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Abstract

This study examines the effectiveness of cross-branding and product bundling strategies in
the fashion industry, focusing on consumer behaviour and the factors that influence purchase
intention. Based on a comprehensive literature review, key variables were identified,
including perceived value, brand attitude, brand trust, perceived uniqueness, social

influence, and the perceived attractiveness of bundled offers.

A quantitative research approach was adopted, with data collected through an online
questionnaire from 210 participants. The data were analysed using descriptive statistics and
multiple regression analysis in order to examine the relationships between the variables and

to test the proposed hypotheses.

The findings indicate that although most variables are positively associated with purchase
intention, only brand attitude and social influence have a statistically significant direct
effect. In contrast, perceived value, brand trust, perceived uniqueness, and bundling do not
show significant effects when analysed simultaneously. This suggests that consumer
behaviour in the fashion industry is driven more by emotional and social factors rather than

purely economic or functional considerations.

Overall, the study contributes to a better understanding of how modern marketing strategies
influence consumer decision-making in fashion, offering both theoretical insights and
practical implications for fashion brands seeking to enhance consumer engagement and

purchase intention.
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Iepiinyn

H mopovoa perétn e€etdlel v omoTELECUATIKOTNTO TNG OTPATNYIKNG GLVEPYAOCIOG
eumopikadv onudtwv (cross-branding) kot cuvoLACTIKAG TOANONG TTPoidvtwv (product
bundling) otov Topéa TG HOSAC, SIVOVTOG ELPACT) GTI GLUTEPLPOPA TOV KATOAVOADTHOV KoL
oTOVG mopdyovteg mov emmpedlovv v mpdbeon ayopds. H avorvtikn perén g
Biproypapiog, @épvel 6T0 TPOSKNVIO Pacikég HETABANTEG, OTT®MG M avTIAnYN TG a&log
TPOIOVTOG , 1 CLUTEPLPOPA ATEVOVTL GTN HAPKO, 1 ELTIGTOGVVI] TOV KOTOVOAMTY 6TO KAOE
Epumopucd Znpa, n ovtiAnyn g HovadkodTNTog TPOoidvTog, 1 EMPPOT] TOL KOWVMVIKOD

TePPAALOVTOG Kot 1) AVTIAOUPBOVOLEVT] AT YNOT TNG GLVOVAGTIKNG TMOANONG TPOIOVIMV.

ExteléoOnike TOGOTIKY]  £€pguva  GUAAEYOVTOG OEJOMEVO  UEGH  MAEKTPOVIKOV
epoTNUOTOAOYioV amd cvvolkd 210 cvppetéyovies. H avdivon tov dedopévov Eyve
LESM TEPTYPUPIKNG CTATICTIKTG KO TOAALOTANG TOAVOPOUNGNG, LE GTOYO VO EEETAGTOVV OL

oY£0EIC LETAED TV LETOPANTOV Kot vo eEAeyyBo0V o1 TpoTevOEVEG LTOBEGELC.

Ta amoteAéopota delyvouv 0TL, TOPOAO TOL Ol TEPIGGATEPEG LETAPANTES GLUVIEOVTOL BETIKA
pe v TpdOecm ayopdc, LOVO 1] GUUTEPLPOPE ATEVOVTL GTT) LAPKO KOL 1) ETLPPOT| KOLVOVIKOD
TePPAALOVTOG £XOVV GTATIOTIKG oNUovVTIKY dpeon emidpacn. Ev avtiBécetl ) avtiAnyn g
a&log TpoidvTog, 1 EUMIGTOGVVT TPOGS TA EUTOPIKA CTLLOTAL, 1] OVTIANYN LOVAIIKOTITOG KO
1N GLVOVOCTIKN TOANCT TPOIOVT®V OV JElYVOLV CNUAVTIKY €EMIOPACT OTOV OVOADOVTOL
TapaAAN Ao pLeETa&D Tovg. AVTO VITOINADVEL OTL 1] KATAVOAMTIKY] GUUTEPLPOPA GTOV TOUEN
™g nodag emmpedleTar TEPIGGOTEPO AMO GLVALCHNUATIKOVG KOl KOWVMVIKOVG TOPAYOVTES

napd amd Kabapd oUKOVOUIKES 1] AELTOVPYIKES TTOPOAUETPOVC.

H perém oto ouvord g cupuPdiiel oV KoADTEPT KOTOVONGT TOL TPOTOL LE TOV OTTO10
0l CUYYPOVEG GTPOTNYIKEG UAPKETIVYK ETNPEALOVY TN OdIKAGIO ANYNG ATOPAGE®MY TOV
KOTOVOADTAOV GTOV YOPO TNG HOJAG, TPOSPEPOVTOS TOGO BempnTikég YVAGES 060 Kol
TPOKTIKEG TPOEKTAGELG Y10l TIG ETOUPELES OO TTOV EMIUDKOVY VO EVIGYDGOLV T1 GUUUETOYN

TOV KATOVOAOTAOV Kot TNV Tpohecn ayopdc..

AéEerg — Kheong

OLVEPYOSIO EUTOPIKAOV OCNUATOV, GLVOVACTIKY] TAOANGCT TPOIOVI®V, GLUTEPLPOPA

KATOVOA®TY), TpOOEo ayopds, KOV®VIKNY EMPPON.
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CHAPTER 1 - INTRODUCTION

1.1 Problem Definition

The fashion industry has changed a lot in the last years, with consumers becoming more
demanding and more influenced by social media, fast trends and digital communication.
Brands try many marketing strategies to keep the interest of consumers, and two of the
most common today are cross-branding collaborations and product bundling. Cross-
branding happens when two brands join together in one product or campaign, while
bundling means selling two or more products together in one offer. Even if these
strategies are everywhere in fashion, it is still not very clear how consumers really
evaluate them and why they decide to buy or not to buy. Previous studies show that
consumers behave differently depending on values, emotions, and social influence
(Adeolaetal., 2024; Busalim et al., 2022). But there is still confusion about what factors
matter the most when people see a collaboration or a bundle. This research tries to

understand this problem more deeply.

1.2 Purpose of the Dissertation

The purpose of this dissertation is to investigate how consumers make decisions when
they see cross-branding collaborations and bundled fashion offers. The study
examines important psychological variables like perceived value, brand attitude, brand
trust, perceived uniqueness, and social influence. The goal is to understand which of
these factors influence purchase intention more strongly. The focus is on fashion
consumers, especially younger adults, because they are more active online and they are
usually the main audience for modern marketing strategies. This work also tries to
compare how people react to collaborations and how they react to bundles, because the
two strategies are often used in similar ways by fashion brands but are rarely analysed

together (Rao et al., 2018; Yu et al., 2021).

1.3 General Methodology and Research Approach

This dissertation follows a quantitative research approach, which is common in fashion

consumer behaviour studies. The research uses a structured online questionnaire to
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collect data from consumers aged 18 and above. The survey includes validated scales
from previous literature, adapted to the fashion context. The variables measured include
perceived value (Salehzadeh & Pool, 2017; Li et al., 2026), brand attitude (Dam, 2020),
brand trust (Adeola et al., 2024), perceived uniqueness (Yu et al., 2021; Mazodier &
Merunka, 2014), social influence (Khare, 2014; Bagjamaghfira et al., 2025), perceived
attractiveness of bundled offers (Sheng, 2004), and purchase intention (Salehzadeh &
Pool, 2017). Purchase intention is also measured using established items from earlier

studies.

The sample size is expected to be around 100-150 participants, which is considered
sufficient for statistical analysis and regression models in consumer behaviour research
(Busalim et al., 2022). The data will be analysed using descriptive statistics and
multiple regression analysis in order to identify the relationships between the variables
and test the proposed hypotheses. This design allows the researcher to examine the

factors that influence purchase intention in a clear and structured way.

A second part of the methodology includes reviewing relevant literature, especially on
consumer psychology, fashion marketing, and digital communication. This literature
review helps in building the conceptual framework, which is then tested with empirical

data.

1.4 Status and Importance of the Work

The topic of this research is important for both academic and practical reasons.
Academically, there is growing interest in understanding how modern marketing
strategies influence fashion consumers. Studies on cross-branding usually focus on
brand fit or luxury collaborations, but they do not always explain how consumers
evaluate specific attributes like uniqueness or emotional value (Jia & Ran, 2021; Yu et
al., 2021). Studies on bundling focus mainly on economic outcomes and do not consider
the psychological meaning of fashion products (Derdenger & Kumar, 2013). This
dissertation tries to combine these ideas and explore how different variables influence

purchase intention in a more complete way.

From a practical perspective, fashion companies spend a lot of money on collaborations

and digital campaigns. Understanding what makes consumers choose a co-branded or
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bundled product can help brands design better marketing strategies and increase
customer engagement. Since younger consumers are very active online, the findings
can also help companies create more effective digital promotions and influencer

partnerships (Chowdhury et al., 2024).

1.5 Limitations of the Dissertation

The limitations of the study include the use of convenience sampling, which may not
represent all fashion consumers (Etuk et al., 2022). Also, the study uses self-reported

data, which can be influenced by social desirability or misunderstanding of items.

Another limitation is that data is collected at one moment in time, so the study cannot
measure long-term changes in attitudes (Adeola et al., 2024). Even with these

limitations, the methodology provides a reliable way to analyse the research questions.

1.6 Structure of the Dissertation

The structure of the dissertation is organised in six chapters that follow a logical flow.
Chapter 1 introduces the topic by presenting the background, the purpose of the study,
and the general methodological approach. Chapter 2 offers a detailed review of the
existing literature related to fashion consumer behaviour, cross-branding, product
bundling and the main theoretical models that support these concepts. Chapter 3
describes the research methodology, including the research design, the sampling
process, the questionnaire instrument and the data analysis procedures. Chapter 4
presents the results that come from the statistical analysis of the collected data. Chapter
5 discusses these findings, linking them back to the literature and explaining their
meaning for theory and practice. Finally, Chapter 6 summarises the main conclusions
and offers suggestions for future research. Overall, this introduction prepares the reader
for the structure and the direction of the dissertation, showing how each chapter
contributes to understanding how modern marketing strategies influence fashion

consumers.
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CHAPTER 2 - LITERATURE REVIEW

2.1 Consumer Behaviour in Fashion

Consumer behaviour in fashion has become more complex over the last years, because
people no longer buy clothes only for functional reasons but also to express identity,
mood, lifestyle, or social belonging (Adeola et al., 2024). Many consumers make
purchase decisions based on personal values, such as wanting convenience, variety, and
the feeling that a product represents their personality (Adeola et al., 2024). This means
that fashion items carry symbolic meaning, and this symbolic value often becomes even
more important than the physical product itself. In online environments, consumers also
search for trust, clear information, and positive experiences that make the buying

process easier and more enjoyable (Adeola et al., 2024).

