Majestic Global Trends in Marketing and Supply Chain Management
ISSN: 3070-6688

Volume 2, 2026, pp. 1-18, Article ID: CM2602112013
DOI: 10.65080/mgtmscm.v2.CM2602112013

CONTENT MAJESTIC

PUBLISHER

Research Article

Green Authenticity Paradox: When Sustainability Claims Strengthen or
Weaken Brand Credibility in Digital Marketing

Mirza Amin ul Haq" &4 ©, Shahzad Khalil> &4

'Department of Marketing, Ziauddin University, Karachi, Pakistan

’Department of Management Sciences, University of Turbat, Turbat, Pakistan

Article History

Received: 18 February, 2026 Revised: 22 May, 2026 Accepted: 27 June, 2026 Published: 06 July, 2026

Abstract:

Introduction: The study examined the impact of sustainability claim types and platform types on perceived brand credibility and consumer
purchase intentions in the UK manufacturing sector.

Methods: We conducted an experiment in which three different ads were shown to 3 groups of 100 participants each, comprising no claim,
vague claim, and verified claim. The data were collected in two phases: first, in the qualitative phase, focus groups were conducted with 6
participants. Following the experiment, in the quantitative phase, the survey was administered to participants using a structured 5-point Likert-
scale questionnaire. Quantitative data were analysed using MANCOVA, one-way ANOVA, and independent-samples t-tests, and qualitative
data were analysed using a thematic analysis approach.

Results: The study found that Perceived Brand Credibility (PBC) and Purchase Intention (PI) were significantly related with Consumer
Scepticism (CS) and Perceived Green Authenticity (PGA), with both factors showing strong relationship. Platform Type did not have a substantial
relationship with perceived brand credibility and purchase intention. Additionally, the claim type was found to be associated with PBC and PI
significantly. Verified claims positively related with both PBC and PI, whereas vague claims had a insignificant relationship.

Conclusion: The findings imply the need for verifiable, transparent, sustainable communication to improve consumer engagement and trust.
Manufacturers are required to adopt verifiable sustainability disclosures on social media and brand-owned websites.

Keywords: Verified sustainability claims, brand credibility, purchase intention, perceived green authenticity, consumer
scepticism, platform type, UK manufacturing sector, digital marketing, sustainability communication, green branding.

1. INTRODUCTION industry is under intense pressure. Its economic significance is

Sustainability has been essentially integrated into digital characterised by 2.6 million employees in the manufacturing

branding, and its influence on the perception of the consumer is
so counter-intuitive. On the one hand, it establishes a feeling of
authenticity and trust and, on the other hand, scepticism, which
can have an adverse impact on brand credibility (Al-Haddad
et al., 2022; Yang & Ha, 2021). This dilemma is very sharp
especially in the domain of online markets where consumers are
subjected to mediated brand messages that are understood
differently. On the one hand, the concept of sustainability is
becoming an imperative in the UK manufacturing industry due
to regulatory, supply chain, and consumer pressures, but the

sector, which led the economy, contributing PS220 billion to the
economy (The Manufacturer, 2023). Green manufacturing is
becoming increasingly significant, and about half of UK
manufacturers focus on sustainability through such projects
(Matt Mace, 2025). Additionally, the UK has made a pledge to
the circular economy and to other measures, such as the
Extended Producer Responsibility (EPR), to implement
lifecycle responsibility (Gov. UK, 2022).

Nevertheless, despite this trend, UK manufacturers face a
structural paradox: promoting sustainability messages on online
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platforms may lead to a positive brand reputation or result in
claims of greenwashing (Hosain & Mamun, 2023; Haque et al.,
2023). The first problem is that consumers lack clear indicators
to verify claims in online advertisements, which creates
additional uncertainty about the credibility and authenticity of
brands (Pancic ef al., 2023; Zayed et al., 2022). Moreover, the
development of regulatory frameworks and third-party control
mechanisms creates a certain reluctance among manufacturers
to make confident, proven, substantiated claims due to the threat
of noncompliance (Isac ef al., 2024; Koh et al., 2022). There is
quite a range of consumer scepticism, and highly sceptical
consumers will interpret ambiguous sustainability statements
negatively. By comparison, less sceptical consumers tend to
trust statements posted on reliable platforms such as social
media or brand-owned websites (Foroughi et al, 2024; Ngo
et al., 2024). This puts UK manufacturers in a dilemma: either
they are branded as dishonest, or they do not stand out as a
special brand among other environmentally friendly brands. To
address these issues, the present research employs an
experimental design to investigate how consumers interpret
various types of sustainability claims across different platforms,
including social media and brand-owned websites. It is possible
to test the causal relationship between these claims and
consumer perceptions and behaviours.

The study highlights a main paradox in sustainability
communication in the UK manufacturing sector, as verified
sustainability claims are seen as a means to increase perceived
brand credibility and consumers' intention to purchase from
companies that are communicating about sustainability. They
can simultaneously lead to the reinforcement of consumer
scepticism among the more cautious consumers suggested by
(Nazish et al., 2024) as well. Rather, consumers' skepticism
demands a critical assessment of the motives, transparency and
consistency of such claims before drawing a conclusion about
their credibility. As suggested by (Gong et al., 2023) verified
claims either strengthen authenticity and trust or arouse
suspicion in consumers about a strategy for ‘greenwashing'
depending on their previous sceptical attitude and how they
understand the intentions of the claim.

The variation in interpreting sustainability messaging itself
is a serious problem, as what can be perceived as building trust
may undermine it in the online market without any intention.
The Green Authenticity Paradox refers to the condition whereby
verified sustainability claims increase perceived credibility and
authenticity for some consumers, while simultaneously
triggering scepticism among highly vigilant consumers.
Consumer scepticism therefore functions as a boundary
condition that weakens the positive influence of sustainability
claims on credibility outcomes. Therefore, the research problem
examined in the work is the direct relationship between
consumer scepticism and perceived green authenticity, and
experimental variables of claim type and platform type with
brand credibility and purchase intention. Also, the research
yields a broader conceptualisation that includes perceived green
authenticity and consumer scepticism as independent variables.
These concepts have not been examined in depth in the UK
manufacturing industry.

