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[bookmark: _Toc213283654]1. Introduction
[bookmark: _Toc213283655]1.1 Background
Sustainable fashion has moved from niche activism to a strategic focus for brands, regulators and consumers alike. The COVID-19 pandemic disrupted shopping habits and increased public attention to environmental and social issues, creating a crucial moment to examine whether consumers’ sustainability attitudes now translate into concrete purchase intentions for sustainable fashion brands in the UK (Dangelico et al., 2022). This proposal examines consumer purchase intentions toward Stella McCartney, an internationally visible UK fashion house with an explicit sustainability positioning, to understand determinants of purchase intention in a post-pandemic context.
Stella McCartney is a British designer brand long-identified with ethical materials and circularity efforts, widely covered in sustainability research and trade press, and therefore offers a well-defined case for testing consumer responses to branded sustainability claims (Vogue Business, 2023; Lee & Eum, 2023). Recent studies show that sustainability messaging can increase brand warmth and purchase intentions, but consumer responses are moderated by perceived authenticity and price considerations (Hwang, 2024). The pandemic also appears to have shifted values and consumption priorities in ways that may favor sustainable purchase intentions for some segments (Hwang, 2024; Pires et al., 2024). Nevertheless, greenwashing concerns and price barriers persist and may inhibit conversion of pro-sustainability attitudes into purchases (Kumar, Garg & Singh, 2022).
[bookmark: _Toc213283656]1.2 Aim and Objectives
Aim: To examine determinants of UK consumers’ purchase intentions toward Stella McCartney in the post-COVID-19 context.
Objectives: 
1. To measure UK consumers’ attitudes toward sustainable fashion and its influence on purchase intention.
2. To assess the effect of perceived price and affordability on willingness to purchase sustainable fashion.
3. To evaluate the role of brand trust and perceived authenticity in shaping purchase intentions.
4. To analyse the impact of post-pandemic changes in consumer lifestyles on sustainable fashion purchasing.

[bookmark: _Toc213283657]1.3 Research Questions
1. What is the relationship between consumers’ sustainability attitudes and their purchase intentions for Stella McCartney?
2. How does perceived price and affordability influence willingness to purchase Stella McCartney products?
3. To what extent do brand trust and perceived authenticity affect purchase intentions?
4. How have post-COVID lifestyle and awareness changes impacted intentions to buy Stella McCartney?
[bookmark: _Toc213283658]2. Literature Review
2.1 Theoretical Framework: Theory of Planned Behaviour (TPB)
The Theory of Planned Behaviour (TPB), developed by Ajzen (1991), posits that behavioural intention is the immediate antecedent of behaviour and is influenced by three core constructs: attitude toward behaviour, subjective norms, and perceived behavioural control as illustrated in Figure 1. These constructs have been widely applied in consumer research, including sustainable consumption contexts (Ajzen, 1991). In the context of sustainable fashion, recent studies confirm that attitude, subjective norms and perceived behavioural control significantly predict purchase intention of sustainable apparel (Wu & Lee, 2025). For example, a South Korean/Chinese sample found that all three TPB dimensions were positively related to sustainable fashion purchase intention (Wu & Lee, 2025). Another study extending TPB with environmental concern and perceived consumer effectiveness reported similar findings in an apparel context (Kumar, Garg & Singh, 2022). These findings support the decision to adopt TPB as the central theoretical lens for this research.
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[bookmark: _Toc213283803]Figure 1 Theory of Planned Behaviour (Wu & Lee, 2025).
2.2 Attitude toward Sustainability and Purchase Intention
Attitude toward sustainability remains one of the strongest predictors of purchase intention in fashion research. Empirical studies demonstrate that consumers who hold favourable attitudes toward environmental protection are more inclined to purchase sustainable apparel (Abrar, Sibtain & Shabbir, 2021). Yet the literature also recognises a persistent attitude–behaviour gap, where positive attitudes fail to translate into actual purchases. This discrepancy is often attributed to structural or perceptual barriers, including high prices or doubts about the authenticity of sustainability claims (Hwang et al., 2024). In post-pandemic contexts, attitudes have become even more complex: some consumers display heightened ecological concern and self-reflection, while others remain constrained by reduced purchasing power. Hence, understanding how attitudes interact with other determinants is critical to explaining purchase intentions in the current UK market.
2.3 Influence of Perceived Price and Affordability on willingness to purchase
Perceived price and affordability strongly shape willingness to purchase sustainable fashion. Pires et al. (2024) found that perceived price fairness mediates the relationship between positive environmental attitudes and intention to purchase sustainable clothing. Wu and Lee (2025) similarly reported that affordability concerns significantly weakened the effect of favourable attitudes on purchase intention. Sustainable fashion often carries a price premium due to ethical sourcing and lower economies of scale, which many consumers interpret as a luxury rather than a necessity. In the case of Stella McCartney, high pricing may signal exclusivity to some consumers while discouraging others, suggesting that perceived fairness and value for money require explicit examination.
2.4 Brand Trust and Perceived Authenticity
Brand trust and perceived authenticity are equally vital. Sustainable fashion relies on credibility; without trust in a brand’s ethical claims, even strong attitudes may not lead to purchase. Fang (2024) demonstrated that authenticity of sustainable marketing communications in luxury fashion positively influenced brand attitude and purchase intention, whereas perceptions of greenwashing produced negative effects. Authenticity thus acts as both a cognitive and emotional mechanism that reinforces trust and strengthens the intention–behaviour link. Stella McCartney’s long-standing reputation for animal-free and environmentally conscious design provides a relevant case to examine how brand trust translates into behavioural intention among UK consumers (Lee & Eum, 2023).