At the same time, many sociological factors influence how people choose fashion items.
Family, friends, social groups and cultural background shape preference and taste,
because individuals want to fit in or follow what is accepted within their environment
(Etuk et al., 2022). Culture also plays an important role in how people evaluate fashion
and sustainability, since consumers from some cultures are more willing to pay more
for sustainable products due to social expectations or environmental concerns (Khan et
al., 2024). These social norms create different levels of motivation and willingness to

spend across countries and groups.

Fashion consumers also react strongly to fast-changing trends. Social media has
accelerated this process because platforms like Instagram, TikTok and YouTube expose
consumers to constant new styles, popular outfits and influencers who display desirable
lifestyles (Chowdhury et al., 2024). This pressure for continuous novelty pushes
consumers to buy more frequently and to follow what seems trendy at the moment. As
a result, the decision-making process has become more emotional, more visual, and

more immediate than in the past (Chowdhury et al., 2024).

Influencers have a big impact on consumer behaviour in fashion because people see
them as relatable and trustworthy figures who show how clothes look in real life (Vidani
et al., 2023). Many consumers feel more confident to buy a fashion item if they have

already seen an influencer wearing it and presenting it in an attractive way (Vidani et
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al., 2023). Gender also plays a role here, because women and men follow different types
of influencers and prefer different clothing categories, which affects how they react to

promotions or recommendations (Vidani et al., 2023).

Another important element in fashion behaviour is perceived value. Consumers judge
whether a product “is worth it” based not only on price but also on quality, uniqueness,
emotional benefits, and the reputation of the brand (Salehzadeh & Pool, 2017). When
consumers feel that a brand offers high value, they develop more positive attitudes
toward it and are more likely to buy from it again (Dam, 2020). This connection
between value, attitude and intention shows that the meaning of fashion goes beyond

its economic cost.

Trust also influences buying decisions. When consumers believe that a brand is
authentic, reliable and consistent, they are more willing to engage with it and pay
attention to its offers (Dam, 2020). This is especially important in online shopping,
where consumers cannot physically touch products, so they rely more heavily on brand

credibility to reduce uncertainty (Adeola et al., 2024).

Sustainability has become another key factor in modern fashion behaviour. Many
consumers say they support sustainable fashion, but their actions do not always match
their intentions, creating what researchers call the “intention—behaviour gap” (Busalim
et al., 2022). Some people like the idea of sustainable clothing but still choose fast
fashion because it is cheaper, more available, and more trend-driven (Sinha et al.,
2023). Younger generations however show increasing interest in circular fashion
models, such as recycling, reusing and renting clothing, because these options match

their environmental values (Musova et al., 2021).

Consumers also behave differently depending on how unique or exclusive a product
feels. Items that appear limited, rare or part of a special collection are often seen as
more attractive, because they allow individuals to feel special or different from others
(Yu et al., 2021). This desire for uniqueness is one of the reasons why collaborations
between brands gain so much attention, especially in the luxury and streetwear markets

(Yuet al., 2021).

Digital communication further reinforces these behaviours. Interactive online tools,

personalised recommendations and constant exposure to brand content shape how
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people think and feel about fashion items (Kaczorowska-Spychalska, 2018). Big data
tools, such as Google search trends, also influence what becomes popular, because
fashion brands use this information to predict demand and push specific trends to

consumers (Silva et al., 2019).

2.2 Brand Alliances & Cross-Branding

Brand alliances and cross-branding have become very common strategies in the fashion
industry, especially as brands try to stand out in a very competitive market. The basic
idea of cross-branding is that two brands work together to create a product that carries
elements from both, offering something more exciting or unique than what each brand
could offer alone (Jia & Ran, 2021). This type of collaboration can help brands reach
new audiences, create hype, and increase visibility in a short period of time. Many
consumers are attracted to co-branded items because they combine the strengths and

meanings of two different brands into one product (Yu et al., 2021).

One of the main reasons why brand alliances work well in fashion is the desire for
uniqueness. Consumers like products that feel special, limited, or unexpected, and
many collaborations manage to create this feeling through exclusive designs or limited
releases (Yu et al., 2021). When a product is part of a collaboration, people believe it
1s more valuable because it is linked to two brand identities instead of just one. This
perceived uniqueness often increases purchase intention, especially among younger
consumers who see co-branded products as a way to express themselves and stand out

(Yu et al., 2021).

Cross-branding can also increase brand awareness. When two brands collaborate, they
reach each other’s followers, which means they get access to a larger customer base
(Jia & Ran, 2021). For example, when a luxury brand collaborates with a streetwear or
mass-market brand, consumers who usually buy affordable products are suddenly
exposed to the luxury brand in a more accessible way. This creates curiosity and can
make luxury brands feel more relatable. At the same time, the lower-priced brand
benefits by gaining a more premium image because of its association with a high-status

partner (Yu et al., 2021).
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However, the success of a cross-branding partnership depends heavily on brand fit.
Brand fit means how well the identities, values, and images of the two brands match
each other (Lu et al., 2020). When the fit is high, consumers see the collaboration as
natural and meaningful. For example, a luxury fashion brand collaborating with a
sportswear brand might make sense if both brands promote innovation, design, or a
modern lifestyle. When the fit is low, consumers often feel confused, and this reduces
their interest in the final product (Lu et al., 2020). Poor fit can even harm the reputation

of one of the brands if people feel that the partnership does not make sense.

Signalling plays an important role in cross-branding. When brands collaborate, they
send signals to consumers about quality, innovation, or exclusivity (Yu et al., 2021).
These signals help consumers evaluate the product more easily, especially when they
do not have much information about it. If one brand is very strong and trustworthy, it
can transfer its positive reputation to the partner brand through the collaboration
(Salehzadeh & Pool, 2017). This is why many brands choose to partner with well-
known names: they know that consumers will automatically assign higher value to the

co-branded product.

At the same time, collaborations can create certain risks. One risk is brand dilution,
which happens when a brand collaborates too often or with partners that do not match
its identity (Wu, 2024). When this occurs, consumers may feel that the brand is losing
its uniqueness or becoming too commercial. Another risk is negative spillover. If one
brand has a problem—for example, poor product quality or a scandal—the partner
brand may also suffer because consumers connect the two names in their minds (Lu et

al., 2020).

Despite these risks, cross-branding remains a powerful strategy because it can generate
strong emotional reactions. Many consumers enjoy the excitement of a new
collaboration and the feeling that they are buying something that will not exist forever
(Yu et al., 2021). Limited editions, countdown releases, and exclusive drops increase
this emotional engagement even more. This type of marketing is especially effective
among Gen Z and Millennial consumers who value experiences, trends and social

validation.
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Finally, cross-branding can also influence social media behavior. Consumers often
share co-branded products online because they feel proud of owning something rare or
special (Chowdhury et al., 2024). This creates organic promotion for the brands and
strengthens the overall impact of the collaboration. Social media exposure then
influences even more people to become interested, creating a cycle of attention and

desire.

2.3 Product Bundling Strategies

Product bundling is a strategy where two or more items are sold together as one offer.
In the fashion industry this is very common, because consumers often like the idea of
getting a full look or a complete set without thinking too much (Rao et al., 2018). Many
people see bundles as something more “worth it”, because the price usually feels better
compared to buying each product alone (Derdenger & Kumar, 2013). This feeling of
extra value can make the customer decide faster, even if the products are not things they

planned to buy before (Rao et al., 2018).

Consumers also like bundles because they reduce the effort of making choices. When
a brand gives a ready combination, like a jacket with a matching scarf or a bag with
accessories, the consumer feels more confident in the final decision (Derdenger &
Kumar, 2013). This creates a more relaxed shopping experience, especially in online
shopping where people sometimes feel confused with too many options (Adeola et al.,

2024).

Another reason bundling works is that it creates the idea of “completeness”. Many
customers prefer to buy something that looks like a finished package instead of mixing
different items by themselves (Rao et al., 2018). This is true especially in fast fashion,
where consumers want quick and easy solutions. Bundles can also help people discover
products they normally would not check, because the second item in the bundle feels

like a bonus (Derdenger & Kumar, 2013).

But bundling is not always positive. If the items in the bundle do not match well or if
the customer has no interest in the second product, then the bundle can feel useless (Rao
et al., 2018). Some consumers also think that bundles are only a trick for brands to sell

more stock, so they become more careful. When the bundle looks forced, people may
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prefer to buy only one item, or they may not buy anything at all (Derdenger & Kumar,
2013).

Still, bundling remains a strong strategy in fashion when it is used correctly. It works
best when the products are complementary and when the price clearly makes sense. It
also helps brands increase sales volume and introduce new items without high risk (Rao
et al., 2018). For consumers, a good bundle feels like smart shopping, something that

gives more value with less effort.

2.4 Perceived Value, Brand Attitude & Purchase Intention

Perceived value is one of the most important ideas in fashion consumer behaviour,
because it shows how people judge if a product is “worth it” or not. In fashion, value is
not only about price or quality, but also about how the product makes the consumer
feel, what image it gives, and if it fits with their identity (Salehzadeh & Pool, 2017).
Many consumers decide to buy something because they believe it offers good emotional
or symbolic value, even if the actual quality is similar to cheaper items (Nuzula &
Wahyudi, 2022). This means that a product with a strong brand name or a stylish design
can feel more valuable simply because people connect it with status or self-expression

(Salehzadeh & Pool, 2017).

Brand attitude also plays a strong role in shaping decisions. When people have a
positive general feeling about a brand, they are more likely to choose it again, trust it,
and pay attention to its new products (Dam, 2020). This attitude develops through
previous experiences, advertising, and seeing others use the brand. For example, if a
person believes a fashion brand is modern, trustworthy, and has good style, then their
attitude becomes positive, which increases the chance of buying from that brand (Dam,
2020). On the other hand, if consumers had a negative experience or if the brand’s
image looks fake or outdated, their attitude becomes negative, and it affects the

purchase intention.

Purchase intention is basically the consumer’s plan or willingness to buy something.
This intention is usually influenced by perceived value and brand attitude together.
When people feel that a product is valuable and they like the brand, their intention to
buy becomes stronger (Nuzula & Wahyudi, 2022). In the fashion industry, this process

Postgraduate Dissertation 9



Vasiliki Kefala, Evaluating the effectiveness of

HELLENIC cross-branding and product bundling strategies
OPEN : o :
UNIVERSITY Jfrom a consumer behaviour perspective in fashion

often happens quickly, because fashion is emotional and impulsive. Many consumers
do not spend too much time thinking; they rely on feelings, personal taste, and social

influence (Chowdhury et al., 2024).

Trust is another part of this relationship. Consumers feel safer buying from brands they
trust, especially online where they cannot touch or try the product before buying
(Adeola et al., 2024). Trust makes the customer believe that the product will arrive, the
quality will be acceptable, and the brand will support them if something goes wrong

(Dam, 2020). When trust is high, purchase intention increases naturally.