The study makes a significant contribution to empirical,
theoretical, and policy research. In theory, it expands the
knowledge on green authenticity and consumer scepticism as
independent predictors of brand credibility and purchase
intention to offer scientific evidence of the causal role of claim
type and platform type in an experimental design. There is the
little use of this methodology in the sustainability
communication literature. Besides it, the research offers specific
information on the situation in the UK manufacturing and
identifies the effects of proven and unproven claims on
consumer reactions. Policy-wise, the findings indicate that there
should be clear and verifiable levels of sustainability reporting
and responsible disclosure in online marketing. This plays an
important role in boosting consumer confidence and brand
responsibility. In addition, the paper puts special emphasis on
the peculiarities of consumer perceptions of manufacturing-
sector brands in which the epistemic trust and credibility
heuristics are somewhat dissimilar to the B2C green marketing,
providing a new theoretical approach to how manufacturers can
foster trust online.

1.1. Research Questions

RQ1: What is the impact of each type of sustainability claim
(no claim, vague claim and verified claim) on the perceived
brand credibility and the consumers' purchase intention in the
UK manufacturing sector?

RQ2: What effects do platform type (social media vs brand-
owned websites) have on perceived brand credibility and
consumer purchase intent when sending sustainability-related
advertising?

RQ3: How much does the perceived green authenticity and
consumer scepticism affect perceived brand credibility and
consumer purchase intention in the sustainability
communication?

RQ4: Are there any interactions between sustainability
claim types and platform types that can cause differential
impacts on the perceived brand credibility and consumer
purchase intention?

RQ5: What is the difference between different types of
verified and vague sustainability claims for digital marketing
and how do consumers make sense of them in deciding on their
credibility judgements and purchase intentions?

2. LITERATURE REVIEW

2.1. Theoretical Framework

The theoretical underpinning for the study encompasses the
viewpoints of Attribution Theory and Information Credibility
Theory to interpret the consumers' sustainability
communication interpretation from the UK manufacturing
sector. According to Attribution Theory, consumers' motive
inferences are based on the origin of the sustainability claims,
which are either intrinsic motives or extrinsic motives indiated
in (Chuah et al, 2022; Javed, 2022). This is conveyed in the
form of Perceived Green Authenticity and Consumer
Scepticism - consumer attributions towards ethics, transparency
and authenticity of sustainability claims. Consumers'
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perceptions of sustainability communication are strengthened
when they feel that the communication is in line with the values
of organisations creating more intrinsic attributions to increase
perceptions of authenticity and credibility. On the other hand,
any general or unsupported assertions raise doubts and the
impression of greenwashing.

As a complement to this view, Information Credibility
Theory is offered to elucidate the process of source credibility,
how consumers determine the reliability and credibility of
communication platforms, including social media and brand
websites (Kim ez al., 2021). Platform Type is thus a context cue
that affects the acceptance and interpretation of the message.
These theories found that consumer perceptions of the motives
of the organisation behind their behaviour and perceived
credibility of source influence their perceptions of the
sustainability claims. The integrated framework, which
accounts for the interaction between claim type, platform type,
perceived green authenticity, and consumer scepticism, sheds
light on their interactions and on how these factors jointly create
a perceived brand credibility and purchase intention in digitally
mediated manufacturing communication environments.

2.2. Sustainability Claim Types and Perceived Brand
Credibility

(Sander et al., 2021) investigated the effects of claim types
on brand credibility and found that environmental claims had a
significant positive effect on perceived brand credibility.
Although informative, their study was experimental and based
on a small sample of Europe (n=166). Perceptions were
measured through self-reports, and therefore, the findings could
not be generalised. Comparatively, a larger sample (n=257) and
a serial mediation model strengthened the study by (Javed et al.,
2024b), which investigated social sustainability claims in the
fast-fashion industry in China and showed that altruistic,
socially oriented messages positively impact perceived brand
credibility. Nevertheless, due to their cultural and industry
specificity,  cross-contextual application to  Western
manufacturing or digital platforms is limited, as suggested by
(Azazz et al., 2024). Both studies confirm that sustainability
claims increase brand credibility when perceived as genuine,
but neither comprehensively examines the interaction between
claim type and platform type in shaping brand credibility.
Therefore, based on these emerging arguments from the current
literature, hypothesis H1 of the study is formed;

H1: There is a statistically significant effect of claim types
on perceived brand credibility in the UK manufacturing sector

2.3. Sustainability Claim Type and Purchase Intention

(Majeed et al.,, 2022) assessed the effectiveness of green
marketing strategies, including eco-labelling and green
branding, in creating green purchase intentions and found that
these impacts are affected by the green brand image and
environment or sustainability claims made by the brands. Their
SEM method and a large-scale survey (n=450) enhance internal
validity, but reliance on self-reported data and a cross-sectional
research design limits causal inference. In the same vein, (Gong
et al., 2023) explored the role of sustainable marketing in
purchase intention in the Chinese electric vehicle market. They

found that corporate social responsibility (CSR) is a significant
factor influencing consumer purchase intention and behaviour.
Their SEM analysis (n=393) is analytically rigorous, but the
industry- and country-specific nature limits generalisability to
high-involvement products only. In their comparison, both
novels focus on cognitive mediators at the consumer level
(Majeed et al.,, 2022), but (Gong et al., 2023) point to those at
the organisational level. Both studies, however, do not isolate
the type of sustainability claim this study addresses, as they do
not experimentally test its specificity or its effect on purchase
intention. Therefore, following hypothesis H2 of the study is
developed;

H2: There is a statistically significant effect of claim types
on consumer purchase intention in the context of UK
manufacturing sector

