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[bookmark: _Toc225771020]Abstract
Global fast fashion is a sector that poisons the environment disastrously, and with extensive documentation, but consumption habits by buyers continue to ignore proclaimed sustainability principles. Greenwashing, the tactical rebranding of environmental performance of brands, has become one of the key mechanisms that perpetuate this disjuncture, where it works by undermining consumer trust that is needed to translate awareness into purchase intention. Shortly, there is no empirical study at a meso level involving both mixed methods research that has explored the relationship between greenwashing scepticism and consumer trust in eliciting sustainable purchase intentions among the United Kingdom fast fashion consumers, who are in a market environment characterised by high per-capita consumption and increasing regulation against anti-greenwashing. A sequential explanatory design will be adopted in this study, involving semi-structured qualitative interviews (n=20) and a stratified quota survey (n=200). The study will be based on a combined Stimulus-Organism-Response, Theory of Planned Behaviour and Value-Belief-Norm model. It will test five directional hypotheses on mediation and moderation effects, and will provide original empirical findings with direct implications for sustainable brand strategy and UK regulatory policy.
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[bookmark: _Toc225771021]Section 1: Introduction
[bookmark: _Toc225771022]1.1 Contextual Background
The fashion and textile sector of the global economy is one of the most devastating economic sectors that contributes to the world by approximately 10 per cent of the total carbon dioxide emissions, more than 20 per cent of the industrial pollution of water, and about 92 million tonnes of textile waste annually (Niinimaki et al., 2020). These environmental impacts have increased significantly since the early 2000s, driven by the fast-fashion business model, which is built on a rapid production cycle, low retail prices, and active aesthetic obsolescence (Bick, Halsey and Ekenga, 2018). In the United Kingdom, fashion consumption conditions remain among the highest in Europe, while consumer environmental awareness has increased dramatically over the same period (Hur and Faragher-Siddall, 2022). This generates a vivid and sustained discrepancy between claimed values of environmental concern and real buying behaviour - a gap in values-actions that is the main empirical and theoretical puzzle driving this research.
[bookmark: _Toc225771023]1.2 Research Problem and Significance
Three gaps are vital and interrelated enough to justify the proposed research. To begin with, greenwashing scepticism, or a critically disbelieving customer attitude towards brands' environmental marketing (Marko and Kusa, 2023), has not been sufficiently incorporated into models of sustainable fashion consumption behaviour. Second, the literature remains theoretically underdeveloped regarding how the relationship between consumer scepticism and intention is mediated by consumer trust. Third, the sample of UK-specific empirical studies is limited: most quantitative research uses Italian, Spanish, or East Asian samples, which limit their applicability to the British market and regulatory environment significantly (Khan, Varaksina and Hinterhuber, 2024). On the academic front, this research adds to the existing body of knowledge on the S-O-R model by introducing a greenwashing-conditioned trust pathway that has not been tested in the UK landscape. In practice, the results will offer effective recommendations to sustainable brand managers, policymakers working on compulsory anti-greenwashing disclosure regulations, and consumer interest groups.
[bookmark: _Toc225771024]1.3 Key Definitions
Sustainable fashion: clothing manufactured, sold and worn so that they have a minimal impact on the environment and comply with social equity principles throughout the supply chain (Abbate et al., 2023). Greenwashing: the intentional or haphazard falsification of the environmental claims of a brand in the marketing communications (Adamkiewicz et al., 2022). Consumer trust: the belief that a brand will always deliver on its sustainability promises (Rastogi et al., 2025).
[bookmark: _Toc225771025]1.4 Research Aim, Objectives, and Questions
The objective of the research is to critically explore the interactions between greenwashing scepticism and consumer trust, and their effects on forming sustainable purchase intention among UK fast-fashion consumers, and to identify under which circumstances trust-building communication can be effective in addressing scepticism and increasing sustainable purchasing behaviour.
RO1: To assess the degree of scepticism and brand trust destruction among the consumers of UK fast fashion due to exposure to greenwashing. RO2: To explore the mediation of consumer trust in the relationship between greenwashing scepticism and purchase intention. RO3: To examine individual moderators - environmental consciousness and social media involvement - in the pathway of scepticism-trust-intention. RO4: To determine the implications for the sustainable brand communication strategy and the UK regulatory policy.
RQ1: How does greenwashing exposure affect consumer trust and create brand scepticism in UK fast fashion consumers? RQ2: Does consumer trust mediate the relationship between greenwashing scepticism and sustainable purchase intention? RQ3: How do environmental consciousness and social media interaction mediate the scepticism-trust-intention pathway? RQ4: Which communication strategies and regulatory interventions are the most likely to restore trust and trigger sustainable purchasing in the UK fast fashion market?