Social influence is also important for purchase intention. People often look at what
others wear, what influencers recommend, and what is trending in their environment
(Vidani et al., 2023). If a certain brand becomes popular on social media, consumers
may start believing that the brand has higher value, even if they did not know it before
(Chowdhury et al., 2024). This is a type of social proof that increases brand attitude and

perceived value at the same time.

Another factor that affects perceived value is uniqueness. Consumers in fashion often
want to look different or special, so products that look exclusive, limited, or connected
to a collaboration appear more valuable (Yu et al., 2021). For example, if a shoe is part
of a limited edition or a co-branding release, people may believe it has higher value
simply because not everyone can have it (Yu et al., 2021). In this case, the uniqueness

increases both brand attitude and purchase intention.

Price also interacts with perceived value. Some consumers believe that high price
means high quality, especially in luxury fashion (Salehzadeh & Pool, 2017). Others
prefer good deals and think that value comes from fair or affordable pricing (Rao et al.,
2018). So value depends on each person’s expectations. Luxury buyers usually focus
on emotional and symbolic value, while everyday consumers focus more on practical

or economic value.

In sustainable fashion, the situation becomes even more complicated. Many consumers
want to support ethical brands, but when sustainable products are too expensive or less
trendy, the perceived value decreases and the purchase intention drops (Busalim et al.,
2022). Younger consumers say they care about sustainability, but often end up choosing

fast fashion because it offers lower prices and more variety (Sinha et al., 2023). This
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shows that perceived value is not only about ethics but also about convenience and

style.

In fast fashion, perceived value is often connected to trendiness and quick satisfaction.
People buy because they want the latest style at a low price, not necessarily because the
product will last long (Chowdhury et al., 2024). Here, brand attitude depends more on
trend perception than on quality. If a brand is seen as trendy, people buy more often,

even if the value in durability is low.

2.5 Digital Fashion Marketing & Co-Branding Campaigns

Digital marketing has changed the way fashion brands communicate with consumers,
because today most people use their phones and social media to discover new trends
and products. Fashion content online is fast, visual and highly interactive, which makes
consumers react quickly and form opinions almost instantly (Kaczorowska-Spychalska,
2018). Instead of traditional advertising, brands now use Instagram posts, TikTok
videos, and influencer collaborations to catch attention in a few seconds (Chowdhury
et al., 2024). This creates a more dynamic environment where consumers feel closer to
brands, but also more overwhelmed by the amount of information they receive every

day.

Influencer marketing is one of the strongest tools in digital fashion. Consumers often
trust influencers more than official brand messages, because influencers look more
“real” and relatable (Vidani et al., 2023). When an influencer shows a product in their
daily life, consumers can imagine how the product would look on them, which increases
interest and sometimes makes the decision to buy much easier (Chowdhury et al.,
2024). This effect is strong especially in clothing categories where appearance and fit
matter. Also, different types of influencers affect men and women differently, since
each group follows creators that match their own style and identity (Vidani et al., 2023).
Social media also creates digital communities around fashion brands. People share
outfits, comment on new products, and form opinions together. This kind of online
social influence can increase brand popularity, because consumers want to be part of
what others consider fashionable or “trending” (Chowdhury et al., 2024). When a

product goes viral, it often sells out quickly, even if consumers do not know much about
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it. The speed of these online trends makes digital marketing essential for modern

fashion companies.

Big data tools like Google Trends also play a role in digital fashion marketing. Brands
track what consumers search for and use this information to decide which styles to
promote or produce (Silva et al., 2019). This helps companies predict demand and
reduce risk. For example, if searches for “oversized jackets” increase, brands quickly
release new collections that match this trend. As a result, consumer behaviour and

marketing become more connected than before.

Digital marketing becomes even more interesting when it combines with co-branding
strategies. Many collaborations become successful mainly because of social media
hype. Limited-edition releases, countdowns, teasers and influencer unboxings create
strong excitement online and make the collaboration feel exclusive (Yu et al., 2021).
Consumers follow these campaigns closely because they do not want to miss the
opportunity to buy something rare. Digital platforms make this “fear of missing out”

even stronger, which increases the demand for co-branded items.

Visual storytelling is another important part of digital co-branding campaigns. Brands
use images and videos to show the collaboration as something creative, bold or
culturally important (Jia & Ran, 2021). The visual identity of the campaign helps
consumers understand what the partnership represents. For example, when a luxury
brand collaborates with a streetwear brand, the digital campaign usually highlights the
mix of high-end style with urban culture. These visuals help the product feel more

meaningful than just clothing.

Online collaborations also allow brands to reach new markets. Social media spreads
information globally, so a co-branded product can become famous even in countries
where the brands are not very active (Wu, 2024). This creates international demand and
expands brand awareness without high advertising costs. Many consumers discover
collaborations through reposts, comments or influencers, not through official brand

channels.

However digital marketing also has challenges. With so many campaigns happening at
the same time, consumers can easily lose interest if the content looks repetitive or if the

collaboration appears forced (Lu et al., 2020). When the storytelling is weak or the
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brands do not match well, people may ignore the campaign or even react negatively.
Digital audiences are very quick to judge, and this can damage the image of the brand

if the campaign receives negative comments or low engagement.

Still, when digital marketing and co-branding are combined successfully, the impact on
consumer behaviour is very strong. Consumers experience the collaboration not only
as a product, but as a digital event they want to participate in (Yu et al., 2021). This
emotional engagement increases curiosity, social sharing and, finally, purchase

intention.

2.6 Theoretical Consumer Behaviour Models

Theoretical models are very helpful for understanding why consumers act the way they
do in fashion. These models try to explain how people make decisions, what affects
their choices, and how attitudes turn into real behaviour. Even if some models were not
created specifically for fashion, they still work well because fashion decisions are
influenced by emotions, social pressure, personal identity, and the meaning that brands
communicate. Using these models helps to create a clear picture of the different factors

that shape consumer behaviour.

One of the most widely used theories is the Theory of Planned Behaviour (TPB). This
model says that a person’s behaviour depends on three main things: their attitude toward
the behaviour, the social pressure they feel (subjective norms), and how much control
they think they have over the action (perceived behavioural control) (Mason et al.,
2022). In fashion, this means that people decide to buy clothes depending on whether
they feel positive about the product, whether people around them approve of it, and
whether they feel it is easy to buy or afford it (Mason et al., 2022). For example, if
someone likes a sustainable fashion item but believes it is too expensive or difficult to

access, then the intention to buy becomes weaker.

Another important concept in consumer behaviour theories is perceived value. Many
models use this idea to explain why consumers choose one brand instead of another.
Perceived value includes emotional, functional, and social benefits that the consumer
believes they will receive (Salehzadeh & Pool, 2017). In fashion, perceived value is

influenced by design, brand reputation, trendiness, price, and also the feeling of identity
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connection (Nuzula & Wahyudi, 2022). These elements create the mental evaluation

that guides the final choice.

A related idea is brand attitude, which is central in many behavioural models. Brand
attitude is a learned feeling or belief about a brand, formed through experience,
marketing, or word-of-mouth (Dam, 2020). When people have a positive brand attitude,
their purchase intention usually becomes stronger because they already trust the brand.
This fits with psychological models where positive attitudes lead to positive

behavioural intentions, as long as no strong barriers exist (Dam, 2020).

Social influence theory is also important for fashion, because clothing is often used to
express belonging or distinction. According to this theory, people observe what others
around them do and then adjust their behaviour to match or compete with them (Etuk
et al., 2022). In fashion this is very strong, especially with social media, where trends
spread fast and consumers constantly compare themselves with influencers and peers
(Chowdhury et al., 2024). Social influence affects attitudes, value perception, and the

feeling of what is “appropriate” to wear.

Another model that fits fashion is the signalling theory, especially connected with co-
branding and luxury items. This theory explains how brands send signals about quality,
prestige, uniqueness or innovation through their names, logos, marketing and
collaborations (Yu et al., 2021). Consumers read these signals and use them to make
decisions, especially when they cannot check the product directly (Jia & Ran, 2021). In
fashion, luxury brands and well-known designers use strong signals to justify higher

prices and create desire.

In co-branding specifically, signalling theory helps explain why some collaborations
succeed. When two brands join, they combine their signals, and consumers try to
interpret what the partnership means (Lu et al., 2020). If the signals match well—like a
sportswear brand with a performance image collaborating with a luxury brand known
for high quality—the perceived value increases because the message feels consistent
(Yuetal., 2021). But if the signals conflict, consumers may feel confused, which lowers

trust and intention to buy (Lu et al., 2020).

Consumer value theory is also relevant. It says that consumers compare what they

expect to receive with what they are giving up, like money, time or effort (Rao et al.,
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2018). In fashion, this comparison includes many emotional parts, not only functional
ones. People may think a product offers high value because it boosts confidence or
helps them feel stylish, even if the quality is average (Salehzadeh & Pool, 2017). So

value becomes a mix of emotional and symbolic meaning.

Sustainability models are also becoming important in fashion. Many models try to
explain why consumers support or avoid eco-friendly fashion. Research shows that
even when attitudes toward sustainability are positive, behaviour doesn’t always follow
because of price, habit or low trust in sustainability claims (Busalim et al., 2022). This
gap is common in fashion, where fast trends and low prices often win against ethical

intentions (Sinha et al., 2023).

Finally, consumer decision-making models show that people usually follow several
steps: recognising a need, searching information, evaluating options, and then making
a purchase. But in fashion this process is often shorter, because decisions can be
emotional or impulsive (Adeola et al., 2024). Social media exposure also reduces
thinking time, making consumers rely on quick judgments based on brand attitude,

visual appeal and online opinions (Chowdhury et al., 2024).

2.7 Conceptual Framework

The conceptual framework of this study is based on the main psychological and
marketing variables that influence consumer purchase intention in the fashion sector.
After reviewing the literature, six key constructs were identified as the most relevant
for understanding how consumers respond to cross-branding and product bundling
strategies: perceived value, brand attitude, brand trust, perceived uniqueness, social
influence, and perceived attractiveness of bundled offers. These constructs are widely
used in studies of fashion consumer behaviour and provide a solid foundation for
explaining how marketing strategies shape purchase decisions (Salehzadeh & Pool,

2017; Dam, 2020; Yu et al., 2021; Sheng, 2004).

Perceived value is central to the framework because it describes how consumers
evaluate the overall benefits of a fashion product compared to what they give up, such
as money or effort. Value in fashion is multidimensional and can include emotional

benefits, symbolic meaning, price fairness, and product quality. Previous research
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shows that when collaborations or bundles increase perceived value, purchase intention

becomes stronger (Rao et al., 2018; Salehzadeh & Pool, 2017).

