the future.
	100
	3.58
	.230
	1.381

	I would choose Stella McCartney over less sustainable brands.
	100
	3.44
	.212
	1.275



One-Sample t-Test Analysis
To assess whether these attitudes and intentions significantly differ from neutrality, one-sample t-tests were conducted using a test value of 3.
[bookmark: _Toc219635627]Table 5 One-Sample Test.
	One-Sample Test

	
	Test Value = 3

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	Lower
	Upper

	Buying sustainable fashion is environmentally responsible.
	3.618
	99
	.001
	.778
	.34
	1.21

	Sustainable fashion has a positive impact on society.
	4.484
	99
	.000
	.944
	.52
	1.37

	People important to me encourage buying sustainable fashion.
	3.812
	99
	.001
	.861
	.40
	1.32

	I intend to buy Stella McCartney products in the future.
	2.534
	99
	.016
	.583
	.12
	1.05

	I would choose Stella McCartney over less sustainable brands.
	2.092
	99
	.044
	.444
	.01
	.88



· Sustainability attitudes were strongly positive, with environmentally responsible purchasing (t = 3.618, p = .001) and perceived societal benefits (t = 4.484, p < .001) both significantly exceeding the neutral midpoint. These results indicate high internalisation of sustainability values among respondents.
· Social influence also showed a significant effect, as encouragement from important others was significantly above neutrality (t = 3.812, p = .001). This supports the relevance of subjective norms in shaping sustainable consumption attitudes.
· Purchase intention measures were weaker but still statistically significant, with intention to buy (t = 2.534, p = .016) and brand preference (t = 2.092, p = .044) only marginally above neutrality. This reflects cautious consumer commitment towards purchasing Stella McCartney products.
Interpretation of Results: On the whole, the findings support the observation of a strong difference between positive sustainability attitudes and more moderate purchase intentions. Although environmental and social importance of sustainable fashion is widely supported by the respondents, their positive perceptions do not convert to actual purchase decision towards Stella McCartney. This trend is consistent with the current literature on sustainable consumption, which often determines an attitude-intention gap, which is motivated by such factors as price sensitivity, and availability. Therefore, despite the fact that sustainability attitudes give a favourable basis, other determinants are needed to serve as a complete explanation of the purchase behaviour in the context of sustainable luxury fashion.


[bookmark: _Toc219666065]4.4 Perceived Price, Affordability, and Willingness to Purchase
This part discusses the impact of perceived price and affordability to consumers willing to buy Stella McCartney products. The section will assess whether luxury fashion can be viewed as sustainable by the respondents and reasonably priced (based on post-pandemic circumstances) by analysing descriptive statistics and one-sample t-tests, which will answer the second research question.
Descriptive Statistics
The descriptive statistics imply rather positive attitude to affordability and fairness of prices. There was quite moderate perceived purchasing power because respondents indicated moderately high agreement with the question that they were financial enough to buy sustainable fashion brands (M = 3.75). Likewise, the perception of the pricing of Stella McCartney was positive, as the respondents believed that the products of the brand are priced fairly against their sustainability (M = 3.67). Standard deviations of the financial confidence and price sensitivity variables have moderate values, which imply that there is a variation in these variables among respondents. On the whole, these data suggest that even though sustainable luxury fashion is not always available, respondents do not strongly believe that price is one of its inhibiting factors, which makes it possible to consider the impact on the readiness to buy.
[bookmark: _Toc219635628]Table 6 One-Sample Statistics.
	One-Sample Statistics

	
	N
	Mean
	Std. Error Mean
	Std. Deviation

	I feel financially able to buy sustainable fashion brands.
	100
	3.75
	.212
	1.273

	Stella McCartney products are fairly priced for their sustainability.
	100
	3.67
	.203
	1.219



One-Sample t-Test Analysis
To determine whether perceptions of price and affordability differ significantly from neutrality, one-sample t-tests were conducted using a test value of 3.
[bookmark: _Toc219635629]Table 7 One-Sample Test.
	One-Sample Test

	
	Test Value = 3

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	Lower
	Upper

	I feel financially able to buy sustainable fashion brands.
	3.534
	99
	.001
	.750
	.32
	1.18

	Stella McCartney products are fairly priced for their sustainability.
	3.282
	99
	.002
	.667
	.25
	1.08



