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Abstract

Circular economy (CE) claims in fashion aim to mobilize consumer participation in reuse
and recycling, yet the interpretative flexibility of “circular” language can also enable vague
messaging and skepticism. This study investigates how consumers assess CE fashion claims
in terms of (a) claim substantiation quality (CSQ) and (b) claim support credibility (CSC),
and how these assessments influence perceived green authenticity (PGA), green trust (GTR),
and circular purchase intention (CPI) in Greece and the United Kingdom. A cross-national
online stimulus-based survey utilizing standardized e-commerce product-card claims for a
fictitious circular fashion brand gathered data from Greece (n = 640) and the UK (n = 572).
PLS-SEM and multi-group analysis evaluated a model distinguishing CSQ and CSC as
complementary message properties. In the overall sample, both CSQ and CSC exhibited
a positive correlation with CPI, whereas PGA and GTR emerged as the most significant
proximal predictors, with authenticity demonstrating the most substantial impact. Indirect-
effect tests showed that CSQ affected CPI through both authenticity and trust. On the other
hand, CSC was only effective through authenticity, and there was no clear pathway for CSC
trust intention. The multi-group results also showed context sensitivity: Greece exhibited
a stronger trust-based path to intention, while the UK had a stronger authenticity-based
path to intention. Overall, the results support a dual-route theory of CE claim persuasion.
Additionally, they suggest that effective CE fashion communication should combine clear,
specific content with credible, externally checkable support cues.

Keywords: circular economy; fashion; green marketing claims; claim support credibility;
perceived green authenticity; green trust; purchase intention; cross-national comparison

1. Introduction

The environmental costs of modern fashion systems, where increased consumption
and reduced garment lifecycles have increased resource use and textile waste, are pushing
circular economy (CE) strategies as a workable solution [1,2]. Closing material loops
through reuse, repair, recycling, and alternative consumption models is often framed as the
CE promise in fashion, but doing so necessitates both supply-side redesign and significant
consumer participation, as fast-fashion dynamics accelerate demand [3,4]. In fashion, the
circular economy goes beyond recycling and reusing to include many “loop” strategies.
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These include durability /repair, take-back and refurbishment/remanufacture, resale and
rental /access-based models, and recycling at the end of the product’s life. In parallel, both
markets work within an EU policy and consumer protection framework that encourages
the use of standardized terminology for CE-related operations (like recycling, repair, and
remanufacturing/refurbishment). In this context, “fast fashion” is regarded as a market-
level catalyst contributing to the CE issue; however, the current study does not concentrate
on fast-fashion brands specifically. Instead, it examines how consumers decode CE-related
marketing claims in standardized e-commerce product-card messages. So, “circularity”
refers to consumer-facing product-level CE claims (and their implied support) rather than
to specific circular business models (e.g., rental or resale) as behavioral modes.

The literature on circular fashion suggests that this is not just an issue of technical
innovation, but rather depends on how the individual end-consumer engages with take-
back, resale, maintenance, and end-of-life practices that effectively close the loop [5]. At the
same time, the concept of circular economy in the context of fashion is also characterized
by interpretative flexibility, which may lead to confusion regarding the actual meaning
of the term “circular” [4,6,7]. Thus, claim decoding and potential misinterpretation are
a key marketing—communication issue rather than a purely definitional one. This oc-
curs since consumers may still map “circular” language onto diverse and occasionally
incompatible conceptions (e.g., recycled content versus resale /rental versus repair) even
when formal definitions exist at the policy level. This, in turn, may lead to issues of
misappropriation, thereby bringing marketing communication into the core role. This is
because, in order for circular value propositions to scale, consumers must be convinced
that these claims are believable, actionable, and ultimately linked to performance and
environmental outcomes [8,9].

In fashion markets, though, sustainability signals that are designated for consumers
are often challenging to interpret and can be processed in ways that do not align with their
informational intent [10,11]. Experimental evidence regarding ethical fashion labeling indi-
cates that even intricate point-of-sale rating labels may affect purchase intention, despite
consumers not responding in alignment with the label’s ethical score. This suggests heuris-
tic rather than deliberate cognitive processing in some fashion-retail settings, including
fast-fashion purchase environments [1]. This issue extends beyond labeling formats; when
consumers possess uncertain perceptions regarding the quality of “green” products and
find it complicated to validate claims, companies are strategically motivated to communi-
cate either in an informative manner, enhancing belief accuracy, or in a persuasive manner,
exaggerating quality to foster optimism and confidence [12]. In other words, the same
communication environment that could facilitate credible CE transitions can also facilitate
greenwashing, particularly when consumers are unable to distinguish between ambiguous
assurances and substantiated information and verification is insufficient or disjointed.

These dynamics pose a specific inquiry for CE fashion marketing: what differentiates
circular claims that serve as credible indicators from those that provoke doubt or cursory
acceptance? Previous research indicates that ambiguous or deceptive greenwashing as-
sertions can elicit consumer perceptions of greenwashing and negatively impact brand
assessments, while consumers’ capacity to identify greenwashing is influenced by the na-
ture of the claim and its informational attributes [4]. Policy-oriented work also emphasizes
that credible green claims must be accurate, verifiable, and comparable, and that companies
should offer supporting evidence against standardized methods to avert deceptive market-
ing [11]. However, in CE fashion communications, the reality is that consumers frequently
experience claims that differ in informational substance and in how strongly they imply
external support [10,11]. This necessitates the distinction between two complementary
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message attributes that influence subsequent evaluations: the perceived quality of the
claim’s substantiation and the perceived credibility of its supporting foundation.

Therefore, this study compares a vague versus a substantiated claim for a fictional
circular fashion brand using a controlled stimulus-based survey design to investigate con-
sumer reactions to CE claims in fashion [13,14]. In this design, “vague vs. substantiated”
is treated as a message-level manipulation, and it is theorized to operate through two
separable perceived claim properties that capture what consumers actually decode from
the claim exposure. The perceived specificity, clarity, and verifiability of a claim—whether
it offers specific details and precise meaning instead of general slogans—are what we
conceptualize as claim substantiation quality (CSQ) [14,15]. A vague claim should be
interpreted as possessing lower claim substantiation quality (CSQ)—more general, less
precise, and less concrete—while a substantiated claim should be interpreted as having
higher CSQ—more specific, quantified, and interpretable. In line with the design of the
stimulus, the main “circularity” cue is displayed as a product-level material-loop claim
(like recycled content) along with a verification-like support cue. This allows us to examine
how substantiation and perceived support affect authenticity, trust, and intention in CE
claim communication. So, the study’s findings are more about how CE-related claims
are talked about and understood than about claims about specific circular categories (like
remanufactured products). We define claim support credibility (CSC) as the perceived
credibility of the evidence supporting the claim, specifically whether it seems to be inde-
pendently verifiable, non-promotional, and legitimate. CSC is different from CSQ because
the “strength” of a claim can come from both the content of the message and the credibility
of its implied support, making CSQ and CSC complementary rather than redundant.

Theoretically, these claim-level assessments translate into green trust (GTR), which
measures confidence that the brand is honest and unlikely to mislead, and perceived
green authenticity (PGA), which indicates whether the brand’s circular stance feels real
rather than performative [16]. We hypothesize that trust should increase intention while
decreasing perceived risk.

We examine the stability or sensitivity of CE-claim decoding by comparing con-
sumers in Greece and the United Kingdom (UK), two European markets characterized
by significant exposure to sustainability rhetoric, yet likely differing in their everyday
“decoding environments” (marketplace signals, previous claim experiences, and veri-
fication expectations). This concentrated Greece-UK pairing facilitates a manageable
cross-national examination of the proposed credibility—authenticity—trust mechanism’s
generalizability or variation in strength. Previous research indicates ambiguity in the
interpretation of sustainability claims and context-dependent variations in assessment
through localized knowledge frameworks and trust anticipations [3]. Consequently, we
employ PLS-SEM with measurement invariance assessment and multi-group analysis to
evaluate the stability of the relationships among claim substantiation quality (CSQ), claim
support credibility (CSC), perceived green authenticity (PGA), green trust (GTR), and circu-
lar purchase intention (CPI) across different countries, formulating relevant hypotheses
and research inquiries.

The study’s findings indicate that consumers do not respond to circular economy
(CE) messaging as a single, undifferentiated “green” cue. They distinguish between claim
substantiation quality (CSQ) and claim support credibility (CSC), and these assessments
influence circular purchase intention primarily through perceived green authenticity and
green trust. In the pooled model, CSQ and CSC were both linked to intention in a positive
way, but authenticity was the strongest predictor in the short term. Cross-national com-
parisons revealed a context-sensitive pattern: in Greece, substantiation-related evaluations
correlated more significantly with trust and intention, whereas in the UK, authenticity
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exerted a comparatively stronger influence in transforming claim evaluations into intention,
thereby supporting a dual-route framework of consumer engagement claim persuasion
across markets.

The remainder of the paper is structured as follows: comparing Greece and the UK,
Section 2 examines earlier research on CE fashion claims and the functions of substantiation,
credibility cues, authenticity, and trust. The hypotheses and research model are developed
in Section 3. The study design, measurements, and PLS-SEM process (including invariance
and MGA) are described in Section 4. The results are presented in Section 5. The practical
implications are presented in Section 6. Limitations and future directions for research are
discussed in Section 7.

2. Literature Review and Hypotheses Development

2.1. Circular Economy Claims in Fashion as Persuasive Signals: Vagueness, Substantiation,
and Consumer Response Outcomes

Claims regarding sustainability and the circular economy serve as signals that convert
organizational behavior into visible indicators, but the same signaling logic also permits
selective disclosure. The authors of ref. [13] found intent signals to be the most prevalent
in their content analyses of sustainability reports from 43 Colombian listed companies.
They also demonstrated that camouflage can refer to either strategically highlighting
accomplishments or concealing information. While cautioning that camouflage coding is
prone to bias, the authors of ref. [13] suggest a stepwise classification process. Reception
evidence is required because these studies do not test audience decoding but instead infer
signaling from reports.

Reception work demonstrates that credibility does not increase consistently with
stronger cues. In an assurance experiment, the authors of ref. [17] discover that reference
explicitness and assurance depth collaboratively influence credibility perceptions. However,
readers may misinterpret assurance signals and react adversely, suggesting that excessive
explicitness could be counterproductive. Carson et al. [18] demonstrate, through a new-hire
vignette, that more expensive sustainability messaging diminishes perceived credibility,
whereas an extrinsic-motivation frame can enhance it. Sustainability reporting can begin as
an expensive signal but gradually gain more positive value, according to Friske et al. [16].
This is particularly true when externally guaranteed, motivating tests of credibility cues are
used in consumer contexts.