[bookmark: _Toc225771026]Section 2: Literature Review
[bookmark: _Toc225771027]2.1 Theoretical Foundations (Concepts)
The proposed study is based on three interconnected theoretical frameworks, which are critically assessed below. The model offers the main architectural support: the Stimulus-Organism-Response (S-O-R) model, in which the external stimuli, in this case, are greenwashing communications. It stimulates internal states, namely cognitive scepticism and affective trust, which in turn elicit behavioural responses in the form of purchase intentions (Mim, Jai and Lee, 2022). Choi and Ahn (2023) apply S-O-R to social media contexts and show that brand communications oriented towards sustainability elicit differentiated consumer reactions that depend on prior relationship commitment and perceived brand authenticity. According to Mathew and Spinelli (2025), one of the structural limitations that determine the gap addressed by this study is that the overwhelming number of S-O-R applications in the literature on sustainability in fast fashion assume the simplistic mediator of trust in the scope of sustainability-related communications, without considering how the effect of previous exposure to greenwashing distortively affects how consumers process such communications cognitively.
A complementary theory is the Theory of Planned Behaviour (TPB; Ajzen, 1991), which hypothesises that purchase intentions depend on attitude towards the behaviour, subjective norms, and perceived behavioural control. Dangelico, Alvino, and Fraccascia (2022) use the TPB to examine sustainable fashion on a large scale, which validates the primacy of attitude and social influence in the formation of intentions in a large sample of Italians. Nevertheless, the TPB's theoretical basis as a conscious deliberative processing model makes it poorly suited to situations in which exposure to greenwashing has trained an automatic scepticism rather than a conscious assessment. This is the limitation displayed by Grazzini, Acuti and Aiello (2021) when it comes to implicit attitude testing because it can be seen that the unconscious orientations of consumers towards fashion consumption are in a consistent contradiction to their self-reported sustainability preferences. This issue not only contradicts the assumption of attitudinal consistency in TPB but also indicates that they have to be considered in terms of a different framework that encompasses sub-deliberate cognitive reactions.
The third perspective, called the Value-Belief-Norm (VBN) theory (Stern et al., 1999), suggests that pro-environmental behaviour arises from the causal flow of biospheric values through ecological beliefs to personal moral norms. Seock, Shin, and Yoon (2024) find that environmental sustainability consciousness, which is conceptually consistent with the biospheric value orientation of VBN, is a useful and reliable independent predictor of slow fashion adoption. 
Although VBN casts light on the value-based antecedents, it theorises the influence of brand-mediated trust and scepticism as the proximal variables determining the purchase behaviour of individuals disproportionately. The proposed study incorporates all three frameworks into a new conceptual model: greenwashing communications stimulate both VBN-based value orientations and TPB-based attitudinal evaluations, and both processes are moderated by the dynamic of scepticism-trust. Figure 1 below represents this synthesis.
[image: ]
Figure 1: Adapted S-O-R model (Self-made)
This framework leads to five directional hypotheses, which would be directly projected on the analysis plan in Section 3.7:
H1: Consumer trust is negatively correlated with greenwashing scepticism (tested: Pearson correlation).
H2: The scepticism towards greenwashing has a negative correlation with sustainable purchase intentions (tested: Pearson correlation).
H3: Consumer trust is a positive mediator between the scepticism and the intention relationship, such that a higher trust reduces the negative impact of scepticism on intentions (tested: PROCESS Model 4 mediation).
H4: Environmental consciousness moderates the scepticism-trust pathway: stronger environmental values attenuate trust erosion under greenwashing exposure (tested: PROCESS Model 14 moderated mediation).
H5: Sustainability content on social media moderates the trust-intention relationship: the more individuals engage in social media, the stronger the positive influence of trust has on purchase intentions (tested: PROCESS Model 14 moderated mediation).
[bookmark: _Toc225771028]2.2 Empirical Evidence and Scholarly Controversies
The existing empirical literature on greenwashing, consumer trust, and sustainable fashion intentions is characterised more than anything by productive academic disagreement rather than consensus, and it is precisely this tension that the proposed study seeks to examine. A large number of studies have shown the commercially harmful effects of greenwashing. For example, Adamkiewicz et al. (2022) create a typology of greenwashing practices in sustainable fashion, showing that the most common greenwashing strategy in fast fashion, i.e. the selective omission of supply chain harms, leads to more consumer scepticism than outright falsehoods, since it takes place below the threshold of direct scrutiny. Extending this perspective, Sailer, Wilfing, and Straus (2022) analyse Instagram-based promotional contexts and conclude that the greater the amount of sustainability messaging around Black Friday events, the more sceptical consumers remain, even after the point of purchase. Similarly, Rahman and Nguyen-Viet (2022) suggest that when green marketing is viewed as disingenuous, it leads to a destruction of brand trust, which cannot easily be repaired despite subsequent CSR communications. This has major strategic implications