· Perceived affordability was significantly above neutrality, with respondents indicating financial ability to purchase sustainable fashion (t = 3.534, p = .001). This suggests that affordability is not universally perceived as a constraint within the sampled population.
· Perceptions of price fairness were also significantly positive, as respondents agreed that Stella McCartney’s pricing is justified by its sustainability credentials (t = 3.282, p = .002). This indicates acceptance of a sustainability-related price premium.
· Confidence intervals for both variables excluded zero, reinforcing the robustness of the findings. However, moderate mean differences imply cautious rather than strong endorsement.
Interpretation of Results: The results demonstrate that respondents generally perceive Stella McCartney’s pricing as fair and sustainable fashion as financially accessible. While affordability concerns are present, they do not appear to be dominant barriers to purchase. This suggests that perceived value, rather than absolute price, may play a critical role in shaping willingness to purchase sustainable luxury products. Nonetheless, the moderate strength of these perceptions indicates that price remains a relevant consideration, potentially moderating the relationship between positive sustainability attitudes and actual purchase intentions.
[bookmark: _Toc219666066]4.5 Brand Trust, Perceived Authenticity, and Purchase Intention
The following section discusses how brand trust and the perceived authenticity affect purchase intentions on Stella McCartney. The section uses descriptive analysis and one-sample t-tests to measure the perception of the sustainability commitments of the brand as credible by the consumer and the subsequent significant positive response to the third research question.
Descriptive Statistics
Descriptive statistics indicate that, there are positive strong perceptions about the sustainability credibility of Stella McCartney. The respondents were very trustful in the sustainability assertions of the brand (M = 3.78), which means that they believed in ethical messages of the brand. Perceived authenticity was even greater and the responses showed that Stella McCartney is truly devoted to sustainability (M = 4.00). The standard deviations are also fairly moderate which indicates that there was some variation but a general consistency among the respondents. This data reveals that the brand is extensively considered as a reliable and authentic expert in the area of sustainable luxury fashion, which can be a solid ground to investigate its impact on the purchase intention.
[bookmark: _Toc219635630]Table 8 One-Sample Statistics.
	One-Sample Statistics

	
	N
	Mean
	Std. Error Mean
	Std. Deviation

	I trust Stella McCartney’s sustainability claims.
	100
	3.78
	.204
	1.222

	Stella McCartney is genuinely committed to sustainability.
	100
	4.00
	.203
	1.219



One-Sample t-Test Analysis
One-sample t-tests were conducted to examine whether trust and authenticity perceptions significantly exceed neutral expectations using a test value of 3.
[bookmark: _Toc219635631]Table 9 One-Sample Test.
	One-Sample Test

	
	Test Value = 3

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	Lower
	Upper

	I trust Stella McCartney’s sustainability claims.
	3.820
	99
	.001
	.778
	.36
	1.19

	Stella McCartney is genuinely committed to sustainability.
	4.922
	99
	.000
	1.000
	.59
	1.41



· Brand trust was significantly above neutrality, with strong confidence in sustainability claims (t = 3.820, p = .001). This indicates low perceived risk of greenwashing among respondents.
· Perceived authenticity showed the strongest effect, with a mean difference of 1.000 and high statistical significance (t = 4.922, p < .001). This reflects deep belief in the brand’s long-term sustainability commitment.
· Tight confidence intervals further support the stability of these perceptions, suggesting consistent evaluations across respondents. Authenticity appears more influential than trust alone.
Interpretation of Results: The findings confirm that Stella McCartney benefits from high levels of trust and perceived authenticity, which are likely to play a crucial role in shaping purchase intentions. Authentic commitment to sustainability appears particularly important, reinforcing the idea that consumers value genuine ethical leadership over superficial sustainability claims. These results suggest that trust and authenticity may help mitigate the attitude–intention gap by strengthening consumer confidence and reducing scepticism, thereby enhancing willingness to purchase within the sustainable luxury fashion market.
[bookmark: _Toc219666067]4.6 Post-COVID-19 Lifestyle and Awareness Changes
This part will analyze how much the changes in the post-COVID-19 lifestyle and awareness impacted the consumer focus on brand sustainability. The results are estimated with the descriptive statistics and a one-sample t-test to determine whether the increased sustainability awareness is the notable change in consumer behaviour in the post-pandemic setting.
Descriptive Statistics
According to the descriptive statistics, the level of agreement with the statement that the respondents have increased their attention toward brand sustainability after the COVID-19 pandemic is rather high. The average of 3.89 indicates that the sustainability awareness level is not at the neutral point but has moved to a behavioural change among the consumers. This means that there was moderate variability in responses as the standard deviation is 1.214, which implies that although many respondents had an increased awareness, the degree to which they changed varied among them. On the whole, these findings suggest that the pandemic has become a driver of increased attention to ethical and sustainable brand behavior, which confirms the usefulness of sustainability in consumption choices after the pandemic.
[bookmark: _Toc219635632]Table 10 One-Sample Statistics.
	One-Sample Statistics

	
	N
	Mean
	Std. Error Mean
	Std. Deviation

	Since COVID-19, I pay more attention to brand sustainability.
	100
	3.89
	.202
	1.214



One-Sample t-Test Analysis
To determine whether post-COVID-19 sustainability awareness differs significantly from neutrality, a one-sample t-test was conducted using a test value of 3.
[bookmark: _Toc219635633]Table 11 One-Sample Test.
	One-Sample Test

	
	Test Value = 3

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	Lower
	Upper

	Since COVID-19, I pay more attention to brand sustainability.
	4.394
	99
	.000
	.889
	.48
	1.30