Brand attitude refers to the consumer’s general liking or positive evaluation of a brand.
In fashion, favourable attitudes make consumers more open to buying co-branded or
bundled items, especially when the brands fit well together in terms of style or identity
(Dam, 2020; Lu et al., 2020). Brand attitude is influenced by past experiences, social

approval, and the overall image of the brand.

Brand trust is another important construct, particularly in online shopping
environments. Trust reduces perceived risk and increases confidence in the product. In
cross-branding situations, trust can transfer from one brand to the partner brand,
increasing the credibility of the collaboration (Adeola et al., 2024; Yu et al., 2021).
Perceived uniqueness is essential in fashion because many consumers look for
exclusivity and differentiation. Cross-branding often creates a sense of uniqueness
through limited editions or unusual combinations of brands. This perception can
increase both emotional attachment and perceived value, making consumers more
likely to develop stronger purchase intentions (Yu et al., 2021; Mazodier & Merunka,
2014; Tian et al., 2001).

Social influence also affects how consumers evaluate fashion products. Opinions from
friends, influencers, and online communities shape preferences and trends. Positive
social signals can make collaborations or bundles seem more desirable, influencing
attitudes and final purchase decisions (Khare, 2014; Bagjamaghfira et al., 2025).

Finally, the perceived attractiveness of bundled offers is included in the framework
because bundled promotions can shape consumers’ value perceptions and increase
purchase intention when they are seen as convenient, complementary, and

economically beneficial (Sheng, 2004; Rao et al., 2018).

This conceptual framework brings together these six constructs to explain how
consumers form purchase intentions toward cross-branded and bundled fashion

products.

Postgraduate Dissertation 16



Vasiliki Kefala, Evaluating the effectiveness of

HELLENIC cross-branding and product bundling strategies
OPEN : o :
UNIVERSITY Jfrom a consumer behaviour perspective in fashion

2.8 Research Gaps and Research Questions

The literature review indicated that although many aspects of fashion consumer
behaviour have been studied, several important gaps still remain. First, research on
cross-branding often focuses on factors such as brand image, brand fit or signalling, but
does not fully examine how consumers evaluate specific attributes of collaborations,
including perceived uniqueness, value and symbolic meaning (Jia & Ran, 2021). Many
studies focus on luxury collaborations, but there is limited understanding of how
younger consumers evaluate co-branded products in everyday fashion contexts and how
psychological and social factors shape their purchase decisions (Yu et al., 2021). This
reveals a gap in understanding how cross-branding attributes translate into purchase

intention beyond luxury markets.

A second gap concerns product bundling. Although bundling has been widely studied
in economics and retail strategy, there is limited research on its psychological impact
within fashion consumption (Rao et al., 2018). Fashion bundles differ from other
industries because consumers are influenced not only by price but also by identity
expression, aesthetics and trend relevance. While previous studies examine the
economic outcomes of bundling, fewer investigate how the perceived attractiveness of
bundled offers influences perceived value, attitudes and purchase intention in fashion
contexts (Derdenger & Kumar, 2013; Sheng, 2004). This creates the need for further

research on how consumers evaluate bundled fashion products.

Another important gap relates to the role of social influence in shaping consumer
behaviour in fashion. Social media, influencers and peer groups play a significant role
in shaping attitudes and purchase decisions, yet the interaction between social influence
and marketing strategies such as cross-branding and bundling remains underexplored
(Chowdhury et al., 2024; Vidani et al., 2023). More research is needed to understand
how social influence affects consumers’ evaluation of collaborations and bundled

offers.

Finally, sustainability introduces an additional gap. Although many consumers express
environmental concerns, the relationship between sustainability attitudes and responses

to co-branded or bundled fashion products remains unclear (Sinha et al., 2023). It is not
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well understood whether sustainability considerations strengthen or weaken purchase
intention in the context of modern marketing strategies.

Based on these identified gaps, the present dissertation aims to examine how consumers
evaluate cross-branding and bundling within a unified framework. The study focuses
on the relationships between key psychological constructs, perceived value, brand
attitude, brand trust, perceived uniqueness, social influence and perceived

attractiveness of bundled offers—and consumer purchase intention.

The research questions developed for this study are:

RQ1: How do perceived value, brand attitude and brand trust influence consumers’
purchase intention toward fashion products?

RQ2: How does perceived uniqueness influence consumer responses to cross-branding
collaborations?

RQ3: How do social influence and the perceived attractiveness of bundled offers affect
consumer purchase intention in the fashion industry?

These research questions are directly derived from the identified gaps and form the

basis for the empirical analysis presented in the next chapter.

CHAPTER 3 - METHODOLOGY

3.1 Research Hypotheses

Based on the theoretical background and the findings of previous studies presented in
the literature review, this research develops a set of hypotheses that can be tested using
quantitative analysis. The hypotheses relate to key psychological and marketing
variables that influence consumer behaviour in the fashion sector, particularly within
the context of cross-branding and bundling strategies.

The first set of hypotheses focuses on the relationship between perceived value, brand
attitude, brand trust and consumer purchase intention. Previous research indicates that
when consumers perceive high value in a product, they are more likely to develop
stronger purchase intentions (Salehzadeh & Pool, 2017). In addition, a positive brand
attitude enhances consumers’ interest and willingness to buy (Dam, 2020), while brand

trust plays a crucial role in reducing perceived risk and increasing confidence,
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especially in online environments (Adeola et al., 2024). Based on these findings, the
following hypotheses are proposed:

H1: Perceived value has a positive effect on purchase intention.

H2: Brand attitude has a positive effect on purchase intention.

H3: Brand trust has a positive effect on purchase intention.

The second group of hypotheses relates to cross-branding strategies in the fashion
industry. Prior studies suggest that consumers are more attracted to co-branded products
when they perceive them as unique and symbolically meaningful, as such products
enhance self-expression and differentiation (Yu et al., 2021; Mazodier & Merunka,
2014; Tian et al., 2001). Therefore, the following hypothesis is proposed:

H4: Perceived uniqueness has a positive effect on purchase intention toward cross-

branded products.

Finally, social influence and product bundling are important factors shaping consumer
decisions in contemporary fashion marketing. Social influence, including peer opinions
and recommendations from influencers, significantly affects consumer behaviour and
purchase intention (Khare, 2014; Bagjamaghfira et al., 2025). Additionally, bundling
strategies can influence how consumers evaluate product offers and increase their
likelihood of purchase (Sheng, 2004). Therefore, the following hypotheses are
proposed:

HS5: Social influence has a positive effect on purchase intention.

H6: Perceived attractiveness of bundled offers has a positive effect on purchase

intention.

These hypotheses will be tested using statistical methods in the following sections of

the methodology.

3.2 Research Design

The present research adopts a quantitative research design, as the main objective is to
measure and analyse the relationships between key psychological and marketing
variables that influence consumer behaviour in the fashion sector. Quantitative research
is appropriate when the aim is to test hypotheses and examine how variables such as

perceived value, brand attitude and social influence affect purchase intention

Postgraduate Dissertation 19



Vasiliki Kefala, Evaluating the effectiveness of

HELLENIC cross-branding and product bundling strategies
OPEN : o :
UNIVERSITY Jfrom a consumer behaviour perspective in fashion

(Salehzadeh & Pool, 2017). Furthermore, this approach enables the collection of data

from a larger sample and allows for generalisation of findings (Adeola et al., 2024).

A cross-sectional survey design was selected as the primary method of data collection.
This involves collecting data at a single point in time from a sample of fashion
consumers. Cross-sectional surveys are widely used in consumer behaviour research
due to their practicality, speed and effectiveness in capturing attitudes and perceptions
without requiring longitudinal data (Dam, 2020). This design is suitable for the present
study, as it focuses on how consumers currently evaluate cross-branding and bundling

strategies.

3.3 Population and Sampling

The target population of this study consists of fashion consumers, with a particular
focus on young adults who are active users of social media and familiar with online
shopping. This group is considered appropriate, as young consumers are highly
engaged with digital content, follow fashion trends and are more likely to respond to
co-branding and bundled product strategies (Yu et al., 2021; Bagjamaghfira et al.,
2025).

A non-probability sampling method, specifically convenience sampling, is employed.
This approach allows the researcher to collect data from easily accessible participants,
such as university students, young professionals and social media users. Convenience
sampling is commonly used in consumer behaviour studies due to its practicality and
efficiency, especially under time and resource constraints (Etuk et al., 2022). Although
it does not ensure full representativeness of the population, it can still provide valuable

insights when the sample size is adequate (Adeola et al., 2024).

The target sample size ranges between 100 and 150 participants, which is sufficient for
conducting statistical analyses and regression analysis. Sample sizes within this range
are commonly used in similar studies and provide acceptable statistical power (Busalim
et al., 2022). All participants will be at least 18 years old and will complete the

questionnaire voluntarily and anonymously.
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3.4 Data Collection Procedure

Data will be collected through an online questionnaire created using platforms such as
Google Forms. Online surveys facilitate efficient data collection and allow access to a
broader audience (Adeola et al., 2024). Given that the target population actively uses
social media, the questionnaire will be distributed through platforms such as Instagram,
Facebook and messaging applications to maximise response rates (Chowdhury et al.,

2024).

The questionnaire consists of closed-ended questions measured using a 5-point Likert
scale (1 = strongly disagree to 5 = strongly agree). This format is widely used in
consumer research as it enables the effective measurement of attitudes, perceptions and
behavioural intentions (Dam, 2020). The items measure constructs including perceived
value, brand attitude, brand trust, perceived uniqueness, social influence, perceived

attractiveness of bundled offers and purchase intention.

Prior to the main data collection, a pilot test will be conducted with 10—15 participants
to ensure clarity, reliability and ease of understanding. Any necessary adjustments will

be made based on the pilot results.

Participation is voluntary and anonymous. Respondents will be informed about the
purpose of the study and their right to withdraw at any time. No personal or sensitive
data will be collected, ensuring compliance with ethical research standards (Mason et

al., 2022).

3.5 Measurement Instrument

The measurement instrument for this study is a structured questionnaire consisting of
multiple sections, each corresponding to a specific construct of the conceptual
framework. All items were measured using a 5-point Likert scale, ranging from 1 =
strongly disagree to 5 = strongly agree. This scale is widely used in consumer behaviour
research as it allows for the effective measurement of attitudes and perceptions in a
consistent and reliable manner (Dam, 2020). The questionnaire was designed to be clear
and easy to complete, particularly for younger respondents and mobile users (Adeola

et al., 2024).
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All measurement items were adapted from previously validated scales in the literature

to ensure reliability and validity.