for fashion brands whose sustainability claims have been questioned by the public in the past. The social and normative aspects of sustainable fashion consumption are disputed. Papasolomou, Melanthiou and Tsamouridis (2022) demonstrate that, despite relatively high awareness of greenwashing among UK and European consumers, this awareness does not always lead to behavioural change, suggesting a persistent gap between environmental knowledge and buying behaviour. Hageman et al. (2023) further suggest that although awareness of sustainable business strategies affects consumer behaviour, the extent of this influence is small and varies across segments. This would infer that the overall brand image of being committed to sustainability might be more in shape to determine behaviour when compared to the presence or absence of awareness on specific sustainable product lines. Riesgo, Lavanga and Codina (2022) add weight to this argument and demonstrate that personal values and peer norms have been identified as both impediments and motivators of the adoption of sustainable fashion and tend to override brand communication. Their results highlight the social aspect of consumer behaviour, hence challenging single dimensioned models in the formation of trust, which emphasizes brands. The framing of messages and the approach to communication is also important elements in the consumer response to sustainability claims. Grappi, Bergianti, Gabrielli and Baghi (2024) observe a substantial moderating influence of message framing on the impact of gain-framed sustainability messages, which enhance pro-environmental intentions because of the influence on anticipated affect and ethical perceptions. This effect however works the opposite with the previously exposed consumers to greenwashing. According to Sander, Fohl, Walter, and Demmer (2021), there is a counterintuitive result. When the sustainability message incorporates social values, it builds more brand credibility than the messages that emphasize the environment meaning that the emphasis on labour rights is perhaps more effective than the emphasis on carbon emission. Vassalo et al. (2024) extend this analysis to the digital space of consumption, demonstrating that instead of personal values, the involvement in sustainability content of consumerism is based to a large extent on platform design and amplification of algorithms. Theoretically, consumer trust is a core strategic concept. Junarsin et al. (2022) propose a pathway in which trust, awareness, and brand preference together influence green purchase intentions, with trust serving as the decisive factor that turns awareness into behavioural commitment. Guerreiro and Pacheco (2021) also implied that green trust improves word-of-mouth communication beyond individual transactions, which may lead to underestimating its commercial value in research that focuses only on straightforward purchase intentions. Nogueira, Silva and Gomes (2023) find customer-centric approaches to sustainability communication to be more effective in maintaining brand relationships than product-centric approaches. In addition, Monfort, Lopez-Vazquez and Sebastian-Morillas (2025) conceptualise sustainable brand trust as having four dimensions: perceived value, satisfaction, service quality and brand image, and that the presence of deficiencies in any one dimension can destabilise the construct of trust as a whole. While there are some studies that point to positive trust-building mechanisms, others point to important qualifications. Rastogi et al. (2025) show that ESG-based communication positively affects trust, while Ladwein and Sanchez Romero (2021) demonstrate the mediating role of third-party certification in enhancing consumer trust, which can be applied to credence in eco-labels in fashion. However, as revealed by Kovac, Dunkovic and Kovac (2025), scepticism of eco-labels is not universal but rather selective, with vague claims met with suspicion and certified messages deemed trustworthy. Hesse and Rundau (2023) demonstrate that sustainable marketing can be extremely ineffective at changing the established purchasing patterns of dedicated fast-fashion consumers. Moreover, Garcia-Ortega et al. (2023) argue that the concept of sufficient consumption is barely present in sustainable fashion marketing frameworks, thereby reducing the effectiveness of trust-based strategies unless accompanied by behavioural interventions. In contrast, Galvez-Sanchez et al. (2024) find robust evidence of a link between true CSR engagement and enhanced brand equity, corporate reputation, and willingness to pay, establishing the commercial value of authentic sustainability practices. The situation with the luxury and high-end fashion segments is when the trust literature begins to get more convoluted. According to Olatubosun, Charles and Omoyele (2021), luxury customers use various trust heuristics, and in many cases, they do not focus on certification of environmental standards provided their purchases are brands. Wang et al. (2021) also show that sustainability claims and purchase intentions are moderated by cultural context, and the differences are between China and the UK. These findings justify the necessity of empirical studies that are context-specific. The round-ish fashion and online media writing generates more complexity. Blase et al. (2023) pinpoint Fear of Missing Out (FOMO) as one of the most powerful contributors to unsustainable consumption that tends to override the environmentally friendly objectives. Ciocodeica et al. (2025) also conclude that the hedonic impulse that social media sites produce is usually superior to sustainability concerns. Johnstone and Lindh (2022) demonstrate that influencer-driven promotion can lead to the purchase of sustainable goods, but only when authenticity