· Post-COVID-19 sustainability awareness was significantly above neutrality, with respondents reporting increased attention to brand sustainability (t = 4.394, p < .001). This confirms a statistically meaningful shift in consumer awareness following the pandemic.
· The mean difference of 0.889 indicates a substantial positive change, suggesting that COVID-19 influenced consumers to reassess their values and consumption priorities. This effect reflects heightened ethical sensitivity rather than marginal attitudinal change.
· The confidence interval excludes zero and remains relatively narrow, reinforcing the robustness of the finding. This suggests consistency in perceived awareness changes across the sample.
Interpretation of Results: The findings reveal that the COVID-19 has helped to attract more consumer interest in brand sustainability. This increased awareness offers valuable contextual background on the purchase behaviour of the post-pandemic and indicates that the sustainability factor is now more entrenched in the shopping process. Nevertheless, although the level of awareness has enhanced significantly, past research shows that this does not necessarily translate into good intention to purchase. As a result, post-COVID-19 awareness can be a facilitating actor, instead of a direct effect of sustainable purchasing, and it can be combined with other variables, including perception of price and brand trust. These conclusions underscore the long-lasting behavioural effects of the pandemic and strengthen the complexity of the process of transferring the ethical awareness into consumption behaviour.
[bookmark: _Toc219666068]4.7 Chapter Summary 
The primary survey data on the 100 respondents analysed through this chapter was to empirically investigate the determinants of purchase intention towards Stella McCartney. Descriptive statistics indicated that the sustainability attitudes were generally positive, the brand trust was high, and the post-pandemic awareness was high, with the purchase intentions being moderate. There were one-sample t-tests that supported the fact that all the key constructs were significantly more than neutral though with different levels of significance. Results showed obvious attitude-intention gap, where price perceptions and consideration of value mediate readiness to change behaviour. On the whole, the chapter provided a solid empirical basis of interpretation of the relationship between sustainability, affordability, trust, and contextual change and their influence on consumer intentions within sustainable luxury fashion market.