Consumer research indicates that ambiguity and persuasion knowledge can sustain
weak signals even under skepticism. The authors of ref. [19] argue that green advertising
frames are prevalent but often unclear and not supported by evidence. Focus groups
reveal motivated rationalizations that normalize weak claims. In ref. [15], the authors
also show through experiments that consumers struggle to distinguish between levels of
environmental commitment and can be deceived by exaggerated claims; education renders
consumers more cognizant of institutional substantiation but does not eliminate deception.
Naderer et al. [14] also find that literacy programs increase knowledge about greenwashing,
but a quiz format lowers confidence. This suggests that ability and calibration work
together to shape claim scrutiny and motivate controlled tests of claim features.

Fashion is a diagnostic domain because circular apparel claims blend moral mean-
ing with performance uncertainty. Ref. [20]’s online fashion retail experiments demon-
strate that third-party certification labels enhance information credibility and bolster pur-
chase intentions; however, the effects are contingent upon providing sustainability in-
formation rather than framing it in terms of consumer benefits. We remain uncertain
about the interplay between claim substantiation and perceived support credibility in
generating authenticity and trust across various contexts. Our research fills this gap by
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comparing ambiguous and substantiated circular-economy assertions and by modeling
downstream authenticity, trust, risk, and intention, while also examining Greece-UK
disparities using MGA.

Outcomes in Circular Fashion: Risk and Circular Purchase Intention

Previous research on circular consumption shows that perceived uncertainty about
circular offerings influences purchase intentions in addition to pro-environmental mo-
tivation [21-23]. Perceived risk inhibits adoption intentions and can erode evalua-
tive pathways like attitudes in remanufactured and recycled product contexts, even
when more general motivational drivers are positive [24]. Studies on sustainable ap-
parel also find that perceived risk is a significant predictor, along with environmental
consciousness and value [25].

When risk is treated as multidimensional, it more clearly constrains intentions. For
example, in fashion renting, financial, performance, and psychological risks lower attitudes
and perceived enjoyment, which then predict adoption intention [26,27]. In sustainable
apparel, on the other hand, distinct risks (financial, performance, psychological, and social)
have different effects and work through attitudes as a mediator [27]. However, the effects
of risk are not consistent across circular fashion forms. Kim et al. [28] demonstrate that
emotional value is the primary influence on responses to reused, upcycled, or recycled
clothing, while economic and performance risks do not impact product attitudes, and
individualism serves as a moderating factor—suggesting that circular modes and cultural
orientations determine the relevance of performance concerns in decision-making [28].

Furthermore, there is evidence that market cues can act as a buffer against risk: value-
based research further demonstrates that emotional value is crucial for willingness to
pay and circular purchase intentions [29]; lenient return policies increase purchase inten-
tion for remanufactured products [30]; and luxury value brand signals can lower quality
risk and increase trust, supporting purchase intention when new sustainable materials
are introduced [31].

Despite these insights, the literature remains fragmented across circular modes, con-
texts, and measures, and rarely isolates message-level levers under comparable designs,
leaving unresolved how differences in the substantiation and support credibility of circular
economy claims translate into authenticity, trust, perceived performance risk, and purchase
intention across national markets. This study fills that gap by comparing vague and substan-
tiated claim stimuli in a fashion-brand context and examining the credibility—authenticity—
trust pathway to risk and intention in Greece and the UK through measurement invariance
procedures and multi-group analysis.

2.2. Claim Properties as Antecedents: Claim Substantiation Quality (CSQ) and Claim Support
Credibility (CSC)

Within green and CSR communication, claim substantiation usually appears as how
specific and concrete a claim is—how clearly it says what actions it will take, what its scope
is, and what details can be checked [7,9,32,33]. In this study, this rationale establishes a di-
rect theoretical connection between the research topic (“substantiated vs. vague CE claims”)
and CSQ: “vague” claims are defined by low informational specificity and interpretability
(resulting in lower perceived CSQ), while “substantiated” claims are defined by higher
informational content (e.g., quantified, concrete, and interpretable details), which should
be regarded as higher CSQ. In industrial green advertising, deeper “advertising greenness”
aligns with more fact-based focal points and more substantive issue treatment [34], sug-
gesting that detail can operate as a legitimacy cue. However, boundary conditions emerge:
for Turkish consumers, particular claims enhanced effectiveness for a product with low
environmental relevance but not for one with high relevance [35]. Message concreteness
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can also improve attitudes and supportive intentions via perceived authenticity, with in-
volvement shaping receptiveness [36]. Which makes support credibility the next issue to
be concerned about. These findings motivate CSQ as a message property that captures
the “content strength” dimension of CE claims, rather than treating claim vagueness as a
purely categorical label.

However, “substantiated vs. vague” claim contrasts in practice often involve more
than wording detail; they also vary in the extent to which they imply an externally check-
able evidence base. Support credibility measures whether or not viewers believe that claims
and senders are trustworthy. Consumer skepticism is shaped by the interaction between
corporate credibility and green marketing claim type [37], and the impact of claim type on
advertising effectiveness is moderated by the green image of the source country [38]. This
inference is strengthened by external scrutiny: brand attitudes and purchase intentions
decreased sequentially through increased skepticism and diminished corporate credibility
when specific (as opposed to vague) environmental claims were refuted by specific (com-
pared to vague) external disconfirming information [39]. This suggests that CSC is seen
as supporting evidence rather than merely wording. Accordingly, we conceptualize CSC
as the perceived credibility of the claim’s support basis (e.g., whether it signals verifica-
tion, external checkability, and legitimacy), which may accompany—but is not reducible
to—claim specificity.

Cue integration further demonstrates that substantiation and support signals do
not merely aggregate. In three experiments, meaningless claims (e.g., being “friendly
to” the environment) heightened pro-environmental perceptions, yet did not produce any
additional effect when substantive attribute information was also available [40]), suggesting
substitution rather than reinforcement. Visual aesthetic quality also altered green brand
associations and attitudes in a vignette experiment examined through MANOVA [41],
indicating that refined execution can overshadow the examination of claim content and
encourage clearer distinctions between CSQ and CSC. This cue-integration perspective
emphasizes the necessity of analytically distinguishing between CSQ and CSC: a claim may
be interpreted as specific yet inadequately supported (high CSQ, low CSC), or may contain
support-like cues that appear credible while the substantive content remains general (low
CSQ, higher CSC). It is better to think of vague-substantiated exposure as working through
both CSQ and CSC than to think of it as a single, undifferentiated “claim strength” factor.

An integrated account that connects CSQ and CSC to authenticity- and trust-based
pathways across different audiences and situations remains underdeveloped. Claim speci-
ficity may be counterproductive when perceived competence and warmth are diminished,
leading to perceived manipulative intent and decreased perceived environmental commit-
ment [42]. Goal-based work also demonstrates that construal-goal fit influences evaluations
and willingness to pay, necessitating replication across various categories and cultural
contexts [42]. Our study addresses existing gaps by contrasting substantiated and vague
circular-economy claims in the fashion industry, while modeling CSQ and CSC as precur-
sors to perceived authenticity and green trust in Greece and the UK, employing PLS-SEM,
and multi-group analysis methodologies. We conceptually differentiate between perceived
claim attributes and subsequent evaluative judgments derived from those attributes. Claim
substantiation quality (CSQ) and claim support credibility (CSC) capture attributes of
the message itself, such as information content/precision and implied external checkabil-
ity, respectively. On the other hand, perceived green authenticity (PGA) and green trust
(GTR) are judgments made based on these cues: whether the brand’s circular positioning
seems genuine or fraudulent (PGA) and whether its environmental or circular claims seem
true and not misleading (GTR). PGA and GTR are assessed immediately following expo-
sure and are linked to the claim; however, they are regarded as evaluative measures that
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convert claim cues into intention, prompting their identification as parallel downstream
mechanisms rather than supplementary claim-property indicators.

2.3. The Mediation Mechanism: Perceived Green Authenticity and Green Trust

Perceived green authenticity and green trust are repeatedly framed as the psycho-
logical route through which sustainability communication becomes behaviorally mean-
ingful [43—46]. Thao et al. [47] utilize SmartPLS and PLS-SEM to demonstrate that green
advertising receptivity, green brand image, and perceived brand authenticity enhance
green brand trust, subsequently predicting green purchase intention, whereas perceived
greenwashing diminishes this intention. In the realm of social media influencers, Poulis
et al. [48] ascertain that influencer credibility enhances green brand authenticity, whereas
perceived greenwashing diminishes it; authenticity serves as a predictor of trust, which in
turn predicts purchase intention with partial mediation. But the evidence is cross-sectional,
so we need to explain how negative cues make trust less stable.

Greenwashing research suggests that trust deterioration is often indirect and multi-
stage rather than a simple direct deterrent. Chen et al. [49] demonstrate that greenwashing
diminishes green trust among Taiwanese consumers purchasing information and electron-
ics, both directly and indirectly, through consumer confusion and perceived risk, linking
ambiguity to risk-induced distrust. Guerreiro et al. [45] also find that expectations of green-
washing do not directly affect green purchase decisions, but they do affect them through
green trust and green word-of-mouth. Xiao et al. employ PROCESS to demonstrate that
greenwashing enhances brand avoidance, in part due to brand hypocrisy, and that these
effects diminish when CSR-CA beliefs are elevated. Mixed direct effects indicate boundary
conditions, directing focus toward authenticity assessments.

Authenticity, however, is operationalized inconsistently and placed at different points
in causal chains. Yu et al. [46] define green brand authenticity as multidimensional, en-
compassing quality commitment, heritage, uniqueness, and symbolism, and associate it
with well-being and behavioral approaches, whereas environmental values exert mini-
mal regulatory influence, and everyday green behavior only partially does so. Alyahia
et al. [43] demonstrate that in the hospitality sector, greenwashing diminishes guest green
trust and intentions to patronize; green trust serves as a mediator for these effects, whereas
increased green authenticity and green transparency mitigate the penalties associated with
greenwashing. This lack of clarity about roles leads to stricter message-level tests.

Our research fulfills this requirement by employing a standardized message-exposure
framework to analyze the influence of sustainability signals, including greenwashing
indicators, on perceived green authenticity and green trust, and how these mediators affect
purchase intentions. By examining the same mechanism across different contexts, we
ascertain whether the authenticity-to-trust pathway is resilient rather than confined to
specific samples.