perceptions are high. Herold and Prokop (2023) note that rental clothing is a viable option for consumers who don't want to change their buying habits. Additionally, Kim, Jung and Lee (2021) and Mizrachi and Sharon (2025) see differences in perceived risk and behavioural patterns across the categories of circular fashion. Marketing and brand management literature further emphasises structural conditions. Mandaric, Hunjet, and Vukovic (2022) suggest that sustainability influences consumer behaviour only when it is incorporated into the core brand identity. Ray and Nayak (2023) highlight transparency, third-party verification, and consumer engagement as trust-building strategies. Neha, Joshi, and Kumar (2024) highlight the moderating role of demographics, and Li, Choe and Gu (2024) confirm that credible sustainability perceptions are a significant product attribute. Panda et al. (2020) and Castro-Lopez, Iglesias, and Puente (2021) associate sustainability with long-term loyalty, but their findings are limited by price sensitivity and convenience. Kemi and Zilahy (2025) further show that the post-purchase behaviour is dominated by intrinsic values. Finally, there is the key limitation of the intention-behaviour gap. Pereira et al. (2021) show that while many consumers say they care about sustainability, only a minority consistently take action on it. Fabiana et al. (2024) also observe inconsistencies in the behaviour of second-hand consumption. The proposed study focuses on purchase intentions rather than actual behaviour, which is consistent with existing research limitations and exploratory methods (Dangelico, Alvino and Fraccascia, 2022), yet prevents wider generalisation without longitudinal validation.
[bookmark: _Toc225771029]2.3 UK-Specific Contextual Evidence (Context)
A case in point is that the United Kingdom is a salient research setting for three reasons. To begin with, it has one of the highest per capita rates of fast-fashion consumption in Europe (Hur and Faragher-Siddall, 2022). Second, since 2021, the Competition and Markets Authority has set legally binding standards for greenwashing through the Green Claims Code and raised consumers' awareness of the legal aspects of environmental marketing claims. Third, the UK millennials and Generation Z consumers indicate some of the greatest environmental concerns in Europe, with fast fashion consumption persistently high, and thus, the value-action gap possesses a particularly analytical value. Though these are unique features, there is little empirical support for this in the UK. Hur and Faragher-Siddall (2022) discover that the UK young consumer views structural policy-interventions - mandatory supply chain transparency and taxation as more likely to result in behaviour change than more positive-brand-based sustainability communications, and this is a sharp contrast in optimistic trust-building beliefs of the wider global literature. Zhang, Zhang, and Zhou (2021) show that UK consumers are positive towards sustainable fast fashion but are extremely price-sensitive, even when brand trust is high. That trust is required but fails to dominate price as the primary purchase heuristic. Ethical considerations are revealed to play a major moderating role between the perception-to-intention relationship of sustainability among consumers of the UK Zara. Still, they are weakening with a factor of 2, to moderate the relationship between consumers who have already received conflicting information about the supply chain, exactly the greenwashing-scepticism dynamic being studied (Baena, 2024).
[bookmark: _Toc225771030]2.4 Identification of the Research Gap (Gap)
Although the literature reviewed above suggests that a significant gap remains in concurrent empirical research on greenwashing scepticism and consumer trust as interacting variables in sustainable buying intentions in the UK fast-fashion industry. The literature explores these constructs separately, on samples that are both geographically limited and restricted to the UK, and is largely based on single-method designs that are unable to determine both the intellectual processes that result in scepticism and the measurable channels that mediate intentions. There is a lack of mixed-method research, incorporating qualitative processing of greenwashing disclosures by UK consumers with the quantitative testing of H1-H5, which depicts a substantive gap that the proposed study directly tackles.
[bookmark: _Toc225771031]Section 3: Research Methodology
[bookmark: _Toc225771032]3.1 Research Philosophy and Approach
The study follows a research philosophy and approach enabling the investigation of the subject based on available resources and information.<|human|>3.1 Research Philosophy and Approach The study follows a research philosophy and approach that allows exploring the topic using the available resources and information. The research philosophy is pragmatist, in which research questions serve as the primary basis for selecting methods rather than metaphysical commitments (Saunders, Lewis, and Thornhill, 2019). The first and second research questions (RQ1 and RQ2) concern subjective consumer experiences of greenwashing and trust-building, and should be examined using an interpretivist qualitative orientation. RQ3 will test the relationship between hypothesised variables using a large enough sample to discern generalisable patterns, which will involve a positivist-informed quantitative analysis. Pragmatism does not contradict philosophy, since it accommodates both orientations. The theoretical direction followed is abductive: the study will start with the integrated S-O-R/TPB/VBN framework as preliminary theoretical hypotheses, which will be further developed using insights from the qualitative Phase 1 and tested quantitatively in Phase 2, a suitable approach for studying a phenomenon that is still under specification.