The first construct measured is perceived value, which reflects the consumer’s overall
evaluation of the benefits received from a product relative to its cost. In line with
previous research, perceived value includes both functional and emotional aspects, such
as quality, price fairness and satisfaction (Salehzadeh & Pool, 2017; Li et al., 2026).
Example items include “The product feels worth the money” and “This item has good

value for me”.

The second construct is brand attitude, which captures consumers’ overall evaluation
of a brand. A positive brand attitude has been shown to increase purchase intention and
strengthen consumer—brand relationships (Dam, 2020; Mazodier & Merunka, 2014).
Example items include “I like this brand” and “This brand gives me a good impression”.
The third construct is brand trust, which is particularly important in online and digital
shopping environments, as it reduces perceived risk and uncertainty (Adeola et al.,
2024). Trust was measured through items such as “I believe this brand keeps its

promises” and “I think this brand is reliable”.

The construct of perceived uniqueness reflects the extent to which consumers perceive
a product as distinctive and capable of expressing individuality. This is especially
relevant in the context of co-branded fashion products, where symbolic value and self-
expression play an important role (Mazodier & Merunka, 2014; Tian et al., 2001).
Example items include “This product feels unique” and “I like that not everyone has

this item”.

Social influence was also measured, as consumer decisions are often shaped by peers,
social groups and influencers. This construct includes both normative and informational
influence, reflecting the impact of others on individual consumption behaviour (Khare,
2014; Bagjamaghfira et al., 2025). Example items include “People around me influence

what I buy” and “I often buy clothes that others recommend”.

In addition, two questionnaire items capture consumers’ exposure to co-branded
fashion content on social media and the extent to which social media posts affect their
perceptions of fashion collaborations. These items are included to reflect the broader

digital context within which cross-branding strategies are encountered by consumers.
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The study also measures the perceived attractiveness of bundled offers, which reflects
how consumers evaluate combined product offerings. Bundling strategies can influence
perceived value and purchase decisions by altering price and quality perceptions
(Sheng, 2004). Example items include “Bundled offers seem more attractive than single

products” and “I prefer buying products when they are offered together”.

Finally, purchase intention is measured as the main dependent variable of the study. It
reflects the likelihood that a consumer will purchase a product in the near future. This
construct is widely used in consumer behaviour research and is strongly influenced by
perceived value, attitudes and social factors (Salehzadeh & Pool, 2017). Example items
include “I would consider buying this product” and “I am likely to purchase this item

soon”.

3.6 Data Analysis Methods

After collecting the questionnaire responses, the data will be analysed using descriptive
statistics and multiple regression analysis. First, descriptive statistics will be used to
describe the basic characteristics of the sample, such as age, gender, and frequency of
online shopping. Descriptive statistics help to understand the background of the

participants and to examine general patterns in fashion consumer behaviour (Adeola et

al., 2024).

In addition, descriptive statistics will be used to calculate mean values and standard
deviations for all questionnaire items. This allows the researcher to examine
respondents’ overall perceptions and attitudes toward cross-branded and bundled

fashion products.

The final analysis will be multiple regression analysis, which helps examine how
different independent variables predict purchase intention. Regression analysis is useful
for identifying which factors have the strongest influence on consumer behaviour. More
specifically, the analysis can show whether variables such as perceived value, brand
attitude, brand trust, uniqueness, social influence, and bundling significantly affect
purchase intention (Rao et al., 2018). Regression analysis also enables the testing of the

hypotheses developed in the conceptual framework.
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All analyses will be performed using statistical software such as SPSS. This software
is commonly used in similar studies because it allows accurate statistical calculations
and effective data analysis (Mason et al., 2022). Overall, these methods provide a clear
understanding of how psychological and marketing factors influence consumer

behaviour in the fashion industry.

3.7 Ethical Considerations

Ethical considerations are an important part of any research that involves human
participants. In this study, several steps are taken to make sure that the research follows
ethical guidelines. First, participation in the questionnaire is completely voluntary.
Participants will be informed that they can stop answering at any time without giving a

reason (Mason et al., 2022).

Second, the questionnaire will not collect any personal or identifying information. This
protects the privacy of the respondents and ensures that no one can be recognised from
their answers (Adeola et al., 2024). Only general demographic questions will be
included, such as age or gender, but nothing that can identify a specific person.

Third, participants will receive a short explanation of the purpose of the study before
they start the questionnaire. This is important because it helps them understand what
the research is about and how their answers will be used (Etuk et al., 2022). The

explanation will also say that the data will be used only for academic purposes.

All data will be stored securely in electronic form and will not be shared with others
outside the research process. Results will be reported only in aggregated form, such as
averages or percentages, and not individually. This ensures confidentiality and protects

participants from any risk.

The study follows the basic ethical standards used in social sciences, including honesty,
transparency and respect for participants. Since the research uses an online
questionnaire with non-sensitive questions, the ethical risk is low, but the researcher
will still follow all necessary procedures to protect the rights and privacy of the

participants (Busalim et al., 2022).
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3.8 Limitations of the Methodology

Like any research method, the chosen methodology also has some limitations. The first
limitation comes from the convenience sampling method. Since participants are
selected based on availability, the sample may not fully represent the entire population
of fashion consumers (Etuk et al., 2022). This means that the results cannot be
generalised to all age groups or cultures. However, convenience sampling is still useful
because it provides good insights into the behaviours of young consumers, who are the

main audience for digital fashion campaigns (Chowdhury et al., 2024).

Another limitation is the self-reported nature of the questionnaire. Participants might
answer in ways that look socially acceptable rather than completely honest, especially
in questions about sustainability or brand loyalty (Sinha et al., 2023). This can create

some bias in the results.

The cross-sectional design is another limitation. Since the data is collected at one
moment in time, the study cannot measure how attitudes change over longer periods or
how trends evolve (Adeola et al., 2024). Fashion behaviour can change quickly, so a
longitudinal study might provide deeper insights, but it requires more time and

resources.

There is also the limitation that the constructs are measured using Likert scales. Even
though these scales are reliable, they cannot fully capture complex emotions or deep
psychological meanings (Salehzadeh & Pool, 2017). Fashion choices sometimes
involve symbolic or cultural meanings that are difficult to measure with simple

numerical answers.

Finally, the research focuses mainly on young consumers, digital marketing, cross-
branding and bundling. This means other important factors like economic conditions or
cultural traditions may not be fully explored. Even with these limitations, the
methodology still provides a strong foundation for analysing the main research

questions.
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CHAPTER 4 —- RESULTS / DATA ANALYSIS

4.1 Sample Description (Demographics)

Table 1 presents the demographic characteristics of the sample. The total sample

consisted of 210 respondents.

Table 1. Demographics

Variable Category Frequency | Percentage (%)
Age 1824 27 12.9
25-34 27 12.9
35-44 63 30.0
45-54 57 27.1
55+ 36 17.1
Gender Male 52 24.8
Female 158 75.2
Education High School 46 21.9
Bachelor’s Degree | 88 41.9
Master’s Degree 64 30.5
PhD 4 1.9
Other 8 3.8
Online Shopping Frequency | Never 19 9.0
Rarely 46 21.9
Sometimes 65 31.0
Often 58 27.6
Very Often 22 10.5
Monthly Spending Less than €20 50 23.8
€20—€50 77 36.7
€51-€100 56 26.7
€101-€200 22 10.5
More than €200 5 24
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In terms of age, the majority of participants were between 35-44 years old (30.0%) and
45-54 years old (27.1%), followed by those aged 55+ (17.1%). Smaller proportions
were observed in the 18-24 and 25-34 age groups (both 12.9%).

Regarding gender, the sample was predominantly female (75.2%), while males

accounted for 24.8% of respondents.

In terms of education, most participants held a Bachelor’s degree (41.9%), followed by
a Master’s degree (30.5%) and a High School diploma (21.9%). A small proportion
reported holding a PhD (1.9%) or other qualifications (3.8%).

Concerning online shopping frequency, the majority of respondents reported
purchasing fashion items “sometimes” (31.0%) or “often” (27.6%), while smaller

percentages indicated “rarely” (21.9%), “very often” (10.5%), or “never” (9.0%).

Finally, in terms of monthly spending on fashion items, most respondents reported
spending between €20—€50 (36.7%) and €51-€100 (26.7%), followed by those
spending less than €20 (23.8%). Smaller proportions reported spending €101-€200
(10.5%) and more than €200 (2.4%).

Overall, the sample appears to consist mainly of middle-aged and highly educated
consumers, with a strong female representation. The majority of respondents engage
in online fashion shopping with moderate to high frequency and report moderate
levels of monthly spending. This profile suggests that the sample is relevant for
examining consumer behavior in the context of online fashion purchases and brand

collaborations.

4.2 Descriptive Statistics

Descriptive statistics were calculated to examine respondents’ overall perceptions and
attitudes toward cross-branded and bundled fashion products. The results include
mean values and standard deviations for all measurement items (B1-B15), as

presented in Table 2.
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bundle if it feels like a good deal

Item N | Min | Max | Mean | Std.
Deviation

B1. The fashion products I buy usually 210 | 1 5 3.65 | 0.769

feel worth the money

B2. Co-branded fashion products offer 210 | 1 5 3.36 |0.733

good overall value

B3. I have a positive attitude toward 210 | 1 5 3.81 | 0.693

fashion brands that I like

B4. I generally feel good about brands 210 | 1 5 3.49 ]0.693

that collaborate with others

B5. I trust well-known fashion brands 210 | 1 5 3.73 ] 0.857

when shopping online

B6. When two brands collaborate, I feel | 210 | 1 5 336 | 0.837

more confident about the product

B7. Co-branded products usually feel 210 |1 5 344 |0.858

more unique

B8&. I like buying fashion products that 210 | 1 5 3.47 | 1.045

not many people own

B9. People around me influence what 210 | 1 5 2.66 | 1.047

fashion items I buy

B10. I often consider buying items 210 | 1 5 2.25 |1.019

recommended by influencers

B11. I frequently see co-branded fashion | 210 | 1 5 3.07 | 1.016

products on social media

B12. Social media posts affect how I 210 | 1 5 3.06 | 0.986

perceive fashion collaborations

B13. Bundled fashion offers seem 210 | 1 5 3.58 |0.894

attractive to me

B14. I would consider buying a product | 210 | 1 5 4.03 |0.644
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B15. I am likely to buy a co-branded or | 210 | 1 5 3.32 | 0.699
bundled fashion product in the near

future

The results indicate moderately positive evaluations across most items, with mean
values generally above the midpoint of the scale. Specifically, respondents reported
relatively high agreement with brand-related perceptions, such as brand attitude (B3:
M = 3.81) and brand trust (B5: M = 3.73), suggesting that brands play an important role

in shaping consumer evaluations.

In terms of perceived value, respondents showed positive but slightly lower evaluations
for general product value (B1: M = 3.65) and co-branded product value (B2: M = 3.36),

indicating a moderate perception of value in both cases.