2.4. Platform Type and Brand Credibility

Using the Information Adoption and Acceptance Models
(IAM/TACM), (Chuang & Chen, 2023) examined the effects of
information credibility and utility on green brand engagement
and loyalty on social media brand pages. Their experiment on
SEM with 416 people demonstrated that platform type has a
strong effect on increasing engagement and loyalty and that
credible information on the sustainability of products and
services influences a platform (Facebook) more persuasively.
The research is also limited to the social media and does not
include the brand-owned digital context which constrains cross-
platform analysis. In addition, even though brand credibility
was operationalised as an assessor of the quality of the
information on media, the media platforms, including social
media platforms or brand-owned websites were not manipulated
during the study, which provides ambiguity to the impact of the
sustainability claims made on the social media platforms or
brand-owned websites on perceived brand credibility. Such
methodological shortcomings highlight the need to conduct the
experiment of the relationship between the type of the platform
and the predictor of the brand credibility, which results in the
development of H3 of the study;

H3: There is a statistically significant difference between
the perceived brand credibility impacted by platform types in
the UK manufacturing sector context

2.5. Platform Type and Purchase Intention

To investigate the effects of platform types on green
purchase intention based on environmental values and
responsibility, (Nazish et al., 2024) employed PLS-SEM with
data from 310 young consumers in the UK. They found that
social media platforms played a persuasive role in consumer
purchase intentions, indicating the importance of cognitive
responses in the digital processing of marketing messages.
Similarly, (Sun & Xing, 2022) examined information sharing
about sustainability on social media in a Chinese Gen Z
consumer context. They found that perceived green value and
subjective norms mediate the effects of information sharing on
purchase intention. The studies by (Nazish et al, 2024; and
Sun & Xing, 2022) underscore the ability of social media to
enhance green motives, but, due to their survey-based, self-
reported designs, they do not allow for causal inferences and
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neglect comparisons with brand-owned digital platforms.
Therefore, these literature arguments lead to the formulation of
hypothesis H4 of the study;

H4: There is a statistically significant difference between
the consumer purchase intentions impacted by platform types in
the UK manufacturing sector context.

2.6. Perceived Green Authenticity, Brand Credibility and
Purchase Intention

(Pittman et al.,, 2022) demonstrated that brand authenticity
significantly impacts purchase intention, with authenticity
being the most influential factor in social media
communications compared to traditional brand websites.
Similarly, (Kothari et al, 2025) found that credibility,
authenticity, and sustainability also play a significant role in
influencing both consumer purchase intention and brand
credibility. Although they focus on authenticity as a significant
motivator of persuasive green communication, these studies
differ in their methodological approaches. (Pittman et al., 2022)
have applied the experimental design. In contrast, (Kothari
et al., 2025) have used a cross-sectional SEM design with 500
respondents as the study population, maximising
generalisability but minimising causal inference. In accordance
with the results of this research, the following hypotheses are
developed:

HS: The impact of Perceived Green Authenticity (PGA) on
purchase intention is statistically significant

H6: The impact of Perceived Green Authenticity (PGA) on
Perceived Brand Credibility is statistically significant

2.7. Consumer Scepticism, Brand Credibility and Purchase
Intention

(Dinana et al., 2025) investigated the impact of consumer
scepticism towards sustainable claims on consumer purchase
intention. Their results indicated that the more perceived
scepticism of sustainable advertising, the less the relationships
between sustainability claims, brand engagement and consumer
purchase intention among the Egyptian FMCG consumers.
Their research provides a good external validity based on a
survey of 700 respondents but is limited by the fact that they
used self-report measures of the levels of scepticism instead of
experimentally induced levels. (Malhotra & Fatehpuria, 2025)
on the other hand explored the consumer scepticism in relation
to the product renting intentions and discovered that scepticism
mediated the connection between the environmental
consciousness and the product renting intent. Although the
analysis is based on Structural Equation Modelling (SEM), the
research study is limited to the rental market, and therefore, may
not be generalised to the branded digital advertising situation,
especially in the manufacturing sector. Both articles highlight
the main importance of the scepticism in determining consumer
response to sustainability signals, yet neither explored the role
of scepticism in defeating persuasiveness of sustainability
messages in online ads. Therefore, the following hypotheses are
formulated.

H7: The impact of consumer scepticism on purchase
intention is statistically significant.

H8: The impact of consumer scepticism on perceived brand
credibility is statistically significant.

2.8. Research Gaps

Notwithstanding detailed investigation into sustainability
claims and advertising, and their effects on consumer purchase
intention and brand credibility, several research gaps persist in
the existing literature, which this study aims to address. For
instance, the existing literature, including (Javed et al., 2024b,
Majeed et al., 2022, and Sander et al., 2021), has addressed
consumer goods or fast fashion markets in non-UK-based
backgrounds but has not considered the role of sustainability
claims in industrial or manufacturing-based brands in advanced
digital market platforms. Furthermore, previous research is
primarily based on cross-sectional surveys, such as those by
(Dinana et al., 2025; and Gong et al., 2023), which limit causal
insight into the impact of various types of claims, such as vague
vs. verified, on brand credibility and purchase intentions. The
comparative effectiveness of sustainability communication
between the use of a social media platform, as opposed to a
brand-owned web platform is also not studied. In addition, the
independent variables of perceived green authenticity and
consumer scepticism have not been given enough empirical
coverage. In order to address these gaps, the paper will integrate
the experimental and qualitative information to examine the
Green Authenticity Paradox within a context of digital
marketing of UK manufacturing.

2.9. Conceptual Framework

As illustrated above in (Fig. 1), verifiable supply chain
claim, platform time, perceived green authenticity and
consumer skepticism are independent variables while perceived
brand capability and purchase intention are dependent variables.
The notions H1, H2 till H represent the hypotheses developed
earlier.

3. METHODOLOGY
3.1. Research Design

Following Research Onion for methodology and design, the
current study is based on pragmatism philosophy, abductive
approach, which is used to test the hypothesised relationships.
Experiments (mono-quantitative) was used mainly, with a
qualitative phase to gain deeper understandings. The method
used was mixed methods. Time horizon was cross sectional.
Controlled experiments, focus group methods were the
techniques employed for data collection and purposive
sampling was used. MANCOVA, ANOVA and t-tests were
used for qualitative data analysis, as well as thematic analysis.