2.4. Cross-National Rationale: Greece vs. The UK as Contexts for Claim Decoding

Cross-national research indicates that sustainability claims are not decoded in a vac-
uum; instead, context shapes what consumers treat as informative, credible, and actionable
signals [27,33,50-52]. Ref. [53]'s focus groups in the UK and Greece demonstrate that
consumers interpret sustainability labels on FMCGs using a variety of knowledge types,
but labeling knowledge is lacking and leaves consumers perplexed. This is important for
the present study because CE fashion claims are frequently “interpretatively flexible,” so
the same claim text may trigger different standards of scrutiny and different inferences
about genuineness and trustworthiness across contexts. Testing whether contexts alter the
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structural role of credibility cues is motivated by the qualitative nature of this evidence.
Institutional settings influence anticipations regarding verifiability and fundamental trust.

The Greece-UK comparison is analytically meaningful for two reasons. First, it pro-
vides a concentrated, interpretable cross-national examination within Europe: both contexts
are subject to sustainability discourse, yet the existing research indicates variations in the
acquisition, accessibility, and application of sustainability information, which can influence
expectations of validation and foundational trust. Using non-parametric analyses within a
varieties-of-capitalism framework, ref. [52] identify systematic disparities in sustainability
reporting practices between Nordic and Mediterranean European nations, positioning
the UK as more “intermediate” than Mediterranean economies like Greece on specific
indices. Using Eurobarometer 2023 and mediation path analysis, ref. [54] demonstrate
that knowledge of ecolabels is connected to buying behavior, in part through trust and
attitudes toward ecolabels. Together, this supports the premise that trust-based translation
mechanisms may not operate with the same strength across contexts, and that differences
in label knowledge and trust expectations can plausibly shift which “route” dominates
(authenticity-based versus trust-based). Yet these macro patterns do not specify how
people react to concrete claim texts [55,56]. Accordingly, a controlled stimulus design is
needed to isolate message-level differences (substantiation quality versus support credibil-
ity) under comparable exposure conditions. Cross-country consumer models validate the
heterogeneity in sustainable choices, yet assert that comparability can often be inadequate.

Jung et al. [56] employ SEM in the UK, US, and China, identifying both commonalities
and variations in the determinants of sustainable apparel intentions across these countries.
Loose et al. [57] employs a cross-national discrete choice experiment, demonstrating that
the valuation of CSR claims differs by market and remains consistently inferior to that of
organic claims. These findings validate cross-national tests and indicate the necessity for
standardized stimuli and measurement equivalence assessments. However, only a few
studies simultaneously combine controlled claim manipulations with explicit invariance
testing [54,58,59]. Thus, the national differences observed may be due to measurement
artifacts instead of real decoding processes in sustainability advertising contexts. This
gap is especially relevant for CE fashion claims, where consumers may rely on heuristic
cues and where credibility signals may be processed as either “truth assurance” (trust) or
“genuineness inference” (authenticity).

Evidence related to Greece and the UK underscores the significance of a targeted
comparison in advancing decoding theory. Balaskas et al. [59] demonstrate that among
Greek young adults, perceived greenwashing, literacy, and source credibility function
through persuasion knowledge and advertising skepticism. Urbanski et al. [50], along with
respondents from the UK, express skepticism and challenges in recognizing greenwashed
products. Nonetheless, it remains unexplored whether the identical CE fashion claim
exposure—maintained consistently in format and context—produces divergent structural
“translation” patterns from claim evaluations (CSQ/CSC) to perceived green authentic-
ity (PGA), green trust (GTR), and purchase intention (CPI) in Greece and the UK. Our
study addresses this shortcoming by utilizing matched stimuli and employing MICOM
and MGA within PLS-SEM. Thus, the Greece-UK pairing serves not as a descriptive com-
parison but as a theoretical examination of generalizability versus context sensitivity in
CE claim persuasion.

2.5. Hypotheses Development
2.5.1. Direct Effects on Circular Purchase Intention

Specific, concrete, and interpretable substantiated claims are more likely to be regarded
as informative signals than ambiguous slogans [7,9,32-34]. In fashion contexts where
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consumers frequently depend on heuristics [14,15,19], an enhanced perception of claim
substantiation quality should nonetheless bolster intention by diminishing interpretative
ambiguity and augmenting the perceived diagnosticity of the CE claim. When claims also
imply an externally checkable support basis, consumers should infer greater legitimacy and
a lower likelihood of deception [37-39]; in CE fashion communication, where verification is
often difficult and greenwashing is salient, credible support cues may therefore strengthen
intention beyond wording alone [20,39]. Lastly, downstream evaluations should directly
predict intention: authenticity judgments assess whether sustainability positioning is
perceived as genuine rather than performative, and are consistently associated with positive
behavioral outcomes [43,46-48]. Green trust indicates confidence in the veracity of claims
and the brand’s integrity, serving as a well-established predictor of green purchase intention
and a significant pathway through which greenwashing hampers adoption [45,47,49].

H1. Claim substantiation quality (CSQ) is associated with circular purchase intention (CPI).
H2. Claim support credibility (CSC) is associated with circular purchase intention (CPI).
H3a. Perceived green authenticity (PGA) is associated with circular purchase intention (CPI).

H3b. Green trust (GTR) is associated with circular purchase intention (CPI).

2.5.2. Indirect Effects via Authenticity and Trust; Cross-National Research Questions

Message concreteness may operate through perceived authenticity [36], and authenticity
is a strong predictor of intention in green branding contexts [46—48]. So, higher CSQ should
indirectly raise CPI by making authenticity inferences stronger. Substantiated claims should
diminish ambiguity and cultivate confidence that messaging transcends mere persuasive
rhetoric, thereby facilitating trust development in green communication [45,47,49]. Simultane-
ously, credible support cues can serve as legitimacy indicators that enhance “genuineness”
inferences, especially in contentious green communication contexts [39,43,48]. Furthermore,
when perceived as externally verifiable, they may strengthen confidence in the veracity of
claims and diminish skepticism [37-39,49]. Claim decoding is contingent upon contextual
expectations of verification and foundational trust [27,33,50-54]. Consequently, the robustness
of these CSQ/CSC — PGA/GTR — CPI pathways may vary between Greece and the UK,
even when exposure and measurement invariance are controlled [54,58,59].

H4a. CSQ is indirectly associated with CPI via perceived green authenticity (PGA).
H4b. CSQ is indirectly associated with CPI via green trust (GTR).
H5a. CSC is indirectly associated with CPI via perceived green authenticity (PGA).

H5b. CSC is indirectly associated with CPI via green trust (GTR).

RQ1: Do the structural relationships among CSQ/CSC, PGA, GTR, and CPI differ between Greece
and the UK?

RQ2: Do these relationships differ across stimulus conditions (A vs. B) and does that pattern vary
by country (4-group comparisons)?

When analyzed collectively, the research shows that circular economy messaging in
fashion serves as a disputed and unevenly decoded sustainability signal: credibility cues do
not always directly translate into trust or intention, and consumers differ in their capacity
and motivation to assess what “circular” means. This drives a model that distinguishes
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Claim substantiation
quality (CSQ)

Claim support
credibility (CSC)

between two complementary claim-level assessments, Claim Substantiation Quality (CSQ)
and Claim Support Credibility (CSC), and explains how these assessments are anticipated
to influence downstream psychological judgments of Perceived Green Authenticity (PGA)
and Green Trust (GTR), leading to Circular Purchase Intention (CPI), while permitting the
strength of these relationships to differ across national contexts (Greece vs. UK). Figure 1
summarizes the proposed conceptual model and the hypothesized direct and indirect
linkages examined in the study.

Haa Perceived green
authenticity (PGA)
Hab Hig
Circular Purchase
Intention (CPI)
H3b
H5a
H5b Green trust (GTR)

Figure 1. Conceptual model.

3. Research Methodology
3.1. Research Design, Data Collection and Sampling

A cross-national online survey with embedded stimulus exposure was used to collect
data on how consumers understand marketing claims about the circular economy and
how these evaluations affect their perceptions of authenticity, trust, risk, and willingness
to purchase circular merchandise [60,61]. A non-probability sampling strategy was uti-
lized, employing online convenience and snowball recruitment in Greece and the United
Kingdom, supplemented by quota guidance to improve comparability between the two
national subsamples regarding key demographics typically associated with apparel pur-
chasing and sustainability perceptions (e.g., gender and age categories) [62,63]. Between
September and November 2025, participants were recruited through (i) posts in relevant
social media groups, (ii) distribution through email lists, and (iii) university-affiliated
networks, with recipients encouraged to forward the survey link (snowballing). No paid
panel provider (e.g., MTurk-type access) was used. Greece and the UK were chosen for a
focused cross-national comparison because they facilitate a theory-relevant examination
of whether identical CE claim stimuli yield stable versus context-sensitive decoding pat-
terns in two European markets that are similarly exposed to sustainability messaging, yet
possibly differ in consumers’ knowledge frameworks and trust expectations regarding
verification cues [53]. This approach matches the study’s objectives and design: the focus is
on theory testing and cross-national comparison utilizing PLS-SEM, rather than population
estimation. Furthermore, meaningful multi-group analysis (MGA) necessitates adequately
sized and compositionally comparable samples gathered through standardized procedures.
Although recruitment was non-probability, quota guidance (e.g., age and gender categories)
and identical procedures across countries were used to improve sample comparability for
mechanism-focused MGA, recognizing that the goal is not population estimation.
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A digital survey tool was used to administer the questionnaire (Google Forms). This
tool combined standardized psychometric scales with controlled marketing stimuli. Par-
ticipants rated the “ecommerce ‘product card’ stimuli” for the fictional “circular fashion
brand,” named “CIRCULA,” and its “product,” the “Unisex Hoodie.” The fictitious brand
and product card were designed to be segment-neutral (i.e., no price, retailer, or positioning
cues), so the study examines CE-claim decoding in online fashion-brand communication
contexts rather than fast-fashion brands specifically. In line with the paper’s scope, the stim-
uli operationalize a product-level “material-loop” circularity claim (i.e., recycled-content
circularity) and its implied verifiability, rather than circular business models such as rental,
resale, or repair services. The stimuli were similar in design to eliminate design-related
confounds. However, the content of the claims varied. In Stimulus A, the vague claim of
circularity/sustainability was used. In Stimulus B, the substantiated claim with quanti-
fied information about the recycled content and the generic “CERTIFIED” cue was used.
Consistent with the study’s conceptualization, this manipulation was designed to shift two
perceived message properties: Stimulus B was expected to increase claim substantiation
quality (CSQ) via greater specificity /quantification, and to increase claim support credi-
bility (CSC) via the inclusion of a verification-like support cue (“CERTIFIED”), whereas
Stimulus A was expected to be decoded as lower on these properties due to its more generic
phrasing. Figure 2 presents the two standardized product-card stimuli (A vs. B) used in the
study, the verbatim claim text for each condition is reproduced in Appendix A, Table A2.