A key finding relates to product bundling, where the highest mean score was observed
for willingness to purchase bundles when perceived as a good deal (B14: M = 4.03).
This highlights the strong importance of economic attractiveness in influencing
consumer decisions. Similarly, bundled offers were generally perceived as attractive

(B13: M = 3.58).

In contrast, social influence appears less influential, as shown by lower mean scores for
peer influence (B9: M = 2.66) and especially influencer impact (B10: M = 2.25), which
is the lowest among all items. However, exposure to co-branded products on social

media remains moderate (B11: M =3.07; B12: M = 3.06).

Finally, purchase intention (B15: M = 3.32) is moderate, suggesting that although
consumers hold generally positive perceptions, these do not fully translate into strong

immediate intention to purchase.

4.3 Regression Analysis

A multiple regression analysis was conducted to examine the effect of perceived
value, brand attitude, brand trust, uniqueness, social influence, and bundling on

purchase intention.
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Table 3. Multiple Regression Results

Variable | B Std. Beta(B) |t Sig.
Error

(Constant) | 0.460 0.383 — 1.203 0.231
PV 0.118 0.081 0.101 1.454 ] 0.148
BA 0.257 0.090 0.220 2.842 | 0.005%%*
BT 0.076 0.071 0.079 1.070 | 0.286
UNI 0.081 0.066 0.089 1.238 | 0.217
SI 0.207 0.065 0.217 3.201 0.002%*
BUND 0.103 0.074 0.092 1.394 | 0.165

R =0.507, R*=0.257, Adjusted R* = 0.235

F=11.708, p <0.001

The regression model is statistically significant (F = 11.708, p <0.001), indicating that
the independent variables jointly predict purchase intention. The model explains 25.7%
of the variance in purchase intention (R? = 0.257), suggesting a moderate level of
explanatory power. The constant is not statistically significant (B = 0.460, p = 0.231),

indicating that it does not meaningfully contribute to the model.

Among the predictors, brand attitude (B = 0.220, p = 0.005) and social influence (f =
0.217, p = 0.002) are the only variables that have a statistically significant positive
effect on purchase intention. This indicates that consumers’ overall evaluation of a
brand and the influence of their social environment are key drivers of purchasing

decisions.

In contrast, perceived value (B = 0.101, p = 0.148), brand trust (B = 0.079, p = 0.286),
uniqueness (B = 0.089, p = 0.217), and bundling (B = 0.092, p = 0.165) do not show
statistically significant effects. Although these variables showed positive associations
with purchase intention in the descriptive analysis, their effects are not significant when
examined simultaneously in the regression model.

These findings suggest that while several factors are related to purchase intention, only
brand attitude and social influence remain significant predictors when controlling for

the influence of other variables.

The regression analysis indicates that only some of the proposed hypotheses are

supported. Specifically, brand attitude (H2) and social influence (HS5) have a
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statistically significant positive effect on purchase intention, and therefore these
hypotheses are supported. In contrast, perceived value (H1), brand trust (H3), perceived
uniqueness (H4), and bundling (H6) do not show statistically significant effects, and
thus these hypotheses are not supported. These findings suggest that while several
factors are associated with purchase intention, only brand attitude and social influence
remain significant predictors when all variables are considered simultaneously in the

regression model.

CHAPTER 5 — DISCUSSION

5.1 Discussion of Findings

The purpose of this study was to examine the factors that influence consumer purchase
intention in the fashion industry, with a particular focus on cross-branding and product
bundling strategies. The findings provide important insights into how consumers
evaluate fashion products and what ultimately drives their purchasing decisions within

a highly competitive and socially influenced market.

Overall, the results indicate that although consumers hold generally positive
perceptions toward fashion brands, collaborations, and bundled offers, only specific
variables significantly influence purchase intention. In particular, brand attitude and
social influence emerge as the strongest predictors, while perceived value, brand
trust, perceived uniqueness, and bundling attractiveness do not show a statistically
significant direct effect in the regression analysis. These findings suggest that consumer
decision-making in the fashion industry is primarily driven by emotional and social

mechanisms rather than purely cognitive or economic evaluations.

The strong impact of brand attitude confirms its central role in shaping consumer
behaviour. This finding aligns with prior research demonstrating that a favourable
evaluation of a brand significantly enhances purchase intention (Dam, 2020;
Salehzadeh & Pool, 2017). Brand attitude reflects not only cognitive evaluations but
also emotional attachment and symbolic meaning associated with the brand (Mazodier
& Merunka, 2014). In the fashion industry, where identity expression and image play a

crucial role, consumers tend to rely heavily on their overall perception of the brand
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when making purchasing decisions. Moreover, research suggests that attitudes may
influence purchase intention indirectly through other variables such as perceived value
and preference (Charton-Vachet et al., 2020), which supports the idea that brand

attitude operates as a foundational construct in consumer decision-making.

In addition, the findings highlight the importance of social influence as a key
determinant of purchase intention. This result is consistent with existing literature
emphasizing that consumer behaviour in fashion is highly shaped by social
environments, including peers, influencers, and online communities (Khare, 2014;
Bagjamaghfira et al., 2025). The increasing role of digital platforms has intensified this
effect, as consumers are continuously exposed to brand-related content and social
validation mechanisms. According to recent research, social media marketing and
influencer engagement significantly affect consumer attitudes and purchasing decisions
by creating interactive and immersive brand experiences (Chowdhury et al., 2024).
Furthermore, the fashion industry has undergone a transformation in which consumers
are no longer passive recipients but active participants in value creation, interacting
with brands through digital channels and influencing each other’s behaviour
(Kaczorowska-Spychalska, 2018). Therefore, the strong effect of social influence
observed in this study reflects the broader shift toward socially embedded consumption

patterns.

In contrast, the study finds that perceived value and brand trust do not have a
significant direct effect on purchase intention, which appears to contradict prior
research. Existing studies suggest that both perceived value and trust are important
predictors of consumer behaviour, influencing brand preference and purchase intention
(Dam, 2020; Adeola et al., 2024). However, the present findings indicate that when
these variables are analysed together with stronger predictors such as brand attitude,
their individual impact becomes weaker. A possible explanation lies in the conceptual

overlap between these constructs (Busalim et al., 2022).

Another important finding concerns perceived uniqueness, which does not
significantly influence purchase intention despite showing positive correlations. This
suggests that although consumers appreciate unique and distinctive fashion products,

uniqueness alone is not sufficient to drive purchasing decisions. In the fashion context,

Postgraduate Dissertation 32



Vasiliki Kefala, Evaluating the effectiveness of

HELLENIC cross-branding and product bundling strategies
OPEN : o :
UNIVERSITY Jfrom a consumer behaviour perspective in fashion

uniqueness is often associated with self-expression and identity construction
(Domingos et al., 2022). However, previous studies indicate that consumer behaviour
is influenced by a combination of symbolic, emotional, and social factors rather than
isolated product attributes. Therefore, while cross-branded or unique products may
enhance brand image and attractiveness, they require support from strong brand

perceptions or social endorsement to translate into actual purchase intention.

Similarly, the findings reveal that product bundling does not have a significant effect
on purchase intention, even though it is perceived as relatively attractive in the
descriptive analysis. This result challenges traditional assumptions regarding the
effectiveness of bundling strategies. According to prior research, bundling can create
value through mechanisms such as perceived synergy, reduced transaction costs, and
increased convenience (Derdenger & Kumar, 2013; Rao et al., 2018). However, the
current findings suggest that in the fashion industry, such economic or functional
benefits may not be sufficient to influence consumer behaviour. One possible
explanation is that fashion consumption is strongly driven by emotional and symbolic
factors rather than purely utilitarian considerations. Consumers may perceive bundles
as attractive but still prefer to make individual choices that better reflect their personal

style and identity.

Furthermore, the findings can be interpreted in light of the well-documented attitude—
behaviour gap in fashion consumption. Research shows that consumers often express
positive attitudes toward certain products or concepts (e.g., sustainability, value, or
bundles) but do not necessarily translate these attitudes into actual purchasing
behaviour (Busalim et al., 2022). This gap may explain why variables such as perceived
value and bundling attractiveness, although positively evaluated, do not significantly

predict purchase intention in the regression model.

Overall, the findings of this study suggest that consumer behaviour in the fashion
industry is primarily driven by emotional and social factors rather than purely rational
or economic considerations. While variables such as perceived value, trust, uniqueness,
and bundling remain relevant, their influence appears to be indirect and dependent on

broader brand perception and social context. This supports a more holistic
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understanding of consumer behaviour, in which multiple factors interact rather than
operate independently.

In conclusion, the study contributes to the literature by demonstrating that brand-related
perceptions and social dynamics outweigh functional product attributes in influencing
purchase intention. The results underline the importance of examining consumer
behaviour within an integrated framework that captures the interplay between
psychological, social, and marketing factors. This perspective is particularly relevant in
the fashion industry, where consumption is closely linked to identity, social interaction,

and emotional engagement.

5.2 Implications

The findings of this study have both theoretical and practical implications. From a
theoretical perspective, the results support the importance of brand attitude and social
influence as key determinants of purchase intention, in line with consumer behaviour
theories such as the Theory of Planned Behaviour (Mason et al., 2022). At the same
time, the study highlights that not all theoretically relevant constructs have a direct
effect when analysed together, suggesting the need for clearer conceptual distinctions

in future research.

From a practical perspective, the results suggest that fashion brands should focus
primarily on strengthening their overall brand image and emotional appeal. Since brand
attitude is a key driver of purchase intention, companies should invest in branding
strategies that create positive perceptions and strong emotional connections with
consumers. In addition, the significant role of social influence indicates that brands
should actively use social media, influencers and peer-based marketing to increase

engagement and visibility.

Although cross-branding and bundling remain popular strategies, the findings suggest
that their effectiveness depends on how they are integrated into the overall brand
perception. Simply offering unique products or bundles may not be sufficient unless

these strategies are supported by strong branding and social validation.
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5.3 Answers to Research Questions

The findings of this study provide clear and empirically grounded answers to the
research questions, which were formulated based on the gaps identified in the literature

review.

RQI1: How do perceived value, brand attitude and brand trust influence consumers’
purchase intention toward fashion products?

To answer this research question, the study measured perceived value, brand attitude,
and brand trust using validated Likert-scale items in the questionnaire. Composite
variables were then created by averaging the relevant items for each construct. Multiple
regression analysis was subsequently conducted to examine the direct effect of these

variables on purchase intention.

The regression results revealed that only brand attitude has a statistically significant
positive effect on purchase intention. This indicates that consumers are more likely to
purchase fashion products when they have a favourable overall evaluation of the brand.
In contrast, perceived value and brand trust do not show statistically significant effects

in the regression model.