3.2. Quantitative Phase

The quantitative portion of this research adopted the
experimental research design to test how the different kinds of
sustainability claims (no claim, vague claim and verified claim)
and platform (social media and brand-owned websites),
Perceived Green Authenticity and Consumer Scepticism affect
the perceived brand credibility and purchase intention. For the
vague claim, participants were exposed to advertisements with
statements such as "We are committed to sustainability’ or ‘Our
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products are environmentally friendly’. Such statements were
broad and did not have any backing evidence or qualifications
that could be interpreted in any way and thus could lead to
scepticism. The attested assertions had quantifiable and clear
certifications of sustainability, such as ‘Certified by [XYZ Eco-
Label]’ or “100% recyclable materials, verified by [Third-Party
Certification]’. These allegations were concrete evidences and
meant to appeal to a greater degree of credibility and trust. In
order to give a context, the participants were provided with a
screenshot of the advertisement or a script of the message
appearing on the platform. As a case in point, in the verified
claim condition, the ad would incorporate a logo such as [XYZ
Eco-Label] and a statement: ‘Our products meet the [XYZ]
sustainability  standard, verified by  [Third-Party
Certification] . In the vague claim condition, the ad stated, ‘We
care about the environment and are committed to sustainability.
> The advertisements were shown in two channels, which
included social and brand-owned sites. On each type of claim
(no claim, vague claim and verified claim), the participants were
shown the corresponding ad on one of these platforms to
investigate the effect that the type of platform had on the
perceived credibility and purchase intention. The experiment
was aimed at establishing a realistic marketing situation so as to
establish the effects of discrepancies in claim authenticity and
platform type on consumer purchase intention and perceived
brand credibility.

Claim type and platform type were operationalised as
categorical independent variables following a controlled
experimental design. Specifically, claim type was a between-
subjects factor with three levels: (1) no claim, (2) vague claim
and (3) verified claim. Platform type was operationalised using
a between subjects 2-level experimental design with social

Verified
Sustainability
Claim H1, H2
Platform Type H3, H4
HS, Ho
Perceived Green
Authenticity
H7,H8
Consumer
Scepticism

Fig. (1). Conceptual framework.

media platform and brand-owned website being the two levels.
The design was a fully between subject’s design with
participants randomly allocated to one of the three claim
conditions and then evenly distributed among the two platform
conditions in each claim condition. This led to an even
distribution of exposure into all experimental cells so that cells
with a total of n = 50 were provided (six cells total). Random
allocation helped to reduce selection bias and facilitate the
inference of cause and effect of sustainability claim authenticity
and communication platform on consumer responses. This
factorial design allowed for systematic examination of the main
effects and interaction effects in regard to perceived green
authenticity, consumer skepticism, brand credibility and
purchase intent.

In the current research, Perceived Green Authenticity (PGA)
is considered as an exogenous evaluative orientation and
Consumer Scepticism (CS) as an exogenous moderating
variable, both of which have their origin in consumer cognition.
In the UK manufacturing setting, sustainability communication
is equated with existing perceptions of authenticity and
scepticism in isolation which affect credibility notions and
purchase intentions. Attribution Theory provides a justification
for this view by arguing that consumers assign motives,
sincerity and ethics to sustainability claims based on their pre-
conceived assessment of them. (Shin & Ki, 2021). Furthermore,
the design of the study revealed that they listened to different
claims prior to making their authentic perception and sceptical
responses as direct reaction to the claims. To this end, PGA and
CS are not regarded as intermediate or moderating variables in
the communication of sustainability, but as explanatory
variables that can explain the outcomes of the consumption
process.

Perceived
Brand Credibility

Purchase Intention
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A total of 600 people were contacted through LinkedIn and
the official social media pages of the UK manufacturing firms.
Among them, 320 responses were obtained, yielding a response
rate of 53.33%. After filtering out invalid and missing data, 300
valid responses were used for the analysis. The purposive
sampling method was used, as suggested by (Makwana et al.,
2023), which allows for the inclusion of participants who are
familiar with the concept of sustainability communication and
digital marketing practices, which is aligned with the core aim
of the study. The unit of analysis was individual consumers
exposed to sustainability advertisements of manufacturing-
sector brands. The target population comprised UK consumers
familiar with sustainability communication and digital
marketing platforms.

The sample size was calculated using the GPower software
for an F-test, MANOVA: fixed effects, special, main effects and
interactions, with medium effect size (f* = 0.15), a = 0.05, and
statistical power (1-f) = 0.80, suggesting that the minimum
sample size for this analysis is about 300, which was considered
for the current investigation. It validates the adequacy for
analysis, as argued by (Jhantasana, 2023), and also indicates
that it is suitable for analysing causality using the said method.
Non-response bias was assessed by analysing the significance
of the difference between early (n1=30) and late (n2=30)
respondents using independent-samples t-tests; no significant
difference was found, indicating no selection bias. Further, the
selection bias was reduced by selecting the participants who
represented a variety of manufacturing sub-sectors and job
positions.

In addition, the participants were randomly divided into
three experimental groups (100 per group), which would reflect
the conditions of claim types, that is, (1) no claim, (2) vague
claim, and (3) verified claim. The subjects were presented with
an advertisement stimulus tailored to the type of their assigned
claim, which was alternately shown on a social media interface
and brand-owned websites to simulate real-life exposure. After
exposure to the advertisement, the study subjects completed a
quantitative questionnaire that gauged consumer scepticism,
perceived green authenticity, perceived brand credibility, and
purchase intention using a 5-point Likert scale, as depicted in
Appendix A.

Following this, a few study subjects participated in a focus
group session, during which 6 participants were interviewed
using semi-structured questions based on open-ended questions
related to the study’s objectives. The session lasted
approximately, during which participants were asked about the
advertisement shown and their perceptions regarding the claim
types, platform types, consumer scepticism, perceived green
authenticity, and how these factors affect their purchase
intention and perceived brand credibility. Moreover, a
quantitative questionnaire that gauged consumer scepticism,
perceived green authenticity, perceived brand credibility, and
purchase intention. Data were filtered for completeness,
outliers, and valid responses; 300 responses were obtained, with
a response rate of about 60%.