Everyday wear, designed for longer use. Everyday wear, designed for longer use.
Unisex Hoodie Unisex Hoodie
= &\ s 1 "X
. . 5 ogs & Y CERTIFIED
Circular & Sustainable Collection Verified Circular Claim
We are committed to sustainability and circular fashion. This This garment contains at least 60% recycled fiber (by
product is made with eco-friendly materials and supports a weight). Independently certified to a recognized
more responsible future. standard.

Figure 2. Stimulus materials for the claim manipulation (vague vs. substantiated CE claim) displayed
as standardized e-commerce product cards for the fictitious brand “CIRCULA”. (Left) Stimulus A
(Vague Claim Condition)—"Circular & Sustainable Collection” message with general, non-quantified
sustainability wording. (Right) Stimulus B (Substantiated Claim Condition)—"Verified Circular
Claim” message with quantified recycled content (>60%) and a generic “CERTIFIED” verification
cue. All non-manipulated elements (brand, product, layout, imagery, and call-to-action) were held
constant across conditions.

A between-subject design was used to ensure unbiased comparisons of the effect of
the claims. This procedure constitutes a randomized 2 x 2 between-subjects experiment
(Country x Claim condition), implemented via random assignment to Stimulus A vs. B
within each country sample. Participants were randomly assigned to view either Stimulus
A or Stimulus B. Immediately after viewing the stimuli, the same measurement battery
was used to measure the claims. Because the manipulation is theorized to operate through
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perceived claim properties, CSQ and CSC were measured as decoded message evaluations
rather than inferred solely from condition.

This included the evaluation of the claim substantiation quality (CSQ) and the per-
ceived credibility of the evidential basis/verification (evidence/verification credibility;
EVCQ). It also included perceived green authenticity (PGA), green trust (GTR), and circular
purchase intention (CPI). Green skepticism (GS) was measured at the end of the survey
to avoid priming. Demographic questions and questions concerning the relevance of the
purchase were also included.

In accordance with the study’s cross-national objective, the variable of country
(GR/Greece vs. United Kingdom) was utilized as a theoretically significant grouping factor
(context), while the claim manipulation (A vs. B) functioned as the controlled message-
level variable; collectively, they establish a 2 x 2 grouping framework that facilitates both
general cross-national multigroup analysis and exploratory four-group comparisons under
matched exposure conditions. The two levels of the stimuli (A vs. B) and the country
(GR/Greece vs. the United Kingdom) formed a 2 x 2 grouping structure for the multigroup
analysis: GR-A, GR-B, UK-A, UK-B.

The sampling plan aimed for a minimum of 300 respondents per country (total
N > 600), with equitable distribution across stimulus conditions within each country when-
ever possible [64,65]. This target was chosen to make sure that reflective measurement
models can be estimated reliably, to facilitate with measurement invariance testing before
comparing groups, and to provide MGA and a single moderation effect within the PLS-SEM
framework sufficient accuracy. Inclusion criteria required participants to be adults (18+),
current residents of Greece or the UK, and be in a position to read and understand the
survey language (Greek or English) sufficiently well to understand the questions and the
stimulus content. Respondents were excluded if they did not pass attention or content
checks related to the stimulus, failed to complete the surveys, had low-quality response pat-
terns (like straightlining), completed the survey in an unreasonably short amount of time,
or had inconsistent eligibility indicators that could affect valid group assignment. Screening
was done via posed eligibility questions and using built-in attention/content checks. After
that, the same quality filters were used in all countries and stimulus conditions.

To improve reliability and validity, the survey and stimuli were pilot-tested to ensure
clarity, speed, and the distinction between ambiguous and substantiated claims. When
necessary, the survey was translated from Greek to English, following standard translation
guidelines to ensure conceptual congruity. With respect to construct reliability and validity,
the PLS-SEM guidelines were followed, while measurement invariance testing preceded
MGA procedures. Ethical guidelines were strictly followed during data collection, includ-
ing the use of informed consent, voluntary participation, and anonymous data collection
following GDPR guidelines on data minimization and storage.

3.2. Measurement Scales

All focal constructs were operationalized as reflective multi-item measures adapted
from prior validated instruments. Items were rated on a 5-point Likert-type scale
(1 = strongly disagree, 5 = strongly agree) and were anchored to the stimulus claim partici-
pants had just viewed (“Based only on the claim you just read. ..”) (Appendix A, Table A1).

Claim Substantiation Quality (CSQ). CSQ captured the perceived informational
strength of the claim in terms of specificity, clarity, precision, and concreteness (4 items;
adapted from [20,23]). One item assessing verifiability (CSQ5) was removed during
measurement-model refinement.
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Claim Support Credibility (CSC). CSC assessed the perceived credibility of the claim’s
evidential basis, including impressions of verification and external checkability (4 items;
adapted from [20,23]).

Perceived Green Authenticity (PGA). PGA measured perceived genuineness of the
brand’s circular commitment versus performative messaging (3 items; adapted from [66-68]).
One additional item (PGA4) was removed during scale refinement.

Green Trust (GTR). GTR captured confidence in the truthfulness and reliability of the
brand’s circular/environmental claims (3 items; adapted from [21,22]). One item (GTR4)
was removed during scale refinement.

Circular Purchase Intention (CPI). CPI measured intention to purchase and recommend
the circular apparel product (3 items; adapted from [22,69]).

3.3. Sample Profile

Participants were drawn from the UK (n = 572) and Greece (n = 640) (Table 1). The UK
sample had 47.0% males (n = 269) and 53.0% females (n = 303), while the Greek sample had
45.8% females (n = 293) and 54.2% males (n = 347). In the last 12 months, 42.3% of Greek
respondents (n = 271) and 41.8% of UK respondents (n = 239) said they had bought clothes
that were labeled as recycled, circular, or sustainable. Greece’s educational attainment
was 41.9% secondary or lower (n = 268), 33.1% bachelor’s (n = 212), and 25.0% MSc or
above (n = 160); in the UK, the same percentages were reported: 37.9% secondary or lower
(n =217), 29.4% bachelor’s (n = 168), and 32.7% MSc or above (n = 187). In both countries,
the largest age group was 35-44 (Greece: 31.9%, n = 204; UK: 37.6%, n = 215), followed
by 18-24 (Greece: 24.8%, n = 159; UK: 19.8%, n = 113) and 25-34 (Greece: 23.4%, n = 150;
UK: 20.3%, n = 116). Both samples had a modal response at the midpoint (3; Greece: 30.2%,
n = 193; UK: 35.0%, n = 200), indicating generally moderate familiarity with terms like

7o

“recycled content,” “circular economy,” and “eco-certification.”

Table 1. Sample profile.

Demographics Category GR (n = 640) n (%) UK (n =572) n (%)
Gender Female 293 (45.8%) 303 (53.0%)
Male 347 (54.2%) 269 (47.0%)
Education Secondary or lower 268 (41.9%) 217 (37.9%)
Bachelor’s (undergraduate) 212 (33.1%) 168 (29.4%)
MSc or above 160 (25.0%) 187 (32.7%)
Age 18-24 159 (24.8%) 113 (19.8%)
25-34 150 (23.4%) 116 (20.3%)
35-44 204 (31.9%) 215 (37.6%)
45-54 68 (10.6%) 49 (8.6%)
55+ 59 (9.2%) 79 (13.8%)
Familiarity with terms like ‘recycled content’, Strongly disagree (1) 126 (19.7%) 75 (13.1%)
circular economy’, ‘eco-certification’.
Disagree (2) 131 (20.5%) 115 (20.1%)
Neither agree nor disagree (3) 193 (30.2%) 200 (35.0%)
Agree (4) 107 (16.7%) 108 (18.9%)
Strongly agree (5) 83 (13.0%) 74 (12.9%)
In the past 12 months, I have bought clothing o o
marketed as sustainable/recycled/circular. Yes 271 (42.3%) 239 (41.8%)
No 369 (57.7%) 333 (58.2%)
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4. Data Analysis and Results

We used SmartPLS 4 (v4.1.1.6) to estimate the structural equation model. In line with
Nitzl et al. [70], variance-based SEM was chosen as a suitable method for business and
social science applications. PLS-SEM was utilized to emphasize explanatory power for
endogenous constructs and predictive relevance [71]. We employed multi-group analysis
(MGA) to investigate at unobserved heterogeneity by comparing path coefficients across
subgroups and finding differences that depend on the situation that go beyond standard
regression frameworks [72,73]. Estimation and reporting adhered to Wong's [74] guidelines
concerning path estimates, standard errors, and reliability evaluation. When examining
reflective measurement models, outer loadings of 0.70 or higher were usually seen as
acceptable for indicator reliability and construct validity.

4.1. Manipulation Checks and Zero-Order Correlations by Group

The perceived claim substantiation quality (CSQ) was subjected to manipulation
checks. The perceived substantiation contrast varied across national contexts, as evidenced
by a significant Country x Manipulation interaction, F(1, 1208) = 51.68, p < 0.001, w? =0.039,
found in a two-way ANOVA with Country (Greece vs. UK) and Manipulation (vague
claim A vs. substantiated claim B). Follow-up simple-effects tests indicated that in Greece,
CSQ was significantly higher for the substantiated claim (B; M = 4.155, SD = 0.693) com-
pared to the vague claim (A; M = 3.725, SD = 0.589). In contrast, in the UK, CSQ did not
exhibit a meaningful difference between conditions (A: M = 4.161, SD = 0.601; B: M = 4.070,
SD = 0.630). Due to the cross-national variability in perceived claim substantiation, sub-
sequent analyses concentrate on perceived CSQ (as opposed to condition alone) as the
functional claim-quality antecedent.

To aid interpretation of treatment differences within each regional sample, we report
construct-level means and standard deviations by country x stimulus group (GR-A, GR-B,
UK-A, UK-B) in Table 2. In addition, group-specific Pearson correlation matrices among
the focal constructs are provided in Appendix A (Tables A2 and A3). All descriptives and
correlations are based on construct composite scores (mean of retained indicators) and are
reported for transparency alongside the PLS-SEM and multi-group results.

Table 2. Construct descriptives by country x stimulus group.