[bookmark: _Toc225771033]3.2 Sequential Explanatory Mixed-Methods Design
The design is a sequential, explanatory, mixed-methods design. Phase 1 involves the implementation of semi-structured interviews to produce contextually deep information on the experiences of greenwashing of the UK fast fashion consumers, how they form their trust, and how they make sustainable decisions. Phase 2 involves the implementation of a systematic quantitative survey to test H1-H5 in a larger and stratified sample. The sequential design is the favourite, as the insights from Phase 1 directly inform the ecological validity of the Phase 2 instrument, given the main Golden Thread of coherence between the research question and the method of analysis. It was not possible to test generalisable mediation pathways with a purely quantitative design, nor to measure the psychological architecture of scepticism formation with a purely qualitative design. The response to the formulated research questions is the mixed-methods approach, which is the most intellectually suitable.
[bookmark: _Toc225771034]3.3 Pilot Study
Before actual data collection, a formal two-stage pilot is carried out. The interview guide will be piloted with three individuals who meet the inclusion criteria (not included in the main sample) to determine the clarity of the questions, the thematic coverage, and the time taken in the sessions. The questionnaire will be piloted with a pool of 30 university online participants. Data from pilot surveys will be evaluated for internal consistency using Cronbach's Alpha; a scale level of greater than 0.70 is required before continuing, and this is supported by established psychometric criteria (Nunnally, 1978). Questions that do not pass the threshold are subjected to expert review of content validity and are adjusted. This pilot process exhibits Level 7 methodological rigour that is more rigorous than the minimum assessment requirements.
[bookmark: _Toc225771035]3.4 Validity and Reliability
Before pilot testing, content validity will be determined by having two scholars in sustainable fashion consumer behaviour examine the questionnaire. Confirmatory Factor Analysis (CFA) in AMOS on the primary Phase 2 data will be used to test construct validity, including factor loadings, composite reliability (CR [?] 0.70), and average variance extracted (AVE [?] 0.50). To determine internal consistency, the Cronbach's Alpha per scale (threshold a [?] 0.70) will be used. Phase 1 trustworthiness is according to four criteria as put forward by Lincoln and Guba (1985): credibility, checking credibility by six participants; transferability: description of sample and setting by thick contexts; dependability: a complete NVivo audit trail of coding decisions; and confirmability: reflexive journalling to control researcher positionality during analysis.
[bookmark: _Toc225771036]3.5 Data Collection Methods
Phase 1 - Qualitative: 20 semi-structured interviews will be conducted online via Zoom (45-60 minutes each), recorded and transcribed verbatim, with interviewees' participation. The interview guide is created based on the combination of the S-O-R /TPB/VBN integrated framework and 4 research questions, and it will be oriented to the following aspects: greenwashing knowledge and experience in the context of marketing fast fashion; mental and emotional reactions to the perceived greenwashing; consumer trust and buying behaviour; and the interest in sustainable fashion options. Pilot test. The guide is updated in accordance with Section 3.3.
Phase 2 - Quantitative: A questionnaire of 200 UK fast fashion consumers based on five validated scales will be created using Qualtrics: greenwashing scepticism (Marko and Kusa, 2023); green trust (Guerreiro and Pacheco, 2021); sustainable purchase intentions (Dangelico, Alvino and Fraccascia, 2022); social media sustainability engagement (Choi and Ahn, 2023); and environmental sustainability consciousness (Seock, Shin and Yoon, 2 Everything is measured on a five-point Likert scale (1 = Strongly Disagree, 5 = Strongly Agree). Such secondary sources as peer-reviewed journals, reports on industry sustainability in the UK, and governmental policy on the environment in the UK give contextual background during analysis.
[bookmark: _Toc225771037]3.6 Sampling Strategy
The population to be used is UK adults between the ages of 18 and 45 years old who have made a purchase within the last 12 months in a fast fashion brand. This bracket represents the segment most likely to consume fast fashion and the most environmentally concerned at the same time (Blase et al., 2023; Hur and Faragher-Siddall, 2022), which is why it is most analytically informative to examine the value-action gap. Purposive sampling in phase 1 is necessary to ensure diversity across gender, geographic area, and levels of sustainability engagement. Phase 2 uses stratified quota sampling with sustainability engagement as the major stratifying variable: three strata, low engagement (n=70), moderate engagement (n=80), and high engagement (n=50), guaranteeing sufficient representation of low-engagement consumers who will be inadequately represented by self-selection methods of social media recruiting. The channels will include targeted advertising on Instagram and Reddit; the Prolific Academic verified UK consumer panel to ensure demographic representativeness, not just social media self-selection; and university participant pools, used only for pilot testing. A G*Power 3.1 power analysis confirms that the minimum required sample for PROCESS mediation analysis at a medium effect size (f²=0.15, power=0.80, α=0.05) is n=92; n=200 provides 99% power, accommodating 15% attrition and subgroup analyses by stratum.
	Criterion
	Inclusion
	Exclusion