To analyse the data, the study used MANCOVA, One-way
ANOVA, and independent-samples t-tests to examine causal

relationships between independent and dependent variables and
to compare means across the three groups of claim types, as
suggested by (Alassaf & Qamar, 2022) as well. This design
allowed testing hypothesised effects under controlled
conditions, providing strong empirical evidence on the effects
of sustainability claim authenticity and communication
platform on consumer perceptions and behavioural intentions.

3.3. Qualitative Phase

The qualitative stage used semi-structured questions to
understand in detail how consumers understand sustainability
claims and interpret authenticity in digital brand
communication. The consumers, who are actively involved with
sustainability-oriented and eco-brands in the UK manufacturing
sector, participated in 6 participants. To ensure participants are
relevant and have a clear understanding, professional
sustainability ~forums, LinkedIn, and wverified brand
communities were used to reach them. A focus-group
questionnaire comprising six semi-structured, open-ended
questions was used to collect responses from 6 participants.

To reduce selection bias, participants were selected to
represent diverse demographics by gender, age, and occupation,
thereby reflecting different consumer groups in the UK. The
focus group session was conducted online via Zoom, which is
highly practical in terms of accessibility and the flexibility it
offers participants across the UK. The focus group session
lasted about 120 minutes, allowing us to collect detailed
viewpoints from the participants regarding the research
problem. Thematic analysis was applied using the (Braun &
Clarke’s, 2021) framework, which comprised recording,
transcribing, and analysing data to identify recurrent themes
related to trust, authenticity, and credibility in sustainability
communication.

4. RESULTS
4.1. Quantitative Findings
4.1.1.

The statistical results in Table 1 depict the demographic
profile of the research participants. It can be observed that
among the total (n = 300) participants, 58.53% were male and
41.67% were female. On the other hand, in terms of age groups,
41.67% of the participants fall within the age category of 25-34
years, 33.33% within age category of 35-44 years and 25 %
within age category of 45-54 years. Moreover, in terms of
occupation, 25% of the study participants were students, 45%
were employed, and 30% were self-employed. Lastly, with
regards to the consumption pattern of the sustainable products
by the participants, 25% consume it once a week, 33.3% once a
month, and 41.7% yearly.

4.1.2. MANCOVA Analysis-Platform Type

The MANCOVA results depicted in Table 2 shows
substantial multivariate relationship of Consumer Scepticism
(Wilks’ L =10.965, p = 0.006) and Perceived Green Authenticity
(Wilks> & = 0.881, p < 0.001) with the dependent variables,
Perceived Brand Credibility and Purchase Intention. In
addition, interactions amongst Platform Type were insignificant

Demographic Profile Analysis
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within both Consumer Scepticism (p = 0.895) as well as
Perceived Green Authenticity (p = 0.673). Consumer
Scepticism (CS) shows a statistically significant multivariate
relationship (Wilk’s A = 0.965, p = 0.006) as a result of which
sceptical consumers have a systematic difference in their
attitudes to assessing brand credibility and purchase intentions.

The multivariate effect of Perceived Green Authenticity
(PGA) is also highly significant (Wilk’s A = 0.881, p = 0.001),
indicating a substantial contribution to improvements in brand
credibility perceptions and consumer purchase intentions.
Platform Type interactions Platform Type x CS (Wilk’s A =
0.999, p = 0.895) and Platform Type x PGA (Wilk’s A =0.997,
p = 0.673), on the other hand, are not statistically significant
which means that the presence of a sustainability message on
social media or a brand-owned site does not change the
relationship of consumer scepticism and perceived brand
authenticity with brand credibility and purchase intention.

4.1.3. MANCOVA Analysis-Claim Type

The multivariate results, integrating claim type (Table 3),
further strengthen the importance of message content in shaping

Table 1. Demographic profile.

consumer responses. Perceived Green Authenticity (Wilk’s A =
0.890, p = 0.000) has a great multivariate impact that highlights
the key role it plays in establishing a positive brand credibility
and intentions to purchase. Similarly, Consumer Scepticism
(CS) is also important (Wilk’s A = 0.969, p = 0.010), indicating
that sceptical attitudes strongly influence interpretations and
actions regarding sustainability claims.

Importantly, both the effects of interaction- Claim Type x
CS (Wilk’s A = 0.881, p = 0.000) and Claim Type x PGA
(Wilk’s A = 0.889, p = 0.000) have significant values. This
means that consumer scepticism and brand perceived
authenticity vary greatly depending on the outcome of the types
of claims, which are, verified, no, and vague. These results
substantiate the fact that the nature and quality of sustainability
communication as well as the consumer predispositions are
related with the trust and behavioural intention in the UK
manufacturing environment.

In the next step, to further analyse and elaborate on
differences, one-way ANOVA and Independent Samples T-test
are applied.

Demographic category Frequency (n) Percentage (%)
Male 175 58.33%
Gender
Female 125 41.67%
25-34 125 41.67%
Age Range 35-44 100 33.33%
45-54 75 25.00%
Student 75 25.00%
Occupation Employed 135 45.00%
Self-Employed 90 30.00%
Once a week 75 25.00%
Consumption Patterns of Sustainable Products Once a Month 100 33.33%
Yearly 125 41.67%
Table 2. MANCOVA results with platform types and covariates.
Multivariate tests
Effect Wilks A F Error df P
Intercept 0.432 193.091 294.000 0.000
Consumer Scepticism 0.965 5.258 294.000 0.006
Perceived Green Authenticity 0.881 19.805 294.000 0.001
Platform Type * Consumer Scepticism 0.999 11 294.000 0.895
Platform Type * Perceived Green Authenticity 0.997 396 294.000 0.673
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4.1.4. One-way ANOVA

The effect of claim type on the purchase intention and
perceived brand credibility is analysed using One-way
ANOVA. (Lionello et al., 2021) indicated the use of one-way
ANOVA when difference is needed to be evaluated amongst
three or more groups.