Group N CSQ M (SD) PGA M (SD) CSC M (SD) GTR M (SD) CPI M (SD)
GR-A 320 3.725 (0.589) 3.669 (0.604) 4.183 (0.609) 3.899 (0.553) 3.237 (0.550)
GR-B 320 4.156 (0.693) 4.045 (0.729) 4.221 (0.609) 4.347 (0.775) 3.593 (0.732)
UK-A 286 4.161 (0.601) 4.082 (0.594) 4.209 (0.598) 4.484 (0.603) 3.493 (0.584)
UK-B 286 4.070 (0.630) 3.942 (0.605) 4.207 (0.550) 4.171 (0.687) 3.479 (0.713)

Note. Composite construct scores. Groups: GR-A = Greece/Vague; GR-B = Greece/Substantiated;
UK-A = UK/Vague; UK-B = UK/Substantiated.

Across groups, the substantiated claim condition in Greece (GR-B) showed higher aver-
age decoded substantiation and downstream evaluations than the vague condition (GR-A),
with increases in CSQ (4.156 vs. 3.725), PGA (4.045 vs. 3.669), GTR (4.347 vs. 3.899), and
CPI (3.593 vs. 3.237), while CSC was similar across the two Greek conditions (4.221 vs. 4.183).
In the UK, mean differences between conditions were smaller and in some cases reversed:
CSQ was slightly higher in UK-A than UK-B (4.161 vs. 4.070), PGA was slightly higher
in UK-A (4.082 vs. 3.942), CSC was essentially unchanged (4.209 vs. 4.207), and CPI was
nearly identical across conditions (3.493 vs. 3.479), while GTR was higher in UK-A than
UK-B (4.484 vs. 4.171). Overall, these descriptives suggest a clearer manipulation separa-
tion in Greece than in the UK, consistent with the subsequent manipulation-check results
and the context-sensitive pattern explored in the MGA.
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4.2. Common Method Bias and Diagnostics

The issue of common method variance (CMV) was also examined based on Podsakoff
et al.’s [75] recommendations to ensure that measurement validity is supported by the
study. Moreover, a single-factor test suggested by Harman was used to ensure that a single
factor underlies most of the covariation between measured constructs. The unrotated
principal factor solution showed that the first factor accounted for only 36.129% of variance,
which is below 50%, thus showing that common method variance is not a concern. These
tests collectively suggest that inter-construct relationships observed are not primarily
due to systematic measurement error [75,76]. Cross-loadings were also inspected for the
pooled sample and each country subsample; all indicators loaded highest on their intended
construct, with no substantive cross-loading concerns (Table A3). Collinearity was assessed
using inner VIF values for the structural model; all inner VIFs were low (max = 2.156
across country subsamples), indicating no multicollinearity concerns for the estimated
paths (Table A4).

4.3. Measurement Model

The initial phase in PLS-SEM analysis was to examine at the reflective measurement
models. In accordance with the methodologies of [71,77], the evaluation encompassed inter-
nal consistency reliability at both the construct and indicator levels, as well as convergent
and discriminant validity, to ensure sufficient measurement quality prior to the estimation
of the structural model. In line with Vinzi et al. [78], indicator reliability was assessed using
outer loadings, which indicate the percentage of variance in each item that is accounted
for by its corresponding construct. Loadings of 0.70 or higher were generally treated as
acceptable [79,80]. However, as Vinzi et al. [78] point out, the loadings of indicators in social
science data often fall below this level, making deletion decisions non-trivial. Consequently,
in accordance with [71,81], only items with loadings ranging from 0.40 to 0.70 were deemed
eligible for removal if such action significantly enhanced composite reliability (CR) and/or
average variance extracted (AVE). Following these criteria [82], indicators were considered
for removal only when they showed comparatively weak outer loadings and when deletion
improved convergent validity (AVE) and/or composite reliability (CR), while preserving
the conceptual coverage of each construct. Accordingly, CSQ5 (verifiability), PGA4 (“walk
the talk”), and GTR4 (non-misleading) were removed during refinement due to weaker
loadings relative to the remaining indicators, resulting in improved measurement quality
in the pooled and country-specific models. For transparency and comparability with prior
studies using the full scales, a full-item sensitivity check (including CSQ5, PGA4, and
GTR4) is summarized in Appendix A Table A5 and shows that the substantive pattern of
structural paths and indirect effects is unchanged. This refinement, which is demonstrated
in Table 3, led to a more robust measurement model for subsequent analyses.

Cronbach’s alpha, rho_A, and composite reliability (CR) were used to evaluate re-
liability. The CR values for the core constructs (CPI, CSC, CSQ, GTR, and PGA) either
met or nearly met the 0.70 benchmark, indicating acceptable internal consistency [82]. In
both the pooled and country-specific samples, reliability was also supported by rho_A
values that fell between alpha and CR [79,83]. According to Fornell et al. [84], CR remained
above 0.60 in cases where AVE was slightly lower. Convergent validity was assessed
using AVE, and the majority of constructs had AVE values above 0.50 [71,85]. The Fornell-
Larcker criterion (square roots of AVE exceeding inter-construct correlations) and HTMT
values below the conservative 0.85 threshold [79], both supported discriminant validity.
Tables 4 and 5 provide comprehensive reliability and validity statistics.
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Table 3. Factor loading reliability and convergent validity.
Overall Sample Greece UK
A Alpha rho_A CR AVE A Alpha rho_A CR AVE A Alpha rho_A CR AVE
CPI1 0.893 0.872 0.872 0.921 0.796 0.897 0.880 0.880 0.926 0.806 0.888 0.862 0.862 0.916 0.784
CPI2 0.898 0.903 0.892
CPI3 0.886 0.894 0.876
CSC1 0.859 0.789 0.870 0.858 0.604 0.856 0.798 0.834 0.868 0.623 0.856 0.778 0.851 0.841 0.575
CSC2 0.828 0.839 0.800
CSC3 0.773 0.775 0.768
CSC4 0.630 0.676 0.581
CSQ1 0.732 0.800 0.803 0.869 0.625 0.778 0.828 0.831 0.886 0.660 0.662 0.752 0.760 0.844 0.576
CSQ2 0.808 0.829 0.781
CSQ3 0.824 0.827 0.817
CSQ4 0.795 0.815 0.766
GTR1 0.785 0.837 0.854 0.902 0.756 0.762 0.818 0.846 0.892 0.735 0.808 0.853 0.880 0.912 0.775
GTR2 0.890 0.898 0.872
GTR3 0.928 0.904 0.956
PGA1 0.916 0.872 0.876 0.921 0.796 0.933 0.892 0.896 0.933 0.823 0.888 0.839 0.846 0.903 0.756
PGA2 0.902 0.917 0.886
PGA3 0.857 0.870 0.834
Table 4. HTMT ratio.
Overall Sample
CPI CSC CSQ GTR PGA
CPI
CSsC 0.262
CSQ 0.581 0.182
GTR 0.604 0.081 0.643
PGA 0.727 0.159 0.799 0.629
Greece
CP1 CSC CSQ GTR PGA
CPI
CSsC 0.266
CSQ 0.614 0.161
GTR 0.686 0.069 0.679
PGA 0.697 0.140 0.809 0.666
UK
CPI CSC CSQ GTR PGA
CPI
CsC 0.270
CSQ 0.535 0.213
GTR 0.500 0.112 0.576
PGA 0.771 0.192 0.772 0.563
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Table 5. Fornell and Larcker criterion.
Overall Sample

CPI CSC CSQ GTR PGA
CP1 0.892
CsC 0.236 0.777
CSQ 0.488 0.026 0.791
GTR 0.512 0.039 0.535 0.870
PGA 0.635 0.100 0.671 0.540 0.892

Greece

CP1 CSC CSQ GTR PGA
CPI 0.898
CSsC 0.231 0.789
CSQ 0.526 0.025 0.812
GTR 0.583 0.054 0.574 0.857
PGA 0.618 0.074 0.699 0.576 0.907

UK

CP1 CSC CSQ GTR PGA
CPI 0.885
CSsC 0.259 0.758
CSQ 0.436 0.039 0.759
GTR 0.429 0.032 0.464 0.881
PGA 0.658 0.153 0.619 0.475 0.869

4.4. Structural Model

We utilized explained variance (R?), predictive relevance (Q*_predict), and the statisti-
cal significance of path estimates to evaluate the structural model. The model explained a
moderate amount of the variance in the endogenous constructs in the pooled sample (CPI
R? = 0.477; GTR R? = 0.287; PGA R? = 0.457). The explanatory power was similar in Greece
(CPIR? = 0.496; GTR R? = 0.331; PGA R? = 0.492), but the UK results were a little lower for
GTR and PGA (CPI R? = 0.479; GTR R? = 0.216; PGA R? = 0.399). Out-of-sample predictive
relevance was supported by cross-validated redundancy, with Q?_predict values in the
moderate-to-strong range for the pooled sample (GTR = 0.284; PGA = 0.455; CPI = 0.286),
Greece (GTR = 0.326; PGA = 0.489; CPI = 0.319), and the UK (GTR = 0.209; PGA = 0.39%4;
CPI = 0.242). We used nonparametric bootstrapping to test the hypotheses and obtain path
coefficients and standard errors [73,85]. We used bias-corrected one-tailed bootstrapping
with 10,000 resamples to obtain more accurate estimates of indirect effects [86]. Full results
are reported in Table 6.

We applied bootstrapped significance testing and PLS-SEM path estimates to test the
hypotheses. Table 5 shows the direct effects on circular purchase intention (CPI) for the
entire sample as well as for the Greece and UK subsamples.

In the pooled model, claim substantiation quality (CSQ) exhibited a modest a pos-
itive relationship with CPI, thereby corroborating H1 (3 = 0.055, t = 1.901, p = 0.029).
Claim support credibility (CSC) had a positive relationship with CPI, which supported H2
(B =0.180, t = 7.069, p < 0.001). Both proposed mediators were significant predictors of
CPI: green trust (GTR) positively predicted CPI (supporting H3b; = 0.229, t = 8.764,
p < 0.001) and perceived green authenticity (PGA) exhibited the most substantial effect on
CPI (supporting H3a; 3 = 0.456, t = 16.988, p < 0.001).
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Table 6. Direct effects on circular purchase intention (CPI) in the pooled sample and by country.

Overall Sample

Greece

UK

Hypoth.