This finding suggests that the influence of perceived value and trust may be indirect or
conceptually embedded within broader brand perceptions. In other words, consumers
may not clearly separate value and trust from their general attitude toward a brand.

Overall, the results demonstrate that brand attitude is the most influential predictor
among the three variables, confirming its central role in shaping consumer purchase

intention in the fashion context.

RQ2: How does perceived uniqueness influence consumer responses to cross-branding
collaborations?

To address this question, perceived uniqueness was measured using items related to
product distinctiveness and exclusivity. A composite uniqueness variable was created,

and its relationship with purchase intention was examined through regression analysis.

The results showed that perceived uniqueness does not have a statistically significant
effect on purchase intention when examined together with the other variables in the

regression model. This suggests that although consumers appreciate unique and
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distinctive fashion products, uniqueness alone is not sufficient to directly influence
purchasing decisions.

The regression analysis allows for a more precise understanding of this relationship by
examining the independent effect of uniqueness while controlling for other variables.
The findings indicate that uniqueness plays a supporting role by enhancing the overall
attractiveness of products or brands rather than acting as a primary driver of purchase

intention.

This finding implies that the effectiveness of cross-branding strategies does not depend
solely on creating unique products. Rather, uniqueness must be combined with strong
brand perception or supported by social influence to translate into actual purchase

intention.

RQ3: How do social influence and the perceived attractiveness of bundled offers affect
consumer purchase intention in the fashion industry?

To answer this research question, social influence and bundling attractiveness were
measured using multiple questionnaire items capturing peer influence, influencer
impact, and perceptions of bundled offers. Composite variables were created and

analysed using descriptive statistics and regression analysis.

The results indicate that social influence has a strong and statistically significant
positive effect on purchase intention. This highlights the critical role of social
environments, including peers, influencers, and digital communities, in shaping
consumer behaviour. Regression analysis confirms that social influence remains a

significant predictor even when controlling for other variables.

In contrast, bundling does not have a statistically significant effect on purchase
intention in the regression model. Despite relatively high mean scores in the descriptive
analysis, indicating that consumers perceive bundled offers as attractive, this perception

does not translate into actual buying intention.

This discrepancy between descriptive statistics and regression results suggests that
bundling creates a positive impression at a general level but lacks the strength to

influence final purchasing decisions directly.

In conclusion, the findings show that social influence is a key driver of purchase

intention, while bundling plays a secondary and non-decisive role. This underscores the
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importance of social and emotional factors over purely economic or promotional

strategies in the fashion industry.

CHAPTER 6 — CONCLUSIONS & FUTURE RESEARCH

6.1 Conclusions

The aim of this study was to evaluate the effectiveness of cross-branding and product
bundling strategies from a consumer behaviour perspective in the fashion industry.
Specifically, the research examined how perceived value, brand attitude, brand trust,

perceived uniqueness, social influence and bundling influence purchase intention.

The findings indicate that consumer purchase intention is primarily driven by brand
attitude and social influence. These two variables were the only ones that showed a
statistically significant effect in the regression analysis, suggesting that consumers rely
more on their overall perception of a brand and the influence of their social environment
when making purchase decisions. This highlights the importance of emotional and
social factors in the fashion industry, where products often carry symbolic meaning

beyond their functional value.

In contrast, perceived value, brand trust, uniqueness and bundling did not show a
significant direct effect on purchase intention, despite showing positive overall
associations with purchase intention. This suggests that these factors may influence
consumer behaviour indirectly or operate as part of a broader evaluation of the brand

rather than as independent drivers.

Overall, the study shows that while modern marketing strategies such as cross-branding
and bundling are relevant, their effectiveness depends largely on how they are perceived
within the broader context of brand image and social influence. Consumers do not base
their decisions solely on product characteristics or economic value, but rather on a

combination of emotional responses, social validation and brand perception.
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6.2 Theoretical Contributions

This study contributes to the existing literature on fashion consumer behaviour by
offering a more integrated understanding of how psychological and marketing-related

factors interact in the context of cross-branding and bundled fashion products.

First, the findings reinforce the central role of brand attitude and social influence in
shaping purchase intention. Consistent with prior research, brand attitude emerges as a
key determinant of consumer decision-making. Specifically, previous studies
demonstrate that a positive brand attitude enhances perceived value and ultimately
increases purchase intention (Salehzadeh & Pool, 2016) . Similarly, the importance of
social influence is strongly supported by existing literature, which highlights that
factors such as peer groups, family, and reference groups significantly affect consumer
buying behaviour in the fashion industry (Etuk et al., 2022) . The present study confirms
these relationships, indicating that consumers do not make decisions in isolation but are

highly influenced by their social environment.

At the same time, the study extends the literature by showing that not all traditionally
significant variables maintain a direct effect when examined simultaneously. While
previous research suggests that perceived value plays a crucial role in shaping purchase
intention (Adeola et al., 2024) , the current findings indicate that its direct impact may
weaken when combined with other variables such as brand attitude and social influence.
This suggests that perceived value may operate indirectly or in interaction with other
constructs rather than as an independent predictor. A similar interpretation applies to
brand trust, which, although theoretically important, did not emerge as a strong direct
predictor in the presence of other variables. Therefore, this study contributes to the
literature by highlighting the complex and potentially mediated nature of these

relationships, rather than treating them as simple linear effects.

Second, the study contributes to the growing body of research on cross-branding in the
fashion industry. Prior studies indicate that attributes such as brand combinations, price,
and perceived uniqueness influence consumer evaluations of co-branded products (Yu
et al., 2020) . In particular, uniqueness has been identified as an important factor in
enhancing product desirability. However, the findings of this study suggest that

perceived uniqueness alone is not sufficient to drive purchase intention. This aligns
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with the argument that while consumers may value differentiation and exclusivity, these
characteristics must be supported by stronger brand-related or social cues to translate
into actual buying behaviour. This finding extends previous literature by demonstrating
that uniqueness enhances perception but does not necessarily guarantee behavioural

outcomes.

Additionally, the study builds on the concept of consumer need for uniqueness, which
refers to individuals’ desire to differentiate themselves through consumption choices
(Tian et al., 2001) . While this trait influences preferences for unique or uncommon
products, the results indicate that such preferences do not always translate into purchase
intention in the context of fashion co-branding. This suggests that the role of uniqueness
may be more symbolic and identity-related rather than directly behavioural, particularly

in competitive and socially influenced markets.

Finally, this research contributes to the limited literature on product bundling in fashion
retail. Although bundling strategies are often assumed to increase perceived value and
attractiveness, the findings reveal that bundling attractiveness does not necessarily lead
to higher purchase intention. This suggests that consumers may evaluate bundled
fashion products differently compared to other product categories, possibly due to the
importance of individual style, identity expression, and product differentiation in
fashion consumption. As a result, bundling may enhance perceptions of value but may

not be sufficient to influence actual purchase decisions.

Overall, this study advances the theoretical understanding of fashion consumer
behaviour by demonstrating that purchase intention is shaped by a combination of
social, psychological, and brand-related factors, rather than by single variables in
isolation. It highlights the importance of examining these factors within an integrated
framework and provides evidence that some widely accepted relationships in the

literature may be more context-dependent than previously assumed.

6.3 Managerial Implications

The findings of this study offer several practical implications for fashion brands and

marketers.
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First, companies should prioritise building a strong and positive brand image, as brand
attitude is a key driver of purchase intention. Investments in branding, storytelling and
emotional engagement are likely to be more effective than focusing solely on product

features.

Second, the significant role of social influence highlights the importance of digital
marketing strategies, including influencer collaborations, social media campaigns and
user-generated content. Brands should leverage these tools to create social validation

and increase consumer engagement.

Third, while cross-branding and bundling remain popular strategies, their success
depends on how they are positioned within the overall brand strategy. Brands should
ensure that collaborations are meaningful and consistent with their identity, and that

bundled offers provide clear value and relevance to consumers.

6.4 Limitations of the Study

Despite its contributions, the study has several limitations that should be acknowledged.
First, the use of convenience sampling limits the generalisability of the findings, as the
sample may not fully represent the broader population of fashion consumers. The
sample was also predominantly female and relatively concentrated in specific age

groups, which may influence the results.

Second, the study relies on self-reported data, which may be subject to response bias or
social desirability effects. Participants may not always accurately reflect their true

behaviour or intentions.

Third, the cross-sectional design of the study means that the results capture consumer
perceptions at a single point in time. Fashion trends and consumer preferences can
change rapidly, and longitudinal research could provide deeper insights into these

dynamics.

6.5 Future Research

Future research can build on the findings of this study in several ways.
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First, researchers should consider using larger and more diverse samples to improve the

generalisability of the results and capture a wider range of consumer behaviours.

Second, future studies could develop more refined measurement scales, with additional
items for each construct, to improve reliability and ensure clearer separation between

variables.

Third, qualitative research methods, such as interviews or focus groups, could provide
deeper insights into how consumers perceive cross-branding and bundling strategies,
helping to explain the overlap observed in the current study.

Additionally, future research could examine the role of moderating variables, such as
age, gender or cultural background, to better understand how different consumer

segments respond to these strategies.

Finally, further studies could explore the impact of sustainability and ethical
considerations in cross-branding and bundling, as these factors are becoming

increasingly important in the fashion industry.
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APPENDICES

APPENDIX 1: QUESTIONNAIRE

cross-branding and product bundling strategies
from a consumer behaviour perspective in fashion

“Evaluating the Effectiveness of Cross Branding
and Product Bundling Strategies from a Consumer

Behaviour Perspective in Fashion”

You are invited to participate in a research study
conducted as part of a dissertation under the
postgraduate MBA (Master in Business
Administration) programme of the Hellenic Open

University, in the field of Fashion Marketing.

The purpose of this study is to examine consumers’
perceptions and purchase intentions towards fashion
products with particular focus on cross-branding

collaborations and product bundling strategies.

Your participation is completely voluntary. The data
will be used solely for academic purposes.

All responses will remain anonymous and confidential
and no personal or identifying information will be

collected.

The questionnaire will take approximately 5-7 minutes

to complete.

By proceeding with the questionnaire, you confirm that
you are at least 18 years old and that you consent to

participate in this study.

Thank you for your participation
Kefala Vasiliki
Email: std157494@ac.eap.gr

«A&LoLOyNON TNG UTOTELECUATIKOTNTUG
oTpaTNYIKNS Xvvepyaciog Epmopikav
Inparov (Cross-Branding) kou
XuvovaoTtikig Hoinong poidvrav
(Product bundling) w6 Tnv otk TG
CLUTEPLPOPAS TOV KATOUVUADTI] GTOV YOPO

e pédac»

Y0G TPOCKOAOVLLE VO CUUUETACYETE GE L0l
€PELVNTIKN PeAETN oL die&dyetat 6To TAiGLO
TOV ETOMTUYLOKOD TPOYPAUILOTOG CTOVIDV
o1 Aoiknon enyeipnoemv tov EAAnvicon
Avorytov ITavemotnpiov (Master in Business
Administration) ctov Topén Tov MapKeTvyk

Mobdac.