As per the results depicted in Table 4, purchase intentions of
consumers in the UK manufacturing sector significantly differ
between the three claim groups (P = 0.00 < 0.05). The findings
show that consumers exposed to different claim types exhibit

Table 3. MANCOVA results with claim types and covariates.

varying levels of purchase intention, with verified claims
significantly enhancing purchase intention compared to no
claim and vague claims (multiple comparisons). This confirms
that verified sustainability claims are more effective in driving
consumer behaviour and willingness to purchase.

However, the results indicate that claim type have a
significant effect on Perceived Brand Credibility (PBC) (P =
0.023 < 0.05). It means that, the nature of the claim would have
an impact on the purchase intentions, as well as credibility of
the brand. However, the effect size was weaker than for
purchase intention.

Multivariate tests
Effect Wilks A F Error df P
Intercept 0.426 196.566 292.000 0.000
Perceived Green Authenticity 0.890 17.956 292.000 0.000
Consumer Scepticism 0.969 4.704 292.000 0.010
Claim Type * Consumer Scepticism 0.881 9.531 584.000 0.000
Claim Type * Perceived Green Authenticity 0.889 8.823 584.000 0.000
Table 4. One-way ANOVA.
ANOVA
- Sum of Squares df Mean Square F Sig.
Between Groups 9.85 2 4.923 13.021 0.000
Purchase Intention Within Groups 112.30 297 0.378 -
Total 122.15 299 - - -
Between Groups 7.31 2 3.653 11.091 0.023
Perceived Brand Credibility Within Groups 177.53 297 0.598 - -
Total 178.84 299 - - -
Multiple Comparisons
95% Confidence Interval
Dependent variable Mean difference (I-J) Std. Error Sig.
Lower bound Upper bound
Vague Claim -0.170 0.087 0.155 -0.38 0.04
No
Claim | Verified - 440w 0.087 | 0.000 -0.65 -0.23
Claim
No Claim 0.170 0.087 0.155 -0.04 0.38
Purchase Intention Vague
Claim | Verified - 270%%* 0.087 | 0.006 -0.48 -0.06
Claim
Verified No Claim A4Q 0.087 0.000 0.23 0.65
Claim | yaoue Claim 270%%* 0.087 0.006 0.06 0.48

Note: *** p < 0.01 (significant at the 1% level)
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4.1.5.

An independent-samples T-test is applied to examine
whether there is a statistically significant difference between the
means of two groups, as suggested by (Makwana et al., 2023)
as well. It has been assessed if purchase intention and perceived
brand credibility vary based on the platform type, such as social
media or brand-owned website (Table 5).

Independent Sample T-test

An independent-samples t-test is used to compare the
responses of participants who were exposed to two types of
platforms, such as social media and brand-owned sites. The
findings indicate that there is no significant difference in
purchase intention (PI) by platform (p = 0.879). Thus,
consumers’ purchase intentions are the same whether the
sustainability claim is posted on a social media feed or on the
company’s official website. It means that the platform itself
does not provide high purchase motivation.

However, there is a significant difference in Perceived
Brand Credibility (PBC) across platforms (p = 0.019). The
large-mean difference shows that the PBC on the social media
was lesser than on the same claims on the brand-owned
websites. It is a symptom of the growing trust of the consumers
in the corporate-controlled communicative context, in which
assertions are less careless than in the less controlled social
media realm.

4.2. Focus Group Analysis
4.2.1.

The demographics of the entire focus group (n=6)
participants in the discussions were depicted in Table 6. The
proportion of male to female among those respondents was
66.7:33.3. Conversely, 16.67% were in the 30-39 years age

Demographic Analysis

Table S. Independent sample T-test.

group, 50% in the 40-49 years age group and 33.33% in the 50
years and above age group. Although occupationally speaking,
the participants were equal in number that is, 33.33% each
student, corporate employee, and self-employed population.

4.3. Thematic Analysis

Theme 1: Authenticity as the Core of Sustainable Brand
Credibility

This theme was also generated based on the consideration of
the participants on what makes a brand seem truly sustainable
(Table 7). It enabled the capturing of the connection under
transparency, authenticity, and trust, which are main
components of brand credibility.

In response to this question, R1 stated, “/ believe a brand is
truly sustainable when it provides clear evidence of what it’s
doing — not just buzzwords like ‘eco-friendly’ or ‘green.””

This proves that consumers require factful evidence, not
rhetoric and this argument is enough to prove that authenticity
is a product of verifiable commitment, not symbolic marketing
as it has been emphasised by (Kim ef al., 2021) as well. This
uncertainties in the message spoils credibility that is consistent
with (Sander et al., 2021), who established that environmental
specificity results in better perceived honesty.

Similarly, R4 remarked, “If a company shows real actions,
like certifications or transparent reports, I'm more inclined to
trust its green claims.

This brings out the authenticity of authentic assertions.
(Suhud et al., 2022) suggest that authenticity intervenes in the
connection between sustainability claims and positive attitudes
and purchase intentions. Hence, transparency is a source of
credibility and buying intention due to provable sustainability
statements.

Independent Samples Test
Levene's Test for
Equality of t-test for Equality of Means
Variances
- 95% Confidence
Mean Std. Error Interval of the
F Sig. t Df Sig. (2-tailed :
12 ig- (2-tailed) Difference Difference Difference
Lower | Upper
Equal
variances 1.402 0.237 0.152 298 0.879 -0.011 0.075 -0.159 0.136
Purchase assumed
Intention Equal
variances not - - 0.155 282.319 0.877 -0.011 0.074 -0.156 0.134
assumed
Equal
variances 2.540 0.112 2.352 298 0.019 -0.211 0.090 -0.388 -0.035
Perceived assumed
Brand
Credibility Equal
variances not - - 2.312 249.828 0.022 -0.211 0.091 -0.392 -0.031
assumed
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Table 6. Demographic analysis.