[bookmark: _Toc219666069]5. Discussion of Findings
This chapter critically discusses the empirical findings presented in Chapter 4 in relation to the study’s aim and research questions. The discussion interprets results through relevant theoretical perspectives, evaluating how sustainability attitudes, price perceptions, brand trust, and post-COVID-19 awareness collectively influence purchase intentions. 
[bookmark: _Toc219666070]5.1 Sustainability Attitudes and Purchase Intention
The initial research question examined whether the sustainability attitudes are connected with the purchase intention of Stella McCartney. The results indicate that those sampled are great supporters of the environmental and societal importance of sustainable fashion, and, at the same time, significant normative encouragement by significant others. This aligns with the behavioural intention theory where the attitudes and subjective norms play a combined role in the intention pathway (Ajzen, 1991). In the current scenario, sustainability can be discussed not as a niche value but as a stable evaluative criterion, which is a broader post-pandemic ethical reflection and greater attention to responsible consumption (Hwang et al., 2024; Dangelico et al., 2022). 
Nevertheless, the indicators of purchase intention are less significant than attitudinal ones despite the fact that they are still statistically higher than neutral. This misalignment justifies the attitude-behaviour discrepancy that is prevalent in sustainable consumption where positive moral judgements do not easily flow into a brand-specific purchase decision (Kumar, Garg and Singh, 2022; Pires et al., 2024). The outcome is specifically significant in a high end situation. The symbolic, status signalling, and hedonic satisfaction are commonly associated with luxury consumption, and the motive associated with sustainability should be competing with aesthetic and identity motivators and perceived risk and price premium (Jain, Khan and Mishra, 2015; Chi et al., 2021). 
Such high subjective norms demonstrate the fact that sustainability is a socially desirable construct and is supported. Nonetheless, normative endorsement can result in a moral sanctioning without necessarily turning into purchase intention when consumers consider a particular luxury brand. Practically, the market environment in terms of sustainability is in favour of Stella McCartney, yet attitudes will only get the consumers to the level of positive assessment. The transition between evaluation and intention is probably made with the help of a convincing value narrative, believability cues, and an explicit rationalisation of price premium (Fang, 2024; Chi et al., 2021). 
[bookmark: _Toc219666071]5.2 Perceived Price, Affordability, and Willingness to Purchase
The second research question was the influence of price and affordability on the intention to buy Stella McCartney after the pandemic. According to reports of the respondents, the respondents believe they can afford the sustainability fashion and that Stella McCartney is reasonably priced in comparison to the sustainability value with both perceptions having very high scores compared with the neutrality level. This result suggests that the sample does not consider price as an absolute price barrier which is consistent with the evidence that consumers can accept premiums when sustainability, and perceived value are salient (Chi et al., 2021; Cascavilla et al., 2025). 
However, the extent of agreement is moderate, but not emphatic, which implies that price is a sensitive element. This subtlety is significant since sustainable luxury functions in a tension of an ethical impetus and fiscal fitness. The economic challenges of life after the pandemic and inflationary environments have made price-justification of value a concern to consumers especially in the categories that are discretionary (Mintel, 2025; Statista, 2025). 
The findings of the study suggest that the respondents need not necessarily reject the fairness of sustainability premium as a cognition but not in turn transform this cognition into high purchase intention. This is in line with the long-term TPB logic that follows in the dissertation wherein the perceptions of behavioural control and price-related perceptions determines the actionable intentions when favourable attitudes are adopted (Ajzen, 1991; Wu and Lee, 2025). 
One interpretation of this critical point of view is that fair pricing is not the same as affordable pricing at the point of purchase. Respondents will be able to rationalise the premium as being deserved but still feel that the purchase is unessential relative to the alternatives. This contributes to the fact that purchase intention is important but not powerful even in the cases of positive perceptions of affordability. Confidentiality in willingness to pay is frequently a precondition of the legitimacy concerning a trust in the fact that the statements about sustainability of the brand are true and that the product durability or quality will provide the long-term value (Cascavilla et al., 2025; Chi et al., 2021). 
In practice, this implies that Stella McCartney needs to reinforce conversion with material indications of value like longevity, material novelty, and circularity advantages, and not just abstract ethical discourse.
[bookmark: _Toc219666072]5.3 Brand Trust, Perceived Authenticity, and Purchase Intention
The third research question was the effect of trust and authenticity on purchase intention. The results suggest that there is much confidence in the assertion of sustainability at Stella McCartney and greater levels of belief that the brand is actually interested in sustainability with both scores being well above the neutral range. This outcome is strategically significant as the issues of consumer scepticism about sustainability claims and the concern of greenwashing is a significant point of conflict in ethical markets (Fang, 2024). The information indicates that the brand positioning of Stella McCartney can be viewed as credible and that the sustainability orientation is also perceived as entrenched, not superficial, by the respondents.
More importantly, perceived authenticity seems even stronger than trust in isolation. This difference is important since trust might be contingent and come claim-specific, but authenticity implies a more profound opinion on the values and long-term purpose of the brand. The consumers might be willing to pay a premium price and decrease the perceived risk of paying premium price to be more sustainable when they experience authenticity (Fang, 2024; Chi et al., 2021). This finding helps prove the extended construct of the dissertation that acknowledges that standard TPB construct is potentially reinforced by brand-related variables, especially when the information asymmetry is high and consumers are unable to validate ethical claims given to them on their own (Wu and Lee, 2025; Kumar, Garg and Singh, 2022). 
But the fact that the purchase intention has remained moderate in spite of the high trust/authenticity suggests that credibility is an enabling enabler and not a fully satisfying solution. Personal budget constraints, competitive brand choices, as well as the degree of sustainability implementation in the identity projects of consumers continue to mold the intention formation in luxury markets. It means that trust and authenticity eliminate a psychological barrier, yet it does not inevitably generate a sufficient motivation that can be triggered by intended purchase unless accompanied by supportive value and relevance cues (Jain, Khan and Mishra, 2015; Chi et al., 2021). 
In practice, the results indicate that the authenticity of the Stella McCartney brand is a competitive edge in the market where the sustainability message is an ever-growing debate. Nevertheless, the brand might also have a role to turn the authenticity into more explicit consumer-facing value propositions, including transparent impact reporting, product traceability, and visible circular initiatives that would reinforce the perception of the genuine commitment at the point of purchase (Fang, 2024). 
[bookmark: _Toc219666073]5.4 Post-COVID-19 Lifestyle and Awareness Changes and Purchase Intention