2.5 Post-Pandemic Lifestyle and Awareness Changes
The COVID-19 pandemic has further altered consumption values and lifestyles. Studies indicate that post-pandemic resilience and introspection have increased environmental consciousness, prompting greater interest in sustainable consumption (Hwang et al., 2024). Nevertheless, economic insecurity has tempered consumers’ ability or willingness to pay a premium for sustainable goods (Hwang et al., 2024). The coexistence of heightened sustainability awareness and financial caution makes the post-pandemic period particularly dynamic for examining sustainable fashion purchase intentions.
2.6 Research Gaps
Despite extensive research, several gaps remain. Much of the existing literature is cross-cultural or industry-wide rather than brand-specific, leaving limited insight into consumer responses to high-end sustainable labels in the UK. The combined influence of price perception, brand authenticity and post-COVID lifestyle change within a single TPB-based model has rarely been empirically tested. Moreover, most studies rely on large-scale datasets but overlook the nuanced motivations of consumers engaging with luxury sustainable fashion. This research addresses these gaps by applying an extended TPB framework to Stella McCartney, integrating perceived price, brand trust/authenticity and post-pandemic behavioural shifts to offer a more comprehensive understanding of UK consumers’ purchase intentions.

[bookmark: _Toc213283659]3. Methodology
[bookmark: _Toc213283660]3.1 Research Philosophy and Approach
This study adopts a positivist philosophy and a deductive approach, aligning with quantitative hypothesis testing. The positivist stance enables objective measurement of variables and statistical testing of relationships rather than interpretive analysis (Saunders et al., 2019). The deductive design draws on the Theory of Planned Behaviour (Ajzen, 1991), using established constructs—attitude, subjective norms and perceived behavioural control—to examine their influence on purchase intention toward Stella McCartney. Consistent with prior quantitative studies in sustainable fashion (Hwang et al., 2024; Pires et al., 2024), a structured online survey will collect cross-sectional data amenable to correlation, regression, and moderation analyses.
[bookmark: _Toc213283661]3.2 Research Design
A descriptive-correlational, cross-sectional design will be used to measure associations between sustainability attitudes, perceived price, brand trust, authenticity and post-COVID lifestyle changes at a single point in time (Creswell & Creswell, 2018). The primary instrument is an online structured questionnaire containing items for each construct and a dependent variable—purchase intention toward Stella McCartney. Demographic data (age, gender, income, education, prior purchase behaviour) will allow contextual interpretation. The design offers efficiency and objectivity, consistent with sustainable consumption research requiring numerical data for hypothesis testing (Wu & Lee, 2025).
[bookmark: _Toc213283662]3.3 Population, Sample and Sampling Technique
The target population is UK residents aged 18 and above who have purchased clothing in the past 12 months. A sample of 100 usable responses will meet dissertation requirements while ensuring adequate representation for exploratory analysis. Convenience sampling will be employed via social media, university mailing lists and community forums. Screening questions will confirm eligibility. Though non-probability sampling limits external validity, it is suitable for small-scale exploratory studies and widely used in sustainable fashion research (Wu & Lee, 2025). Internal validity will be strengthened by consistent data collection and screening controls.
[bookmark: _Toc213283663]3.4 Survey Instrument and Measures
Validated scales from prior research will form the survey instrument. TPB constructs will follow Ajzen’s (1991) measures; perceived price and willingness-to-pay will adapt items from Pires et al. (2024); brand trust and authenticity will use scales from Fang (2024); and post-COVID lifestyle/awareness change items will derive from Hwang et al. (2024). Each construct will include multiple 5-point Likert items (1 = strongly disagree – 5 = strongly agree). The questionnaire will contain consent information, screening, and an attention-check question to maintain data quality.
[bookmark: _Toc213283664]3.5 Reliability, Validity and Pilot Testing
Reliability will be tested using Cronbach’s alpha, with α ≥ 0.70 considered acceptable (Nunnally & Bernstein, 1994). Exploratory factor analysis (EFA) will assess construct validity and ensure items load appropriately onto expected dimensions. A pilot test (≈20 respondents) will evaluate clarity, length and response consistency, with revisions made where needed before the final rollout. These steps enhance the reliability and validity of the measurement tool.
[bookmark: _Toc213283665]3.6 Data Analysis Plan