Demographic Category Frequency (n) Percentage (%)
Male 4 66.67%
Gender
Female 2 33.33%
30-39 1 16.67%
Age 40-49 3 50.00%
50 and above 2 33.33%
Student 2 33.33%
Occupation Corporate Employee 2 33.33%
Self-Employed 2 33.33%
Table 7. Themes table.
Theme Illustrative Responses Codes Keywords
R1: “A brand is truly sustainable when it provides
clear evidence — not just buzzwords like “eco- Evidence-driven trust; Authentic Authenticity,

Theme 1: Authenticity as the Core of
Sustainable Brand Credibility

friendly’.”

sustainability; Transparency

R4: “If a company shows real actions like
certifications, I'm more inclined to trust.”

expectations

Transparency, Proof,
Brand Credibility

R2: “Vague claims feel manipulative like

Theme 2: Impact of Claim Type on greenwashing.

Consumer Trust and Scepticism RS: “I trust brands that back sustainability

”»

messages with facts.

Claim clarity; Greenwashing
concern; Fact-based credibility

Claim Type, Scepticism,
Verification,
Greenwashing

R3: “Claims on social media feel less reliable

3

Theme 3: Platform Context and than on the official website.

Perceived Credibility R6: “Social media ads feel like hype — websites

are official.”

Platform-based trust; Source
credibility; Digital context
influence

Social media, Brand
Website, Credibility,
Reliability

R2: “Verified logo gives confidence the brand
isn’t just talking.”

Theme 4: Verified Claims as a
Driver of Purchase Intention

Certification influence; Ethical
reassurance; Purchase

Verified Claims, Purchase
Intention, Certification,

through Transparent Digital
R4: “Factory videos or real impact stories make
the brand credible.”

Communication

Authentic reporting; Proof-
based persuasion

RS: “A certification makes me feel my purchase motivation Ethical Value
contributes to something meaningful.”
R6: “I only believe when progress updates are
- N y prog D ) Transparency,
Theme 5: Overcoming Scepticism shown — not just achievements.” Continuous transparency; L
Communication,

Scepticism Reduction,
Digital Evidence

10
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Theme 2: The Impact of Claim Type on Consumer Trust
and Scepticism

This was a theme that was created due to the debates on the
place of claim types, no claim, vague claim, or verified claim,
in respect of trust and scepticism.

In response, R2 stated, “When a brand makes vague claims
like ‘we care for the planet’ without showing how, it feels
manipulative like greenwashing.”

This highlights the negative reaction to ambiguity, which
are also noted by (Carranza et al., 2023), who concluded that
ambiguous claims reduce trust and purchase intention.

Meanwhile, R5 shared, “I trust brands that back their
sustainability messages with facts, data, or certifications;
anything less feels like marketing fluff.”

Authenticated claims minimise scepticism, and this does not
contradict (Bladt et al., 2024) who claim that evidence-based
communication is more effective in enhancing green value.
Alternatively, brands with no or vague promises fail to deliver
expectations of transparency. Validated messages, thus, build
confidence and credibility, and the uncertain messages build
doubt and lack credibility over the internet.

Theme 3: Platform Context and Its
Perceived Credibility

Influence on

The significance of this theme emerged because of the fact
that the effects that the nature of platform i.e. social media and
brand owned websites can have on the perceptions of credibility
were taken into consideration.

R3 noted, “When I see a sustainability claim on social
media, I take it lightly. But if it’s on the brand’s official website,
[ feel it’s more reliable.”

This proves that platform credibility is an intermediate of
interpretation. (Mabkhot et al., 2022) have also discovered that
credibility and participation are determined by the source of
messages and usefulness of the information. The perception of
social media as more prone to exaggeration than websites,
which possess the infusion and permanence, is based on the
interactivity.

Adding to this, R6 mentioned, “Social media ads feel like
hype — they focus on visuals over facts. The website feels
official and evidence-based.”

This disparity reveals that credibility of the platform is what
defines authenticity ratings. There is also a similarity to (Kim
et al., 2021), who state that the persuasive ability of social
media is determined by the reliability of information. As such,
platform type is the moderating factor on the translation of
authenticity cues into credibility that prompts firms to
contextualise sustainability.

Theme 4: Verified Claims as a Driver of Purchase
Intention through Perceived Authenticity

This theme was the result of the argument produced by the
respondents on the impact of verified sustainability claims on
purchasing intentions, according to which the nature of the
claim and its verifiability is combined with behaviour.

R2 expressed, “When I see a verified logo or certification, it
gives me confidence that the brand isn’t just talking — it’s
actually doing something.”

These examples of R2 that confirm claims are a type of a
trust signal, and they enhance purchase intentions by reducing
the uncertainty. (Mabkhot et al, 2022) claim that this
relationship is mediated by authenticity, which transforms
credibility of claims into behavioural intention.

Likewise, RS stated, “If the claim is backed by a reliable
certification body, I feel my purchase contributes to something
meaningful.”

These arguments point to the matching of values and support
the arguments regarding consumer motivation and are
compatible with (Kothari ef al., 2025) who discovered that the
development of online trust through authenticity, sustainability,
and credibility is mutually formed. R1, however, indicated that
where evidence lacks, it is nothing but green marketing spin.
Authenticated claims are, as such, mental shortcuts to
authenticity, and unspecified claims are suspicions.

Theme 5: Overcoming Consumer Scepticism through
Transparent Digital Communication

This theme can be explained based on the contemplations
about how a brand can be viewed as less sceptical and more
authentic on platforms.

R6 stated, “Most brands exaggerate their green claims. 1
only start believing when they show consistent updates about
progress — not just achievements.”

This reaction of R6 highlights that this is a long-term
openness, and not a single campaign. It is also mentioned that
long-term communication and value compatibility reduce
scepticism and promote mindful consumption (Suhud et al.,
2022).

R4 added, “I don’t mind ads, but I need to see proof — like
videos from the factory or real impact stories — to feel the
brand is credible.”

This is pointing to the increasing demand of authenticity. R3
also observed that the central aspect of sharing the message, in
particular, social media, is transparency, because consumers can
sense that something may be too good to be true, as (Bladt et
al., 2024) pointed out. Such observations mean that, when it
comes to conquering scepticism, there is a necessity to open, be
consistent and to make the stories checked. Bidirectional clear-
cut digital communication may transform the sceptical target
customers to be loyal customers.

5. DISCUSSION

H1: There is a statistically significant effect of claim types
on perceived brand credibility in the UK manufacturing sector.