The fourth research question examined the impact of the post-COVID lifestyle and awareness change on the intention to purchase Stella McCartney. The respondents state that their focus on brand sustainability has increased dramatically because of the COVID-19, which suggests that the pandemic has become a stimulus to be more conscious of ethics. It correlates with the fact that significant disturbances increase the focus on consumption habits and encourage greater mindfulness of business responsibility (Hwang et al., 2024; Dangelico et al., 2022).  However, in the findings, it was also clear that a high level of purchase intention did not necessarily come as a result of increased awareness. The critical reading is that post-pandemic awareness acts as a situational enhancer, but not a force. Consumers can now filter brands in terms of sustainability though their ultimate plan is conditional based on perceived affordability, brand credibility and personal relevancy. This meaning is consistent with the conceptual model outlined throughout the rest of the dissertation, which uses post-pandemic changes as amplifying intention pathways in some parts of the population instead of having uniform effects on all consumers (Hwang et al., 2024; Wu and Lee, 2025). 
Another implication is that post-COVID awareness can lead to the expansion of expectations and lowered levels of tolerance to superficial sustainability. Within such an environment, those brands that are unable to show authenticity would lose credibility whereas those with credibility like Stella McCartney can acquire evaluative advantage. Nevertheless, it is also the time after the pandemic that is marked by an increase in economic pressures that may limit the ability of consumers to pursue their ethical choice. The evidence on the industry level mentioned in the dissertation shows that the sustainable desire to make purchases does not always result in the market penetration, which points to the fact that the structural barriers are still relevant (Mintel, 2025; Dangelico et al., 2022).  Practically, the conclusion means that the understanding of post-pandemic sustainability awareness as an opportunity to further engage (and not necessarily convert the target) has to be considered in marketing strategy. In the case of Stella McCartney, it is necessary to offer moral appeal to consumers, as well as practical justification and show how sustainable luxury can be consistent with the modern priorities of the lifestyle, including durability, conscious consumption, and long-term value.
[bookmark: _Toc219666074]5.5 Theoretical Implications
The results of this research add to the theory as they confirm and elaborate on the current behavioural and sustainability models in the sustainability of luxury fashion. First, the outcomes are empirical in supporting the relevance of the Theory of Planned Behaviour (TPB) in the explanation of the purchase intention, specifically by the implications of sustainability attitudes and subjective norms. The ethical evaluations and social expectations also appear to be central to intention formation as confirmed by positive attitudes towards environmental responsibility and social impact as well as normative encouragement (Ajzen, 1991). Nevertheless, the comparatively moderate purchase intentions realized regardless of the favorable attitudinal support point out one of the major weaknesses of TPB when used in the high-involvement and premium consumption scenarios.
This attitude intention gap may be continuing to indicate that the core constructs of TPB might not be enough to address the complexity of sustainable luxury decision-making. Whereas TPB presupposes the logical transition between attitudes and intention, the results show that luxury consumption includes extra value-judgment layers, identity congruence, and other economic trade-offs, which cannot be represented explicitly in the initial model (Kumar, Garg and Singh, 2022). In that regard, the research supports the academic demands of the extension of TPB by context-dependent variables that consider the symbolic and financial nature of luxury markets.
One of the theoretical contributions to the area of the study is the proven significance of brand trust and perceived authenticity. The potent impacts of authenticity in specific can indicate that the intentions associated with sustainability are influenced by the beliefs about the outcomes as well as the perceptions of morality and long-term commitment. The observation confirms the current theory of sustainability branding suggesting that authenticity acts as a trust-establishing mechanism that can soothe the sceptics and perceived risk of greenwashing (Fang, 2024; Dangelico et al., 2022). In theory, authenticity can thus be a mediating or enhancing entity to the protracted models of behaviour, as it solidifies the projecting of positive attitudes to intention by diminishing doubt.
In addition to this, the results optimize the knowledge of perceived behavioural control in TPB. Purchase intention was reserved despite the respondents indicating they were financially capable and thought the prices were reasonable. This implies that economic factors in sustainable luxury settings, work not so much as hindrance of capability, but rather as judgement judgements of value worthiness. This detail leads theory forward by suggesting that perceived behavioural control is not to be considered as a functional construct but is instead interconnected with perceived value and cost–benefit rationalisation (Chi et al., 2021).
Lastly, the high effect of post-COVID-19 awareness points to the role of context and time in the intention formation. The pandemic is found to have re-adjusted evaluative frames around sustainability, with the concept becoming more salient than on previous occasions, which contributes to the emergence of new theoretical approaches that view the macro-level disruption as an influential factor in determining the norms of ethical consumption (Hwang et al., 2024). Nevertheless, the greater the awareness the less the behavioural commitment, and it is this that supports the argument of integrative theoretical models that merge behavioural, branding, and contextual aspects to elucidate sustainable luxury consumption to a greater extent.
[bookmark: _Toc219666075]5.6 Methodological Reflections and Limitations
There are a number of limitations that need to be noted in the interpretation of findings. The research is based on self-reported surveys, which are subject to the social desirability effect, especially on questions that concern sustainability and that respondents might give inaccurate answers that reflect a high ethical concern (Saunders et al., 2019).  The cross-sectional design will only capture attitudes and intentions at a single time and is unable to cause and follow the changes in awareness post-pandemic. Besides that, because the sample needed is sufficient to perform exploratory analysis, the demographic representation is biased towards younger respondents, which can be viewed as a limitation to a generalisability of the findings to the older customer segment of the UK luxury consumer market. Lastly, intention measures as opposed to observed purchase behaviour imply that the results can only be understood as a predictor of behavioural intention, as opposed to direct evidence of buying consequences (Ajzen, 1991).
[bookmark: _Toc219666076]5.7 Chapter Summary 
The chapter has offered a deep meaning of the study findings and how they were interrelated with the existing theoretical frameworks and current literature on sustainability. This discussion has shown that the sustainability attitude and post-pandemic awareness is deeply ingrained, but the intentions to purchase is still regulated by the price perception and value judgement. Brand trust and perceived authenticity appeared to be the key enablers, alleviating the scepticism yet not entirely addressing the practical limits. The chapter has built on the behavioural theory by pinpointing the shortcomings of models based on attitude in the luxury context and the significance of authenticity, value perception, and context on sustainable purchase intention.