Path

Coeff. (B)

t-Value

p-Value

Coeff. ()

t-Value

p-Value

Coeff. ()

t-Value

p-Value

Hi1
H2
H3a
H3b

CSQ — CPI
CSC — CPI
PGA — CPI
GTR — CPI

0.055
0.180
0.456
0.229

1.901
7.069
16.988
8.764

0.029
0.000
0.000
0.000

0.088
0.185
0.362
0.313

2.054
5.879
8.728
8.687

0.020
0.000
0.000
0.000

0.020
0.170
0.546
0.155

0.505
3.781
16.255
4.288

0.307
0.000
0.000
0.000

Country-specific models showed a pattern that was essentially identical, with one
notable exception. In Greece, CSQ continued to be a significant positive predictor of
CPI ( =0.088, t = 2.054, p = 0.020); however, this effect was not significant in the UK
(B =0.020, t =0.505, p = 0.307). In both Greece (3 = 0.185, t = 5.879, p < 0.001) and the
UK (3 =0.170, t = 3.781, p < 0.001), CSC was a strong predictor of CPIL Similarly, GTR
significantly predicted CPI in Greece and the UK (Greece: 3 =0.313, t = 8.687, p < 0.001;
UK: B =0.155, t = 4.288, p < 0.001), and so did PGA (Greece: 3 = 0.362, t = 8.728, p < 0.001;
UK: 3 =0.546, t = 16.255, p < 0.001). Overall, PGA was the most important proximal
predictor of CPI in the whole sample, and it was especially strong in the UK subsample.

4.5. Mediation Analysis

We utilized bootstrapped indirect effects to test mediation in the pooled sample and
separately for Greece and the UK. Table 7 illustrates that perceived green authenticity (PGA)
and green trust (GTR) predominantly served as mechanisms connecting claim evaluations
to circular purchase intention (CPI), although the efficacy and relevance of these indirect
pathways differed by predictor and country.

Table 7. Mediating effects on circular purchase intention (CPI) in the pooled sample and by country.

Overall Sample Greece UK

Paths

Coeff. (B) t-Value p-Value Coeff. () t-Value p-Value Coeff. () t-Value p-Value

H4a: CSQ — PGA — CPI
H4b: CSQ — GTR — CPI
Hb5a: CSC — PGA — CPI
H5b: CSC — GTR — CPI

0.305
0.123
0.038
0.006

15.296
8.499
3.904
1.038

0.000
0.000
0.000
0.150

0.252
0.180
0.021
0.013

8.442
8.369
1.944
1.263

0.000
0.000
0.026
0.103

0.335
0.072
0.070
0.002

11.620
4.236
4.253
0.323

0.000
0.000
0.000
0.373

Both of the proposed indirect effects were confirmed for claim substantiation quality
(CSQ). The indirect effect of CSQ on CPI through PGA was positive and statistically
significant in the pooled sample (3 = 0.305, t = 15.296, p < 0.001), in Greece (3 = 0.252,
t=8.442, p < 0.001), and in the UK ( = 0.335, t = 11.620, p < 0.001), thereby supporting
H4a. The indirect effect of CSQ on CPI through GTR was significant in the pooled sample
(B =0.123,t=28.499, p < 0.001), Greece (3 = 0.180, t = 8.369, p < 0.001), and the UK (3 = 0.072,
t =4.236, p < 0.001), thus supporting H4b. Across all countries, the PGA-mediated pathway
was consistently larger than the GTR-mediated pathway, suggesting that perceptions of
authenticity played a larger role in CSQ’s downstream link to CPL

Results showed selective mediation for claim support credibility (CSC). The indirect ef-
fect of CSC on CPI through PGA was statistically significant in the pooled sample (3 = 0.038,
t=3.904, p < 0.001), Greece ( = 0.021, t = 1.944, p = 0.026), and the UK (3 = 0.070, t = 4.253,
p < 0.001), thereby corroborating H5a. Conversely, the indirect effect of CSC on CPI through
GTR was not statistically significant in the pooled sample (3 = 0.006, t = 1.038, p = 0.150),
Greece (3 =0.013, t = 1.263, p = 0.103), or the UK (8 = 0.002, t = 0.323, p = 0.373), thereby
failing to support H5b. In summary, these results indicate that CSC is mainly connected to
CPI through authenticity-based inferences rather than trust-based transmission.
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4.6. Multi-Group Analysis

Following measurement invariance assessment (MICOM), multi-group analysis
(MGA) was conducted to compare structural paths and specific indirect effects between the
Greece and UK subsamples [83]. To assess cross-national heterogeneity, MGA analyzed
structural paths and specific indirect effects between the Greece and UK subsamples. Table 8
shows the differences between groups, which were determined as Af = B(GR) — 3(UK)
with two-tailed p values.

Table 8. Multi-group analysis (Greece vs. UK): Differences in structural paths.

Path AB (GR — UK) p (Two-Tailed) Direction

PGA — CPI —0.184 <0.001 UK > GR
GTR — CPI 0.159 0.001 GR> UK
CSQ — PGA 0.084 0.016 GR > UK
CSQ — GTR 0.109 0.027 GR > UK
CSC — PGA —0.072 0.034 UK > GR
CSQ — GIR — CPI 0.108 <0.001 GR > UK
CSC — PGA — CPI —0.050 0.005 UK > GR
CSQ — PGA — CPI —0.083 0.023 UK > GR

Note. AB = f(GR) — B(UK). Negative values indicate larger effects in the UK.

At the structural level, various effects exhibited significant differences across coun-
tries. The impact of perceived green authenticity on circular purchase intention was more
pronounced in the UK compared to Greece, as evidenced by a negative group difference
(AB = —0.184, p < 0.001). Conversely, the impact of green trust on purchase intention was
more pronounced in Greece than in the UK (Ap = 0.159, p = 0.001). In terms of upstream
relationships, the impact of claim substantiation quality was more significant in Greece
for both CSQ — PGA (A = 0.084, p = 0.016) and CSQ — GTR (Ap = 0.109, p = 0.027).
In contrast, CSC — PGA was more robust in the UK (Ap = —0.072, p = 0.034). Overall,
these results show that Greece has a stronger “translation” from substantiation quality
to authenticity and trust, while the UK has a stronger conversion from authenticity to
purchase intention.

These cross-national differences were further supported by MGA of indirect effects
(Table 8). In Greece, trust plays a stronger role in driving intention than in the UK, as
evidenced by the larger mediated effect of CSQ — GTR — CPI (A = 0.108, p < 0.001). On
the other hand, the UK had a larger CSC — PGA — CPI (A = —0.050, p = 0.005), which
was consistent with a stronger UK pathway from support credibility into authenticity and
downstream intention. In line with the relatively stronger UK effect of authenticity on
intention, the indirect pathway CSQ — PGA — CPI was also stronger in the UK than
in Greece (A = —0.083, p = 0.023). Overall, the cross-national pattern points to distinct
psychological “routes” to intention: a comparatively stronger authenticity-based route in
the UK and a significantly stronger trust-based route in Greece.

Exploratory MGA: Four-Group Comparison (GR-A vs. GR-B vs. UK-A vs. UK-B)

An additional exploratory MGA compared four groups based on country and stim-
ulus condition (GR-A, GR-B, UK-A, UK-B) (Table 9). Pairwise differences showed that
there were a number of important differences in both structural and indirect effects. For
example, (a) authenticity (PGA) was more strongly linked to intention in the UK conditions
than in Greece, and (b) the trust pathway (GTR — CPI and CSQ — GTR — CPI) was
generally stronger in Greece. Tables 5 and 6 show detailed pairwise differences. Due
to the quantity of pairwise tests, these results are regarded as exploratory and serve to
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contextualize the primary two-group MGA findings rather than function as independent
confirmatory evidence.

Table 9. Four-group MGA: selected structural path differences (pairwise comparisons).

Path Pairwise Comparison AB p (Two-Tailed)

CSC — PGA GR-A vs. GR-B —0.232 0.002
GR-A vs. UK-A —0.334 <0.001

GR-A vs. UK-B —0.166 0.027

GR-B vs. UK-A —0.101 0.035

GR-B vs. UK-B 0.167 0.014

CSQ — GTR GR-A vs. GR-B —0.203 0.004
GR-B vs. UK-B 0.194 0.010

CSQ — PGA GR-A vs. GR-B —0.110 0.020
GR-B vs. UK-A 0.153 0.004

PGA — CPI GR-A vs. UK-A —0.210 0.008
GR-A vs. UK-B —0.251 0.001

GR-B vs. UK-A —0.132 0.033

GTR — CPI GR-A vs. UK-A 0.180 0.012
GR-A vs. UK-B 0.257 0.001

GR-B vs. UK-A 0.211 0.004

CSQ — CPI GR-A vs. UK-A 0.198 0.016
GR-B vs. UK-A —0.196 0.008

CSC — PGA — CPI GR-A vs. GR-B —0.089 0.001
GR-A vs. UK-A —0.154 <0.001

GR-B vs. UK-A —0.065 0.026

UK-A vs. UK-B 0.085 0.035

CSQ — GTR — CPI GR-A vs. GR-B —0.094 0.015
GR-A vs. UK-B 0.073 0.015

GR-B vs. UK-A 0.167 <0.001

GR-B vs. UK-B 0.111 0.002

CSQ — PGA — CPI GR-A vs. GR-B —0.118 0.025
GR-A vs. UK-A —0.102 0.052

GR-A vs. UK-B —0.180 0.001

Note. Ap = B(GR) — B(UK). Negative values indicate larger effects in the UK.

5. Discussion

This study investigated consumer interpretations of circular economy (CE) claims in
fashion, considering variations in informational strength and perceived support, and how
these assessments influence authenticity, trust, and circular purchase intention. Aligned
with the perspective that circular economy transitions necessitate consumer engagement
while being complicated by the interpretative ambiguity of “circular” terminology [3,5], the
results indicate that consumers do not perceive circular economy messaging as a singular,
indistinct “green signal.” Instead, they differentiate between the perceived substantiation
quality of the claim (CSQ) and the perceived credibility of its supporting basis (CSC).
Both evaluations contributed to purchase intention in the pooled model, while perceived
green authenticity and green trust emerged as the most proximal predictors particularly
authenticity, which showed the largest effect.