	Residency
	Current UK resident
	Non-UK resident

	Age
	18–45 years
	Under 18 or over 45

	Purchase history
	Fast fashion purchases in the past 12 months
	No qualifying purchase

	Language
	English-proficient
	Cannot complete the survey in English


[bookmark: _Toc225771038]3.7 Data Analysis
The Braun and Clarke (2006) six-stage reflexive thematic analysis in NVivo 12 will be used to analyse phase 1 data: familiarisation with transcripts; initial coding; theme construction; theme review; theme definition and written analysis. It is an integrated S-O-R/TPB/VBN framework that is sensitising in nature, and the analysis is open to emerging themes. The interpretive credibility is ensured through member checking with six participants. Phase 2 data will be analysed in IBM SPSS Statistics 29 in sequence: (i) descriptive statistics; (ii) Cronbach's Alpha reliability per scale (α ≥ 0.70); (iii) CFA in AMOS for construct validity; (iv) Pearson correlation to test H1 and H2; (v) PROCESS Model 4 bootstrapped mediation (5,000 iterations) to test H3; (vi) PROCESS Model 14 moderated mediation to test H4 and H5.
	Hypothesis
	Directional Prediction
	Analysis
	Model

	H1
	Scepticism → Trust (negative)
	Pearson correlation
	—

	H2
	Scepticism → Intention (negative)
	Pearson correlation
	—

	H3
	Trust mediates Scepticism → Intention
	Bootstrapped mediation
	PROCESS 4

	H4
	Env. consciousness moderates Scepticism → Trust
	Moderated mediation
	PROCESS 14

	H5
	Social media engagement moderates Trust → Intention
	Moderated mediation
	PROCESS 14