[bookmark: _Toc219666077]6. Conclusion and Recommendations
[bookmark: _Toc219666078]6.1 Conclusion 
It was the aim of this dissertation to investigate the drivers of purchase intentions towards Stella McCartney in the UK after the COVID-19, specifically focusing on sustainability attitudes, perceived price and affordability, brand trust and authenticity, and pandemic-induced lifestyle and lifestyle and awareness changes. The main reason why the study was done is due to the increasing popularity of sustainability in the luxury fashion sector and the continued uncertainty as to whether ethical values can be translated into consumer purchasing behaviour. The research establishes a complete conclusion to the study of sustainable luxury consumption in the UK market by integrating the behavioural theory and and empirical verification of the memberships between them by using primary data and relating them to the current literature on sustainable luxury consumption and branding.
The research results prove sustainability has been entrenched in the evaluative systems of the consumers. The respondents were found to be in great agreement on the environmental, social significance of sustainable fashion showing that the ethical consideration is no longer a side aspect and is a fundamental aspect of consumer judgement. That proves sustainability attitudes among the UK consumers are not only well-established but also socially supported, as they capture broader societal trends toward ethical consumption that have been further accelerated by the current global disrupts (Ajzen, 1991; White et al., 2019). Nonetheless, although such attitudes give a necessary background, the research conclusively demonstrates that they do not necessarily lead to a high purchase intention towards sustainable luxury brands.
One of the main findings of this dissertation is that there still is an attitude-intention gap in the sustainable luxury fashion situation. Although the level of sustainability awareness and favourable ethical assessment as such was high, the level of purchase intention was not high, but average. This result supports the body of behavioural literature, according to which moral endorsement is not always synonymous with behavioural commitment, especially when the consumer makes a purchase decision with a monetary or symbolic indication of high financial commitment (Carrington et al., 2014; Kumar et al., 2022). The findings suggest that sustainable luxury consumption necessitates the consumer to balance the ethical values with personal financial priorities, value perceptions and lifestyle, which makes the formation of intentions more complicated as compared to mass-market ethical consumption.
The important moderating variables in this process turned out to be price perceptions and affordability. Although the prices of Stella McCartney were perceived reasonably compared to its sustainability practices and perceived ability to buy sustainable fashion by the respondents, the latter was not reflected in unambiguous buying intentions. This is an implication that consumers make a distinction between moral acceptance of price premium and practical readiness to pay that price. This leads to the conclusion that factors involved in sustainable luxury purchase intention are not the price only but the perceived value. Sustainability should then be conceived not only as an ethical quality, but as a value claim, which has to be supported in terms of quality, durability, and long-term usefulness (Kapferer and Michaut-Denizeau, 2020).
Another important conclusion of the research is brand trust and perceived authenticity. Stella McCartney was seen as a truly sustainable brand, and its ethical commitment in the long run is being well trusted. This is especially noteworthy in the light of increased consumer scepticism of corporate sustainability arguments and greenwashing issues (Delmas and Burbano, 2011). The study shows that authenticity is an enabling factor that works in a critical manner to facilitate intention through perceived moral and financial risk. Nevertheless, the conclusion is that authenticity does not necessarily result in purchase intention, it just sets the conditions in which ethical intentions can be rationalised and legitimised. Trust and authenticity then act as necessary yet not sufficient forces of sustainable consumption of luxury.
The post-COVID-19 setting was a good source of information on the effect of external shocks on consumer values. The research confirms that the pandemic has put increased pressure on brand sustainability, which strengthens ethical awareness and makes consumers re-evaluate the need to consume. Nonetheless, this heightened awareness did not correlate to a correspondingly high purchase intention, which means that sustainability is now a standard and not a unique stimulus. This leads to the conclusion that post-pandemic ethical consciousness determines the environment of evaluation in which brands will be evaluated, but does not prevail over economic prudence and regularities of consumption (Sheth, 2020). The luxury brands that are sustainable need to thus rise to higher ethics without being insensitive to the post-pandemic economic conditions.
On a theoretical level the dissertation reaches a conclusion that although the Theory of Planned Behaviour is an effective explanatory tool, it cannot be applied individually in explaining sustainable luxury purchase intentions. The attitudes and subjective norms were established to be influential but the enduring intention gap underscores the necessity of extension of behavioural models to contextual and brand-level (Ajzen, 1991). The results indicate that authenticity, trust and value perception is a key determinant in the mediation of ethical intentions in a premium consumption setting. The effect of post-pandemic awareness also highlights the idea of integrating the contextual and time-related aspects into behavioural theory, which is why there are more requests to develop more integrative theories of ethical consumption (Paul et al., 2016).
Considering the research experience, this dissertation has pointed out the significance of methodological reflexivity in the study of ethically sensitive issues. The use of self-reported data presents the risk of socially desirable responses especially on sustainability attitudes. Although statistical testing established significant patterns, they should be understood as pointers to behavioural preparedness as opposed to one that predicts purchasing behaviour. Moreover, the cross-sectional character of the research does not provide the understanding of how the intentions might change over time as the economic situation and expectations surrounding sustainability remain to be altered and changed (Saunders et al., 2019).
Overall, the dissertation has reached the conclusion that the characteristic of sustainable luxury consumption is a high level of ethical awareness and the weak adherence to behavioural norms. Sustainability has become an essential expectation and not a differentiating driver and purchase intention only arises when ethical values are consistent with perceived authenticity, value justification, and individual financial setting. The research adds the novel empirical value to the field of sustainable luxury consumption in the post-pandemic period and offers a balanced conclusion incorporating theory, evidence, and practical value.
[bookmark: _Toc219666079]6.2 Recommendations 
Using the results of this research, a number of recommendations on the steps that sustainable luxury fashion brands can take are given, and they are applicable to Stella McCartney in particular. Such suggestions will be based on the empirical findings provided in Chapter 4 and integrated with the conversation in Chapter 5 and be consistent with both theoretical and practical considerations (Ajzen, 1991; White et al., 2019).
First, sustainable luxury brands must transfer the sustainability communication focus onto the value positive statement, rather than moral legitimacy. Despite the strong sustainability attitude of the respondents, purchase intention was moderate, which means that ethical approval is not enough to initiate behavioural commitment (Carrington et al., 2014; Kumar, Garg and Singh, 2022). Sustainability should instead be positioned by brands as a source of product longevity, crafting, and innovation of materials to add to the perceived value instead of ethical imperative (Kapferer and Michaut-Denizeau, 2020). This strategy is consistent with the evidence that show that perceived value is a more decisional element compared to the ethical concern in a premium purchase (Chi et al., 2021).
Second, the results show that perceived authenticity is an important facilitator of sustainable purchase intention. The high levels of authenticity perceptions at Stella McCartney will be a strategic asset in a market that is becoming highly suspicious of sustainability claims (Delmas and Burbano, 2011). To sustain and enhance this benefit, brands must instil transparency by reporting impacts regularly, by making their supply chains transparent, and through visible circular practice, therefore, reinforcing long-term credibility, instead of periodic sustainability campaigns (Vredenburg et al., 2020; Fang, 2024). By integrating sustainability into daily brand stories, the perceived level of risk of greenwashing can be even lower, and consumer trust can be increased (Dangelico et al., 2022).
Third, affordability and price sensitivity should be done without compromising the luxury positioning. Although the respondents felt that the cost of Stella McCartney was reasonable, the readiness to buy was hesitant because of the post-pandemic concern with prices and the need to doubt their value (Sheth, 2020; Mintel, 2025). Mechanisms to increase perceived accessibility, including resale services, repair options, or modular product cycles, should therefore be introduced by brands, enabling people to interact with sustainable luxury in a way that fits the budget (Kapferer and Michaut-Denizeau, 2020). These projects are compatible with circular consumption and do not compromise on brand exclusivity and ethical positioning (Dangelico et al., 2022).
Fourth, marketing and engagement plans must display short-term changes in lifestyle that were found in this study. The increase of sustainability awareness implies that ethical consideration has become a general standard but not the point of difference (White et al., 2019; Hwang et al., 2024). Brands must hence mix the sustainability message and the wider lifestyle stories revolving around responsible consumption, emphasis on quality over quantity, and long-term ownership worth, and stamp relevance in present consumption priorities (Sheth, 2020). This consistency can enhance the emotional appeal and prevent the moral burnout of the consumers (Kumar, Garg and Singh, 2022).
As a management concept, sustainability cannot be seen as a marketing or a functional role, but a cross-functional strategy. Ethical objectives should be integrated into design, sourcing, pricing, and consumer experience to be more coherent and form intentions more strongly by minimizing cognitive dissonance between the claims about sustainability and the facts about the product (Ajzen, 1991; Vredenburg et al., 2020). In addition to that, managers must watch the shifting consumer expectations in the context of economic and societal change so that the sustainability strategies can be flexible and not fixed (Hwang et al., 2024).
Lastly, it is suggested that future research should be used to enhance the limitations found in this dissertation. The longitudinal designs would be able to study the dynamics of sustainable luxury buying intentions as economic conditions stabilise after the pandemic, which cross-sectional designs would not capture over time (Saunders et al., 2019). Future research studies might also explore the improvements of various value-framing interventions on sustainable luxury willing-to-pay, expansion of the behavioural theory in the framework of premium consumption (Paul et al., 2016). The generalisability would also be improved with the expansion of demographic scope, which would give a better understanding of the generational disparity in the consumption of the ethical luxury (Chi et al., 2021).
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Survey Questionnaire 