A significant contribution is the empirical distinction between CSQ and CSC as com-
plementary message attributes in contentious green communication contexts. Previous
research suggests that ethical and sustainability signals in fast fashion can be processed
heuristically, affecting consumer intentions without the necessity of comprehending the
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label’s informational content [1]. Simultaneously, when verification is challenging and
perceptions of “green quality” are unclear, companies are motivated to merge informative
and persuasive tactics, potentially leading to exaggeration [12]. Our results demonstrate
that intention increases not only when claims appear specific and checkable (CSQ), but
also when they convey external support and checkability (CSC), which is consistent with
normative calls that trustworthy green claims should be verifiable and demonstrable rather
than vague [11]. More evidence that substantiation can function as an informational cue
in some situations while its influence may be primarily indirect through downstream
judgments in others comes from the pooled sample’s modest direct CSQ — CPI association,
which is present in Greece but absent in the UK [23,49,53].

The mediation outcomes elucidate these subsequent judgments. For CSQ, both indi-
rect pathways were validated across countries, with the authenticity-mediated pathway
consistently exhibiting greater magnitude than the trust-mediated pathway. This pattern
shows that consumers first infer whether circular messaging reflects genuine commitment
rather than Perceived Green Authenticity (PGA), and that authenticity is a powerful driver
of intention. This is in line with research that shows that authenticity is a key factor in
building trust and purchase intentions [47,48] and that negative reactions often happen
in stages rather than just stopping people from doing something [45,87]. For CSC, medi-
ation was selective: CSC — PGA — CPI was significant in both the pooled sample and
within each country, while CSC — GTR — CPI was not. Substantively, perceived support
credibility functions more as an authenticity indicator—reinforcing “this is legitimate”
conclusions—rather than as a direct mechanism for enhancing trust in non-deception. This
aligns with reception-oriented apprehensions regarding audiences misinterpreting credi-
bility and assurance signals, and that more robust indicators do not consistently enhance
perceived credibility, indicating that “support” might be construed as authenticity rather
than as truth assurance.

The cross-national MGA illustrates how these mechanisms are context-sensitive.
In Greece, CSQ experienced a stronger effect on authenticity and trust (CSQ — PGA;
CSQ — GTR), and trust was a stronger predictor of intention (GTR — CPI). In the UK,
authenticity had a stronger effect on intention (PGA — CPI), and CSC had a stronger link
to authenticity (CSC — PGA). This pattern aligns with assertions that the interpretation of
sustainability labels is influenced by institutional and discursive contexts, and that knowl-
edge regarding labeling may be constrained in both Greece and the UK [53]. Additionally,
cross-national research highlights the variability in sustainable apparel determinants and
the market valuation of CSR-related claims [56,57]. When considered in this manner, it
appears that Greek respondents relatively more responsive to authenticity and trust on the
strength of the information in the claim, while UK respondents are more likely to base their
intention on authenticity. The indirect-effect MGA reinforces this argument, showing that
the trust-mediated CSQ — CPI path is stronger in Greece and the authenticity-mediated
paths (CSQ — PGA — CPL; CSC — PGA — CPI) are stronger in the UK.

The final model prioritized intention as the focal outcome, despite the fact that
circular performance risk was motivated as a significant barrier in circular apparel. This
aligns with the communication objectives of the study and the compelling evidence that
sustainability intentions are proximal to authenticity and trust [47,48]. However, the
literature on circular fashion risk is still spread out across different modes and mea-
sures. For example, the effects of performance risk differ depending on the circular
form and cultural orientation [26,27], and market cues can sometimes help with quality
uncertainty [29-31]. Subsequent research may reintegrate performance risk within frame-
works that alter circular modes (e.g., recycled, rental, or resale) or intentionally modify
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risk-reducing cues to examine the conditions under which credibility functions through
uncertainty reduction rather than predominantly through authenticity inferences.

6. Practical Implications

The results have several practical implications for stakeholders interested in increasing
participation in the CE in the fashion industry via credible marketing communication.
Because the study examines consumer responses to standardized claim messages (rather
than validating objective circularity categories), the implications are primarily for how
CE-related terminology and supporting information are communicated and decoded in the
marketplace. To begin with, the results show that CE-related marketing communication
is judged on at least two separate dimensions, namely, claim substantiation quality (CSQ)
and claim support credibility (CSC) [23,67]. Furthermore, these dimensions may jointly
contribute to influencing circular purchase intention, particularly via green authenticity
and green trust. From the perspective of managers in industry, this implies that CE-related

e

marketing communication is not limited to common phrases like “circular,” “sustainable,”
and so on, but rather serves as an information signal in the design of marketing communica-
tion. This implies, for example, that stakeholders should clearly indicate what is done, how
it is done, and to what extent (e.g., specificities in terms of scope, materials, or processes)
in order to enhance claim substantiation quality, while at the same time ensuring that the
message also indicates an evidence base that is perceived as externally verifiable in order
to enhance claim support credibility. The dominant role of perceived authenticity, however,
suggests that marketers should rather focus on designing the message in such a way that it
is perceived as genuine, rather than focusing on the quantity of claims [1,2]. In practice, this
also means aligning consumer-facing wording with standardized definitions and clearly
signaling which CE “loop” is being claimed (e.g., recycled content versus repair, resale, or
refurbishment), to reduce interpretative drift.

Second, the insignificant CSC — GTR — CPI mediation pathway suggests that support
cues do not inherently convert into trust as “truth assurance.” So, managers and certifiers
should see verification cues as tools that help make sense of the brand’s position, not as a
way to replace clarity and coherence in the claim. In practice, verification signals should be
accompanied by concise, straightforward explanations of the verification process and its
scope, minimizing the likelihood that the cue is interpreted as promotional or ornamental.

Third, the cross-national differences suggest that a uniform communication strategy
may be suboptimal. In Greece, substantiation appears to possess a stronger effect on trust
and intention. This suggests that adding more CSQ (specific, verifiable content) may be an
effective means to build trust and motivating purchase decisions. In the UK, authenticity
has a stronger effect on intention and CSC is more closely related to authenticity. This
implies that communications may work more effectively if they concentrate on cues that
support genuineness (like externally checkable standards) and avoid giving the impression
that they are “badge collecting.” For managers working in both markets, this supports
moderate localization: keep the claim content the same, but change the emphasis (more
information vs. more authenticity) to the dominant route observed in each context [4,32].

For policymakers and regulators, these findings reinforce the importance of advice
that encourages claims to be verifiable and comparable, an issue also highlighted by the
push for standardization methodologies. In this regard, policies that encourage accessible
substantiation—such as documentation, scope boundaries, and auditability—can help
raise the market-wide CSQ/CSC standard and limit the scope for vague and flexible
“circular” type rhetoric. Further, for educators and organizations focused on consumers,
these findings can be used to develop more nuanced literacy programs, moving beyond
“distrust green claims” to “recognize substantiation features” and “support cues,” and
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“differentiating between commitment and performative messaging,” thereby enabling more
nuanced and informed participation in carbon-efficient (CE) fashion markets.

7. Conclusions, Limitations and Future Directions

This study investigated how consumers interpret fashion’s circular economy (CE)
claims and how their assessments relate to perceived green authenticity, green trust, and
circular purchase intention. In the pooled sample, purchase intention was positively cor-
related with both claim substantiation quality (CSQ) and claim support credibility (CSC).
The most proximal predictors were perceived green authenticity (PGA) and green trust
(GTR), with authenticity showing the largest effect. Indirect-effect tests demonstrated
that CSQ affected intention through both PGA and GTR, while CSC functions mostly
through PGA instead of a trust-mediated pathway. A multi-group analysis revealed a
context-sensitive pattern: Greece exhibited a more pronounced translation from substanti-
ation to authenticity and trust, along with a stronger trust-to-intention link. Conversely,
the UK demonstrated a more robust authenticity-to-intention link and a stronger CSC-
to-authenticity association. Overall, the results support a “dual-route” account of CE
claim persuasion in which authenticity and trust are distinct mechanisms whose relative
role varies by national context. These conclusions illustrate how consumers interpret
CE claim messages (and implied support) within a standardized e-commerce product-
card context, rather than the objective performance or equivalence of circular product
categories (e.g., recycling vs. remanufacturing) as delineated in policy frameworks. Be-
cause the sampling used non-probability convenience/snowball recruitment (social media,
email lists, university networks; September-November 2025; no compensation), popu-
lation generalization—especially prevalence estimates—should be carefully considered
when interpreting cross-national MGA differences because residual compositional differ-
ences between country subsamples may cause “country” effects even when quota guid-
ance and the same procedures are used. Replication with harmonized sampling frames
is a top priority.

Several future research directions follow directly from the design and findings. Ini-
tially, the controlled stimulus methodology offered a clear examination of claim attributes;
however, subsequent research should enhance ecological validity by replicating the model
with actual brands (where reputation and prior attitudes are prominent) and by integrating
behavioral outcomes (e.g., simulated choice, willingness-to-pay, or information seeking)
alongside intentions [6,8]. Second, since the evidence is cross-sectional, longitudinal or
repeated-exposure designs could elucidate the evolution of authenticity and trust over time
and assess whether support credibility (CSC) emerges as a more robust “truth assurance”
channel in the presence of clearer verification explanations, enhanced documentation cues,
or increased consumer knowledge.

Third, subsequent research should expand the CE fashion context beyond a singular
product-card scenario [5,52]. The literature indicates that perceived performance risk can
significantly differ among circular modes (recycled, resale, rental, repair) and cultural
orientations. Consequently, reintroducing risk and evaluating it across modes, price tiers,
and return-policy conditions would facilitate the identification of instances when credibility
cues mitigate uncertainty as opposed to predominantly enhancing authenticity. Related
experiments could also change the claim form (vague, quantified, or refuted) and the
support format (label-like cues, third-party statements, links to evidence) to test when
substantiation and support cues reinforce one another versus substitute.

Lastly, the cross-national variations highlight the importance of additional compar-
ative studies employing strict measurement equivalency checks and standardized stim-
uli [6,8,52]. It would be more straightforward to comprehend why certain contexts favor
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trust-based routes while others favor authenticity-based routes if we examined beyond
Greece and the UK and explicitly tested moderators like label knowledge or persuasion
knowledge. Collectively, these guidelines can improve guidance on creating CE fashion
claims that encourage participation while reducing ambiguity and misappropriation and
improve generalizability.
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Abbreviations

CE Circular economy

CSQ Claim substantiation quality
CSsC Claim support credibility
PGA Perceived green authenticity
GTR Green trust

CPI Circular purchase intention
PLS-SEM  Partial least squares structural equation modeling
MGA Multigroup analysis

CMV Common method variance
HTMT Heterotrait-monotrait ratio
VIF Variance inflation factor

CR Composite reliability

AVE Average variance extracted
Appendix A

Table A1l. Measurement used in data collection.

CSQ—Claim Substantiation Quality

CSQ1  The claim is specific rather than general.