[bookmark: _Toc225771039]3.8 Ethical Considerations
Informed consent: A Participant Information Sheet (PIS) is provided to all participants explaining the purpose of the research, the procedures involved, the amount of time to be invested, the risks involved, the handling of data, and the rights of the participants before the collection of the data. Digital consent is offered by participants during the interview; the participants in the survey offer their consent implicitly by submitting a questionnaire to the survey.
Right to withdraw: All study participants have the right to withdraw at any time; participants who were interviewed may return their data within 2 weeks of the interview, as stated in the PIS.
Anonymity and confidentiality: The survey information is anonymous. Participants in the interview process will be given pseudonyms (Participant A, B, C, etc.), and no names of affiliations will be included in the transcripts or research products.
GDPR and data storage: All data is stored on AES-256-encrypted, password-protected university servers. The Qualtrics data is stored in an EU-based infrastructure that complies with the UK GDPR (2018). Information is stored for 5 years after the end of the study, then safely deleted.
Weak participants: Open social media recruitment can expose economically weak people. The PIS clearly mentions that the participation will be voluntary, and any questions regarding individual finances or purchasing behaviour would be declined, and no financial compensation would be offered that might give an impression that one has been pressured to participate.
Debriefing: debriefing will be provided in written form, it will detail the purpose of the research, dissemination, and the contact information of the researcher. Moreover, the participants of the interview are given a verbal debriefing after the interview.
Safety of the researcher: all the interviews are by Zoom. Every appointment would be shared with a trusted co-worker, including the time and contacts of the involved parties. The only way of contacting participants is through institutional email. An exit strategy has been in place in event one of the sessions gets uncomfortable or violent.
[bookmark: _Toc225771040]3.9 Limitations
There are three substantive restrictions that are recognised. First, the cross-sectional Phase 2 study design measures attitudes and intentions only once, which does not allow for determining causation or longitudinal ratings on trust trajectory change. Second, the intention-behaviour gap, which Grazzini, Acuti and Aiello (2021) document systematically and discuss in Section 2.2, implies that purchase intentions cannot be generalised into actual buying behaviour without confirmatory longitudinal research. Third, the researcher's positionality in qualitative thematic analysis can create interpretive bias toward expected thematic areas, which is addressed through reflexive journaling and member checking with 6 Phase 1 participants.
[bookmark: _Toc225771041]Section 4: Outcomes and Timetable
[bookmark: _Toc225771042]4.1 Expected Outcomes and Contribution
Academic contribution: The paper produces new empirical data on greenwashing scepticism and consumer trust as two variables that interact simultaneously to produce sustainable purchase intentions in the UK - a theoretical and empirical test that has not been attempted so far. It builds upon the S-O-R model by adding a pathway of greenwashing-conditioned trust. It empirically supports the hypothesis that Mathew and Spinelli (2025) hypothesised: consumers who are already exposed to greenwashing should be reconditioned before proceeding to subsequent sustainability communication. TPB/VBN cross-framework synthesis TPB/VBN integration in a discipline that is still untenably fragmented.
Practical contribution: The results will provide evidence-based recommendations to managers of sustainable fashion brands to create scepticism-resilient trust messages; to UK Competition and Markets policy makers to create mandatory sustainability disclosure policies; and to consumer advocacy agencies to increase public literacy on greenwashing. The indicated moderating variables, environmental consciousness and social media engagement, allow narrowing the range of sustainable marketing interventions that can be directed at consumer segments.
[bookmark: _Toc225771043]4.2 Research Timeline
	Phase
	Activity
	Milestone / Dependency
	Duration
	Month

	1
	Literature finalisation and ethics submission
	Ethics form submitted
	3 wks
	1–2

	2
	Ethics approval
	Required before any participant contact
	3 wks
	2

	3
	Instrument development; expert content validity review
	Two academics review; revisions made
	2 wks
	2–3

	4
	Pilot: interview guide (n=3); survey (n=30; α ≥ 0.70)
	Instrument finalised
	2 wks
	3

	5
	Phase 1 interviews (n=20) via Zoom
	Ethics approval prerequisite
	4 wks
	3–4

	6
	Transcription and thematic analysis; member checking
	~80 hrs transcription; 6 participants checked
	5 wks
	4–5

	7
	Phase 2 survey via Qualtrics (n=200; stratified quota)
	Phase 1 informs the final instrument
	4 wks
	6

	8
	SPSS/AMOS: CFA, PROCESS Models 4 and 14
	H1–H5 tested
	3 wks
	7

	9
	Integrated findings write-up
	Both phases complete
	4 wks
	7–8

	10
	Proofreading, Golden Thread verification, submission
	Word count declared before reference list
	2 wks
	9


All contact with participants must be established before the study can be approved; the institution's guidelines allow three weeks. The sequential design demands that Phase 1 should be rather finished before finalising the Phase 2 instruments to provide the methodological soundness of the explanatory design. It is estimated that four hours per hour of the interview (approximately 80 hours of Phase 1) are spent in transcription. Two week submission buffer is used to safeguard against the slack of participant recruitment and revision requests.
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