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Abstract

This study examines guilt and pride’s impact on sustainable clothing purchase
intentions and willingness to pay more, with a focus on ego-involvement’s mediation
and perceived consumer effectiveness’s moderation. Data was gathered via an online
survey and analysed using structural equation modelling. Ego-involvement
significantly mediates these effects. However, for consumers with high perceived
effectiveness, only guilt influences purchase intentions. For those with low
effectiveness, both guilt (negatively) and pride influence intentions. The mediation role
of ego-involvement remains presented in both groups.
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