Scale for all items: 


1 = Strongly Disagree | 2 = Disagree | 3 = Neutral | 4 = Agree | 5 = Strongly Agree 


1. Buying sustainable fashion is environmentally responsible. 


2. Sustainable fashion has a positive impact on society. 


3. People important to me encourage buying sustainable fashion. 


4. I feel financially able to buy sustainable fashion brands. 


5. Stella McCartney products are fairly priced for their sustainability. 


6. I trust Stella McCartney’s sustainability claims. 


7. Stella McCartney is genuinely committed to sustainability. 


8. Since COVID-19, I pay more attention to brand sustainability. 


9. I intend to buy Stella McCartney products in the future. 


10. I would choose Stella McCartney over less sustainable brands. 


11. Age 


• ☐ 18–24 


• ☐ 25–34 


• ☐ 35–44 


• ☐ 45–54 


• ☐ 55+ 


12. Gender 


• ☐ Male 


• ☐ Female 


• ☐ Non-binary 


• ☐ Prefer not to say 
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  /STATISTICS=MEAN STDDEV SEMEAN.






00000000091_lightNotesData.bin





00000000093_lightTableData.bin





outputViewer0000000009_heading.xml

  Output  Descriptives  Title  <head><style type="text/css">p{color:0;font-family:SansSerif;font-size:18pt;font-style:normal;font-weight:bold;text-decoration:none}</style></head><BR>Descriptives  Notes   00000000091_lightNotesData.bin  Active Dataset  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>[DataSet0]&nbsp;C:\Users\DELL\Downloads\file&nbsp;1.sav  Descriptive Statistics   00000000093_lightTableData.bin






outputViewer0000000010.xml

  Output  Log  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>T-TEST
  /TESTVAL=0
  /MISSING=ANALYSIS
  /VARIABLES=financially_able_to_buy fairly_priced_products
  /CRITERIA=CI(.95).






00000000111_lightNotesData.bin





00000000113_lightTableData.bin





00000000114_lightTableData.bin





outputViewer0000000011_heading.xml

  Output  T-Test  Title  <head><style type="text/css">p{color:0;font-family:SansSerif;font-size:18pt;font-style:normal;font-weight:bold;text-decoration:none}</style></head><BR>T-Test  Notes   00000000111_lightNotesData.bin  Active Dataset  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>[DataSet0]&nbsp;C:\Users\DELL\Downloads\file&nbsp;1.sav  One-Sample Statistics   00000000113_lightTableData.bin  One-Sample Test   00000000114_lightTableData.bin






outputViewer0000000012.xml

  Output  Log  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>DESCRIPTIVES VARIABLES=trust_sustainability_claims committed_to_sustainability
  /STATISTICS=MEAN STDDEV SEMEAN.