CSQ2 The claim provides clear information about what the brand is doing.
CSQ3  The claim is precise about what is meant by “circular/sustainable.”
CSQ4  The claim includes concrete details (e.g., scope, process, quantities, standards).

Adapted
from [20,23]

CSQ5 The claim seems verifiable (it could be checked). (deleted)

CSC—Claim Support Credibility

CSC1  The claim appears to be supported by credible evidence.

CSC2  The claim seems backed by serious verification, not just marketing language. Adapted
CSC3  The claim seems externally checkable (e.g., through standards, documentation, or verification). ~ from [20,23]
CSC4  The claim gives the impression that it could be verified independently.
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PGA—Perceived Green Authenticity
PGA1 The brand’s circular commitment feels genuine.
PGA2 The claim feels consistent with real action, not just marketing. A(;lapted
PGA3 Opverall, this feels authentic rather than performative. [ 628161;3]
PGA4 The brand seems to walk the talk on circularity. (deleted)
GTR—Green Trust
GTR1 Itrust the brand’s environmental/circular claims.
GTR2 Ibelieve the brand is truthful about its circular practices. Adapted

GTR3 I feel confident relying on this information.

from [21,22]

GTR4 Ibelieve the brand is unlikely to mislead consumers about sustainability. (deleted)

CPI—Circular Purchase Intention

CPI1  Iwould consider buying this circular apparel product.

CPI2  Iwould recommend this product/brand to others. froAfla[ggegg]
CPI3  IfIneeded apparel, I would be inclined to purchase this option. !
Table A2. Construct correlations (pooled sample; N = 1212).

Construct 1 2 4 5

1. CSQ 1.000

2. PGA 0.666 ** 1.000

3.CSC —0.034 —0.072 % 1.000

4. GTR 0.528 ** 0.535 ** —0.012 1.000

5. CPI 0.486 ** 0.634 ** —-0.178*  0.515** 1.000

Note. Pearson correlations (two-tailed). * p < 0.05, ** p < 0.01.

Table A3. Construct correlations by country x stimulus group.

Panel A. GR-A (Greece, Stimulus A; n = 320)

Construct 1 2 3 4 5

1. CSQ 1.000

2. PGA 0.587 ** 1.000

3. CSC 0.079 0.087 1.000

4. GTR 0.344 ** 0.347 ** 0.067 1.000

5. CPI 0.363 ** 0.419 ** —0.069 0.384 ** 1.000
Panel B. GR-B (Greece, Stimulus B; n = 320)

Construct 1 2 3 4 5

1. CSQ 1.000

2. PGA 0.724 ** 1.000

3. CSC —0.127 * —0.185 ** 1.000

4. GTR 0.617 ** 0.634 ** —0.113 * 1.000

5. CPI 0.559 ** 0.692 ** —0.309 ** 0.628 ** 1.000
Panel C. UK-A (UK, Stimulus A; n = 286)

Construct 1 2 3 4 5

1. CSQ 1.000

2. PGA 0.587 ** 1.000
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3. CSC —0.118 * —0.245 ** 1.000

4. GTR 0.503 ** 0.525 ** —0.134* 1.000

5. CPI 0.372 ** 0.654 ** —0.277 ** 0.522 ** 1.000
Panel D. UK-B (UK, Stimulus B; n = 286)

Construct 1 2 3 4 5

1. CSQ 1.000

2. PGA 0.631 ** 1.000

3. CSC 0.012 0.043 1.000

4. GTR 0.423 ** 0.408 ** 0.132* 1.000

5. CPI 0.481 ** 0.671 ** —0.072 0.382 ** 1.000

Note. Pearson correlations (two-tailed). * p < 0.05, ** p < 0.01. CSQ = claim substantiation quality; CSC = claim
support credibility; PGA = perceived green authenticity; GTR = green trust; CPI = circular purchase intention.

Table A4. Stimulus claim text (verbatim; English and Greek).

Stimulus Element

English (Verbatim)

Greek (Verbatim)

Stimulus A (Vague

claim condition) Headline/TiAog

“Circular & Sustainable
Collection”

«KvkAk7f & Buwoipn ZvAAoyi»

“We are committed to
sustainability and circular
fashion. This product is

«AgoHEVOLLXOTE YIX TN
BlwotudTN T KAL TNV KUKALKT
nédx. AvTtd To TPOLOV eivat

Body/Keiuevo . . KXTXOKEVXOUEVO [LE PLALKE TTPOG
madg Vi”th eélco—frlendly TO TrEPLBAAANOY VALKA Kol
materials and supports a vmoonpilel éva TiLo vTTe GOV VO
more responsible future. HEANOY.»
Stimulus B
(Substantiated claim Badge/XApo “CERTIFIED” «[TIZTOITOIHMENO»
condition)
. P SN Tt £ . . «ITroTomompévn KUKALKY
Headline/TitAog Verified Circular Claim VOl
“This garment contains at «AvTd TO éVOUL Lo TTE pléxgl
least 60% recycled fiber (by  tovAdxloTOV 60% 0CVaXKUKAWUEVT
Body/Keiuevo weight). Independently va (ktd Bdpog). AveEdptnTa

certified to a recognized
standard.”

TILOTOTIOUUEVO CUULPW VX LLE
XVXYVWPLOUEVO TTPOTVTIO.»

Table A5. Complete and country-specific cross-loadings.

Complete Sample

Greek

United Kingdom

CPI CSsC CSQ GTR PGA CPI
CPI1  0.893 0.183 0.377 0.478 0.562 0.897
CPI2  0.898 0.252 0.492 0.480 0.555 0.903
CPI3  0.886 0.196 0.436 0.414 0.584 0.894
CSC1  0.238 0.859 0.114 0.079 0.124 0.225

CsC2  0.190 0.828 —0.052 —0.004 0.072 0.196
CSC3  0.189 0.773 —0.105 0.024 —0.014 0.185
CSC4  0.034 0.630 0.144 —0.024 0.148 0.098

CSQ1 0322 —0.032 0.732 0.451 0.452 0.388
CSQ2 0373 0.023 0.808 0.396 0.519 0.415
CSQ3 0.435 0.063 0.824 0.355 0.600 0.442
CSQ4  0.406 0.021 0.795 0.492 0.541 0.459
GTR1 0452 0.024 0.325 0.785 0.417 0.473
GTR2 0414 0.026 0.584 0.890 0.505 0.526
GTR3 0.479 0.052 0.460 0.928 0.481 0.498

Csc CSsQ GTR PGA
0.197 0.419 0.541 0.538
0.225 0.500 0.545 0.553
0.199 0.497 0.484 0.573
0.856 0.083 0.082 0.065
0.839 —0.038 0.023 0.053
0.775 —0.119 0.037 —0.036
0.676 0.156 0.013 0.170
0.048 0.778 0.477 0.492
—0.030 0.829 0.456 0.552
0.044 0.827 0.402 0.635
0.019 0.815 0.529 0.585
0.020 0.357 0.762 0.411
0.069 0.628 0.898 0.554
0.044 0.452 0.904 0.501

CPI csc CsQ GTR PGA
0.888 0.174 0.324 0.407 0.594
0.892 0.307 0.483 0.408 0.557
0.876 0.207 0.351 0.324 0.597
0.251 0.856 0.150 0.075 0.199

0.180 0.800 —0.074 —0.038  0.093
0.200 0.768 —0.074 0.021 0.027
—0.039 0.581 0.133 —0.069  0.125
0.236 —0.128 0.662 0.399 0.386

0.315 0.094 0.781 0.309 0.465
0.420 0.106 0.817 0.276 0.541
0.337 0.026 0.766 0.433 0.473
0.420 0.044 0.255 0.808 0.405
0.261 —0.035 0.499 0.872 0.414
0.451 0.071 0.453 0.956 0.438
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Complete Sample Greek United Kingdom
PGA1 0.557 0.036 0.614 0.530 0.916 0.571 0.036 0.651 0.552 0.933 0.535 0.048 0.549 0.486 0.888
PGA2 0.604 0.116 0.633 0.483 0.902 0.584 0.070 0.665 0.543 0.917 0.625 0.192 0.589 0.402 0.886
PGA3 0.536 0.115 0.543 0.430 0.857 0.525 0.099 0.582 0.468 0.870 0.550 0.152 0.467 0.352 0.834
Table A6. Outer and inner VIFs (indicator and structural collinearity) by sample.
. Structural Path
Construct/Indicator Complete VIF  Greece VIF UK VIF (Predictor — Outcome) Complete VIF  Greece VIF UK VIF
CPI CPI1 2.357 2.450 2.251 CSC — CPI 1.013 1.008 1.030
CPI2 2.382 2471 2.288 CSQ — CPI 1.974 2.143 1.731
CPI3 2.238 2.384 2.087 GTR — CPI 1.529 1.638 1.376
CSC CSC1 1.684 1.780 1.608 PGA — CPI 2.007 2.156 1.796
CcsC2 1.916 1.990 1.857 CSC —+ GTR 1.001 1.001 1.002
CSC3 1.738 1.786 1.697 CSQ — GTR 1.001 1.001 1.002
CSC4 1.448 1.404 1.506 CSC — PGA 1.001 1.001 1.002
CSQ CSQ1 1.497 1.674 1.326 CSQ — PGA 1.001 1.001 1.002
CSQ2 2.032 2.101 1.961
CSQ3 2.078 2.061 2.069
CSQ4 1.631 1.760 1.482
GTR GTR1 1.655 1.486 2.026
GTR2 2.468 2.318 2.770
GTR3 3.083 2.596 4.177
PGA PGA1 2.849 3.378 2.275
PGA2 2.493 3.026 2.054
PGA3 2.011 2.183 1.775
Table A7. Full-item sensitivity check (no deletions): measurement impact and robustness summary
(pooled sample).
Construct Deleted Loading in CR AVE CR (Refined  AVE (Refined ~ , Structural
Item Model (\) (Full-Item) (Full-Item) Model) Model) Refined Model
Claim
substantiation CSQ5 0.56 0.846 0.578 0.869 0.625 Unchanged
quality (CSQ)
Perceived green
authenticity (PGA) PGA4 0.61 0.902 0.744 0.921 0.796 Unchanged
Green trust (GTR) GTR4 0.58 0.879 0.688 0.902 0.756 Unchanged
Note. “Full-item model” includes CSQ5, PGA4, and GTR4; “Refined model” excludes these indicators. “Structural
conclusions” refers to the significance/direction of key paths and indirect effects (H1-H5), which remained
unchanged in the full-item model relative to the refined model.
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