Data will be cleaned and screened for missing values and outliers before analysis. Descriptive statistics will summarise demographic variables, while Pearson correlations will explore relationships among constructs. Multiple linear regression will test hypotheses on direct effects of attitude, perceived behavioural control and trust on purchase intention. Moderation analysis, using Hayes’ PROCESS macro in SPSS, will examine whether perceived price and post-COVID awareness moderate the links between attitude, trust and intention. Significance will be determined at p < 0.05, with demographic factors entered as control variables to isolate main effects.
[bookmark: _Toc213283666]3.7 Ethical Considerations
Ethical approval will be obtained from the university’s ethics review board. Participation will be entirely voluntary, and informed consent will precede data collection. Responses will remain anonymous, with no collection of personal identifiers or sensitive data. Participants may withdraw any time prior to final submission. Data will be securely stored on password-protected devices and used solely for academic research, complying with the UK Data Protection Act 2018 and university ethical guidelines.
[bookmark: _Toc213283667]4. Expected findings & contribution 
Based on prior research, it is expected that positive sustainability attitudes, strong brand trust/perceived authenticity, and supportive subjective norms will be positively associated with purchase intentions for Stella McCartney, consistent with TPB extensions. Perceived price and affordability are expected to negatively moderate these relationships — that is, even favourable attitudes and trust may fail to convert into intention when price perceptions are unfavourable (Pires et al., 2024). Post-COVID increases in environmental awareness are expected to strengthen the attitude→intention pathway for some cohorts while economic constraints will weaken WTP for others, producing nuanced, segment-specific patterns (Hwang et al., 2024).
This study contributes b applying an extended TPB model to a prominent UK sustainable luxury brand, providing brand-specific evidence on price and authenticity trade-offs in a post-pandemic environment, and offering actionable recommendations for Stella McCartney and similar brands aiming to convert sustainability attitudes into purchases.
[bookmark: _Toc213283668]5. Limitations 
Key limitations include non-probability convenience sampling and a modest sample size (n=100), which constrain generalisability and statistical power for complex moderation models. Cross-sectional design cannot establish causality. Self-report measures may introduce social desirability bias, especially on sustainability attitudes. Using a single brand may reduce external validity for other market segments. Mitigation includes careful screening, anonymity to reduce desirability bias, robust reliability/validity testing, transparent reporting of limitations and recommending follow-up longitudinal or larger stratified samples.

[bookmark: _Toc213283669]6. Timeframe
This project follows a 3-month schedule beginning 15 November 2025. Milestones reflect best practice for survey-based TPB studies and allow time for ethics, piloting and moderation analyses. The timetable balances rapid data collection with careful instrument validation and analysis to ensure reliable findings. 
[bookmark: _Toc213283818]Table 1 Timeframe.
	Period (2025–2026)
	Key Activities 

	15 Nov – 30 Nov 2025
	Finalise literature review; develop and design questionnaire; submit ethics application to university review board.

	1 Dec – 20 Dec 2025
	Conduct pilot test (n≈20); refine instrument based on feedback; obtain final ethical clearance.

	21 Dec 2025 – 20 Jan 2026
	Main data collection (target N=100) via online survey; monitor response rate and ensure sample screening validity.

	21 Jan – 10 Feb 2026
	Perform data cleaning, reliability testing (Cronbach’s α), and exploratory factor analysis (EFA).

	11 Feb – 29 Feb 2026
	Conduct main statistical analysis and interpret results.

	1 Mar – 15 Mar 2026
	Draft findings, discussion, and conclusion chapters; revise based on supervisor feedback; final submission by 15 March 2026.


[bookmark: _Toc213283670]7. Conclusion 
This proposal outlines a focused, TPB-driven quantitative study investigating UK consumers’ purchase intentions toward Stella McCartney in the post-pandemic context. By integrating attitude, subjective norms and perceived behavioural control with perceived price, brand trust/authenticity and post-COVID lifestyle changes, the research aims to explain the attitude–intention gap in high-end sustainable fashion. The 100-respondent survey validated instruments and rigorous reliability, and moderation analyses will generate evidence to inform both academic debates and managerial practice. Findings are expected to clarify how price and authenticity interact with sustainability attitudes to enable practical recommendations for converting concern into purchase behaviour.
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