00000000131_lightNotesData.bin





00000000133_lightTableData.bin





outputViewer0000000013_heading.xml

  Output  Descriptives  Title  <head><style type="text/css">p{color:0;font-family:SansSerif;font-size:18pt;font-style:normal;font-weight:bold;text-decoration:none}</style></head><BR>Descriptives  Notes   00000000131_lightNotesData.bin  Active Dataset  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>[DataSet0]&nbsp;C:\Users\DELL\Downloads\file&nbsp;1.sav  Descriptive Statistics   00000000133_lightTableData.bin






outputViewer0000000014.xml

  Output  Log  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>T-TEST
  /TESTVAL=0
  /MISSING=ANALYSIS
  /VARIABLES=trust_sustainability_claims committed_to_sustainability
  /CRITERIA=CI(.95).






00000000151_lightNotesData.bin





00000000153_lightTableData.bin





00000000154_lightTableData.bin





outputViewer0000000015_heading.xml

  Output  T-Test  Title  <head><style type="text/css">p{color:0;font-family:SansSerif;font-size:18pt;font-style:normal;font-weight:bold;text-decoration:none}</style></head><BR>T-Test  Notes   00000000151_lightNotesData.bin  Active Dataset  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>[DataSet0]&nbsp;C:\Users\DELL\Downloads\file&nbsp;1.sav  One-Sample Statistics   00000000153_lightTableData.bin  One-Sample Test   00000000154_lightTableData.bin






outputViewer0000000016.xml

  Output  Log  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>T-TEST
  /TESTVAL=3
  /MISSING=ANALYSIS
  /VARIABLES=trust_sustainability_claims committed_to_sustainability
  /CRITERIA=CI(.95).






00000000171_lightNotesData.bin





00000000173_lightTableData.bin





00000000174_lightTableData.bin





outputViewer0000000017_heading.xml

  Output  T-Test  Title  <head><style type="text/css">p{color:0;font-family:SansSerif;font-size:18pt;font-style:normal;font-weight:bold;text-decoration:none}</style></head><BR>T-Test  Notes   00000000171_lightNotesData.bin  Active Dataset  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>[DataSet0]&nbsp;C:\Users\DELL\Downloads\file&nbsp;1.sav  One-Sample Statistics   00000000173_lightTableData.bin  One-Sample Test   00000000174_lightTableData.bin






outputViewer0000000018.xml

  Output  Log  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>T-TEST
  /TESTVAL=3
  /MISSING=ANALYSIS
  /VARIABLES=financially_able_to_buy fairly_priced_products
  /CRITERIA=CI(.95).






00000000191_lightNotesData.bin





00000000193_lightTableData.bin





00000000194_lightTableData.bin





outputViewer0000000019_heading.xml

  Output  T-Test  Title  <head><style type="text/css">p{color:0;font-family:SansSerif;font-size:18pt;font-style:normal;font-weight:bold;text-decoration:none}</style></head><BR>T-Test  Notes   00000000191_lightNotesData.bin  Active Dataset  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>[DataSet0]&nbsp;C:\Users\DELL\Downloads\file&nbsp;1.sav  One-Sample Statistics   00000000193_lightTableData.bin  One-Sample Test   00000000194_lightTableData.bin






outputViewer0000000020.xml

  Output  Log  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>DESCRIPTIVES VARIABLES=attention_to_brand_sustainability
  /STATISTICS=MEAN STDDEV SEMEAN.






00000000211_lightNotesData.bin





00000000213_lightTableData.bin





outputViewer0000000021_heading.xml

  Output  Descriptives  Title  <head><style type="text/css">p{color:0;font-family:SansSerif;font-size:18pt;font-style:normal;font-weight:bold;text-decoration:none}</style></head><BR>Descriptives  Notes   00000000211_lightNotesData.bin  Active Dataset  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>[DataSet0]&nbsp;C:\Users\DELL\Downloads\file&nbsp;1.sav  Descriptive Statistics   00000000213_lightTableData.bin






outputViewer0000000022.xml

  Output  Log  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>T-TEST
  /TESTVAL=3
  /MISSING=ANALYSIS
  /VARIABLES=attention_to_brand_sustainability
  /CRITERIA=CI(.95).






00000000231_lightNotesData.bin





00000000233_lightTableData.bin





00000000234_lightTableData.bin





outputViewer0000000023_heading.xml

  Output  T-Test  Title  <head><style type="text/css">p{color:0;font-family:SansSerif;font-size:18pt;font-style:normal;font-weight:bold;text-decoration:none}</style></head><BR>T-Test  Notes   00000000231_lightNotesData.bin  Active Dataset  <head><style type="text/css">p{color:0;font-family:Monospaced;font-size:14pt;font-style:normal;font-weight:normal;text-decoration:none}</style></head><BR>[DataSet0]&nbsp;C:\Users\DELL\Downloads\file&nbsp;1.sav  One-Sample Statistics   00000000233_lightTableData.bin  One-Sample Test   00000000234_lightTableData.bin
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