YKomdc TG HeAETNG elvar va eEETAGEL TIG
OVTIAMYELS TOV KATOVIADTOV KoL TIG
TPoBESELG AyOopaG TOVG OMEVAVTL GE TPOTOVTA
podog, pe dtaitepn EULPOACT OTIG ZUVEPYUCIES
Etaipiédv (cross-branding collaborations) kot
OTIC OTPATNYIKEG GUVOVUCTIKNG TOANGNG

npoidvimv (product bundling).

H ovppetoyn oag ivotl amoAdtog e0eAovTik.
Ta dedopéva Ba ypnoiporotndovv
QTOKAELGTIKA Y10l 0K LOTKOVG GKOTOVG.
‘O\eg o1 amavToELg Eivol AvAOVORES Kol
EUTIOTEVTIKEG Ko dev O suAAeyHovV

TPOCOTIKA 1] AVOYVOPIGTIKA GTOLYEL.

Xpetalovtot Tepimov 5—7 Aemtd yio TV

GUUTATPOCT) TOL EPOTILOTOAOYIOV.

[poympdviag 610 EpOTNUATOAOYIO,

emPefarwdvete 6T glote TOLVAGYIGTOV 18 €TV
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KoL 0Tt GUVOLVEITE VO GUUETACYETE OTN

GUYKEKPILEVT HEAETN).

20g EVYAPIOTM YL TV CLULUETOYN GOG
Kepord Bacrxi
Email: std157494@ac.cap.gr

SECTION A — Demographic Information
Al. What is your age?

0O 18-24

025-34

03544

0 45-54

0O 55+

ENOTHTA A — Anpoypa@ikég TAnpogopies
Al. Iow givar n nAkia cog?

01824

025-34

03544

0 45-54

0 55+

A2. What is your gender?
0O Male

O Female

[0 Non-binary / Other

[ Prefer not to say

A2. TTowo givar To OAO GOg;
O Avdpag
O INuvaika

O Mn dvodko6 / AAro

O Ipotipd vo unv amavtiom

A3. What is your highest level of education?
[0 High school

[0 Bachelor’s degree

[0 Master’s degree

O PhD

O Other

A3. oo ival to avdtepo eminedo
eKTaidevong cag;

O Avkero

O ITruyio (Bachelor)

O Metomroyaxd (Master)

O Awaktopwod (PhD)

O AAo

A4. How often do you buy fashion items online?

O Never

O Rarely

[0 Sometimes
O Often

[ Very often

A4. TI660 cvyva ayopalete €idn pHodag HEGM
101K TVOV;

O IToté

O Zravia

O Mepikég popéc

O Zoyva

O IToAv cuyva
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AS5. On average, how much do you spend on fashion

per month?

O Less than €20
O €20-€50

O €51-€100

O €101-€200

[0 More than €200

AS. Katd péco 0po, noca Eodgdete yia €ion
nédog kKGbe punva;

O Awyotepo amo 20€

0 20€-50€

O 51€-100€

O 101€-200€

O epocotepa and 200€

SECTION B — Consumer Perceptions and Attitudes

Please indicate how much you agree or disagree with
the following statements.

(1 = Strongly disagree, 5 = Strongly agree)

ENOTHTA B — AvtiMyelg kot ZupUmeptpopEg

Kotavaiotdv

[apaxoid dnAdote og oo Podud
GULLOMVEITE 1] SIUPOVEITE IE TIG TOPOUKAT®
dniwoels.

(1 = Awpovd amdivta, 5 = Zopeevo

omolvTa)

B1. The fashion products I buy usually feel worth the

money.

[0 Strongly disagree

[0 Disagree

[ Neither agree nor disagree
1 Agree

[ Strongly agree

B1. Ta mpoidvta nodog mov ayopdl® cvuvinBwg
a&ilovv o ypfLOTO TTOV OV,

O Awgove amdivto

O Awpovad

O Ov1e cvpeOVO 0VTE SLPOVD
O Zvpeove

O Zopeoved arndlvta

B2. Co-branded fashion products offer good overall

value.

[ Strongly disagree

[ Disagree

[0 Neither agree nor disagree
O Agree

[0 Strongly agree

B2. Ta cross-branded mpoidvto podog
TPOSPEPOVV Ko a&iol GUVOALKEL.

O Awgovéd amdivto

O Awpoved

O OvYte ovpeOvd 0VTE SLPOVD

O Zvpeovo

O Zopeoved arxdlvta

B3. I have a positive attitude toward fashion brands

that I like.

O Strongly disagree

[0 Disagree

[0 Neither agree nor disagree

O Agree

B3.Eyo 0etikn otdomn anévovTtt 6TIC LAPKEG
H6d0g oL oV apEcovV.
O Awgove amdivto

O Awgovad

O OvYte ovpeOvVd 0VTE SLPOVD
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[0 Strongly agree

O Zvpeovo

O Zopeoved arxdlvta

B4. I generally feel good about brands that collaborate

with others.

[ Strongly disagree

[ Disagree

[0 Neither agree nor disagree
O Agree

[ Strongly agree

B4. Anoxopilm Betikn aicOnon amd ™
GLVEPYOCIN HETAED EUTOPIKMDY CIUATMV.
O Awgoved amdivto

O Awpoved

O Ovte ovpevd 0VTe SLPOVD

O Zvpoove

O Zopeoved andlvta

BS5. I trust well-known fashion brands when shopping

online.

[ Strongly disagree

[ Disagree

[ Neither agree nor disagree
1 Agree

O Strongly agree

BS5.’Exm gumotocivn o€ yv@OTEC PLAPKEG
630G 6Tav KAVE ayopés LEGH dLadKTOOV.
O Awgpoved amdivto

O Awpoved

O Ov1e cvpeovd 0VTe SLPOVED

O Zopeovo

O Zopooved arxdlvta

B6. When two brands collaborate, I feel more confident

about the product.

[0 Strongly disagree

[0 Disagree

[0 Neither agree nor disagree
O Agree

[ Strongly agree

B6. Otav 800 gumopikd orpoto
ovvepyalovtatl, aeBdvopat peyaldtepn
GLyoLPLd Y10, TO TPOTOV.

O Awgovéd amdivto

O Awgpoved

O OvYte ovpeOvd 0VTE SLPOVD

O Zvpeovo

O Zopeoved arxdlvta

B7. Co-branded products usually feel more unique.
[ Strongly disagree

[ Disagree

[ Neither agree nor disagree

O Agree

[0 Strongly agree

B7. Ta cross-branded wpoidvta cuvifmg
@oivovTol To LOVOdIKA.

O Awgoved amdivto

O Awepoved

O Ovte cvpeovd 0VTe SLPOVD
O Zvpeove

O Zopeove arndlvta

B8. I like buying fashion products that not many
people own.

O Strongly disagree

[0 Disagree

B8. Mov apéoet va ayopalm mpoiovro nddag
oL dev daféTovy TOAAOL GAAOL.

O Awgovéd amdivto

O Awgovd
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[ Neither agree nor disagree
O Agree

[0 Strongly agree

O Ovte ovpeovd 0vTe SLPOVD
O Zvpeovo

O Zopeoved arxdlvta

B9. People around me influence what fashion items I
buy.

[ Strongly disagree

[ Disagree

[ Neither agree nor disagree

1 Agree

[ Strongly agree

B9. Ot avBpamot yop® pov acKodv eXppom
670 TL €i0M podag ayopdlwo.

O Awgpové andrvta

O Awpoved

O Ovte ovpevd 0VTe SLPOVD

O Zvpeovo

O Zopeoved arndlvta

B10. I often consider buying items recommended by

influencers.

[ Strongly disagree

[ Disagree

[ Neither agree nor disagree
1 Agree

O Strongly agree

B10. Zuyvd oxéptopot va ayopdom mpoidvia
mov mpoteivovv influencers.

O Awgpoved amdivta

O Awpoved

O Ov1e cvpeovd 0VTe SLPOVED

O Zvpeove

O Zopooved arxdlvta

B11. I frequently see co-branded fashion products on

social media.

[0 Strongly disagree

[0 Disagree

[0 Neither agree nor disagree
O Agree

[ Strongly agree

B11. BAénw cvyva co-branded mpoiovta
nédog ota social media.

O Awgaoved amdivto

O Awgpoved

O OvYte ovpeOvd 0VTE SLPOVD

O Zvpeovo

O Zopeoved arndlvta

B12. Social media posts affect how I perceive fashion

collaborations.

O Strongly disagree

O Disagree

[ Neither agree nor disagree
O Agree

[0 Strongly agree

B12. Ov avaptioeig ota social media
emnpedlovv Tov TPOTO TOV AVTIAUULBAVOLLOL
TIG GLVEPYAGIEG EUTOPIKAOV CNUATOV HOSOG.
O Awgove amdivto

O Awepoved

O Ovte ovpeovd 0VTE SLPOVD

O Zvpeove

O Zopeove arndlvta

B13. Bundled fashion offers (e.g., sets with two or

more items) seem attractive to me.

B13. O1 tpocpopéc GuVOLOGTIKNG TOANGNG

TPOTOVTWV HOSAG (TT.). GET e dVO 1
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[ Strongly disagree

[ Disagree

[0 Neither agree nor disagree
O Agree

O Strongly agree

TEPIGGOTEPQ, €101 OV PAIVOVTAL EAKVOTIKEG.

O Awwpwve andlvto

O Awpovad

O Ovte ovpeovd 0vTe SLPOVD
O Zvpeovo

O Zopeoved arxdlvta

B14. I would consider buying a product bundle if it
feels like a good deal.

[ Strongly disagree

[ Disagree

[ Neither agree nor disagree

1 Agree

[ Strongly agree

B14. Oa oke@tépOVLY VO 0yoplom £va TOKETO
TPOIoVI®V av Bempovoa OTL TPOKELTAL YL
KOAN TPOGPOPA.

O Awgoved amdivto

O Awpovad

O Ov1e cvpeovd 0VTe SLPOVED

O Zopeovo

O Zopeoved andlvta

B15. T am likely to buy a co-branded or bundled

fashion product in the near future.
[ Strongly disagree

[ Disagree

[ Neither agree nor disagree

O Agree

O Strongly agree

B15. Eivor mBavé va ayopdow éva co-
branded 1 mpoidv LdS0G CLVIVAGTIKNG
ndAnong (Product bundle) cto kovtivd
HELAOV.

O Awgoved amdivto

O Awpoved

O Ov1e cvpeOVO 0VTE SLPOVD

O Zvpeove

O Zopeoved arndlvta
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