The findings support Hl in the MANCOVA analysis;
however, the one-way ANOVA not supported it. It showed a
direct significant effect of claim type on perceived brand
credibility (PBC) and purchase intention (PI). Participants in the
qualitative phase emphasised the importance of evidence-based



Majestic Global Trends in Marketing and Supply Chain Management, 2026, Vol. 2

Amin ul Haq and Khalil

claims for building trust in sustainability efforts. Ambiguous
claims were seen as manipulative, which aligns with (Ngo et al.,
2024), who found that ambiguous claims generate suspicion
rather than credibility. These findings confirm those of (Koh
et al., 2022), who also emphasised the role of evidence-based
communication to improve brand credibility. This difference
with (Kim et al., 2021), who proposed that credibility can be
created solely through the message, can be explained by the UK
manufacturing industry’s already high awareness of
greenwashing, reinforced by the Green Claims Code (Javed et
al., 2024a). This opinion is supported by Attribution Theory,
which shows that verifiable claims are regarded as real
behaviours and, as such, the brand’s credibility improves.

H2: There is a statistically significant effect of claim types
on consumer purchase intention in the context of the UK
manufacturing sector.

The findings are highly in favour of H2, because the type of
claim played an important role in consumer purchase intention.
Participants’ intention to purchase was higher among those
exposed to verified claims than among those exposed to vague
or no claims. This observation aligns with the qualitative data,
as claims of sustainability were, in most cases, correlated with
higher levels of trust, which, in turn, affected purchase
intention. These findings are consistent with those of Hosain &
Mamun, 2023), who found that consumers respond better to
brands that offer realistic, sustainable value rather than empty
rhetoric. This disparity in consumer behaviour is attributable to
the fact that consumer regulation in the UK manufacturing
industry is emerging as a key driver of green performance
reporting (Edie, 2025; Hu & Zhu, 2022). According to the
Attribution Theory, once claims are verified, consumers will
attribute them to the brand’s actual sustainability actions,
thereby enhancing their intention to purchase the brand.

H3: There is a statistically significant difference between
the perceived brand credibility impacted by platform types in
the UK manufacturing sector context.

The results partly support H3, as the independent-samples t-
test indicates that platform type significantly affects perceived
brand credibility (PBC) and nor purchase intention. In contrast,
the MANCOVA indicates that platform type significantly
affects PBC and PIVA. Although participants favoured brand-
owned websites for sustainability messaging, the credibility gap
was not as significant as expected. The qualitative findings
indicated that participants were highly critical of sustainability
claims across platforms, suggesting that platform type have an
uncertain impact on trust. This aligns with (Gani ef al., 2023),
who found that platform type may affect trust formation, though
the veracity of this assertion is more important. Attribution
Theory proposes that the credibility of the statement, rather than
the platform, is the predominant determinant of consumer trust,
and this aligns with the finding that platform type is not an
important credibility factor.

H4: There is a statistically significant difference between
the consumer purchase intentions impacted by platform types in
the UK manufacturing sector context.

The results do not confirm H4 because platform type is not
significantly associated with consumer purchases. Despite a

slight inclination among participants towards brand-owned
websites when sending sustainability messages, this inclination
did not lead to a significant difference in purchase intentions. It
is the opposite of the conclusions of (Dinana et al., 2025), who
maintained that platform type influences consumer trust and
decision-making. The difference might be explained by the fact
that the UK manufacturing industry is highly oriented towards
consumers who attach greater importance to verified claims and
third-party guarantees, rather than the platform where the
sustainability claim is made. Attribution Theory holds that the
credibility of the message will prevail over the medium through
which it is conveyed, and hence consumers will tend to make
their purchasing decisions based on the credibility of
sustainability claims rather than the platform used.

HS: The impact of Perceived Green Authenticity (PGA) on
purchase intention is statistically significant.

The results confirm H5 and prove that the perceived green
authenticity (PGA) has a significant effect on consumer
purchase intention. The value of authenticity was maintained
throughout the respondents, who always linked credible claims
of sustainability to a higher degree of trust and a higher
tendency to purchase. It coincides with the results of the (Bladt
et al, 2024) study where they emphasised that authenticity
plays a major role in the process of formation of brand
credibility and purchase intention. (Isac et al, 2024) also
assume that the consumer literacy levels on the topic of
sustainability in the UK manufacturing sector have increased,
and consumers have become more demanding of authentic and
transparent claims. The Attribution Theory indicates that the
perceived green authenticity allows the consumer to internalise
sustainability as a brand identity element which, on the other
hand, increases credibility and purchase intention.

H6: The impact of Perceived Green Authenticity (PGA) on
Perceived Brand Credibility is statistically significant.

The results confirm the hypothesis (H6), because the
perceived green authenticity (PGA) was significantly affecting
the perceived brand credibility (PBC). The more brands
credibly and verifiably promoted their sustainability, the more
credible they became to the participants. This is in line with
(Pittman et al., 2022) who discovered that authenticity is one of
the main drivers of brand credibility. Transparency and
substantiated claims are necessary in generating trust as
indicated in the results, which reveal that substantiated
sustainability claims increased both PBC and purchase
intention. The Attribution Theory says that when a consumer
perceives the green authenticity, there are higher chances that
they will consider the brand as being truly devoted to
sustainability, which has a positive impact on both PBC and
purchase intention.

H7: The impact of consumer scepticism on purchase
intention is statistically significant.

These findings are in favour of H7, since consumer
scepticism has a considerable influence on purchase intention.
The sceptical consumers had a lower purchase intention that
was positive particularly in the presence of sustainability claims
that were seen as unverified or unclear. This result is consistent
with the qualitative outcomes, which revealed that the
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respondents were concerned about the issue of greenwashing
and insincerity in certain sustainability practices. Such findings
are in line with (Chuah et al, 2022), who established that
consumer scepticism undermines the sustainability message
efficacy. This research clearly has a contribution to the UK
manufacturing industry, where mistrust based on the historical
corporate malpractice is still high. According to the Attribution
Theory, sceptical customers project sustainability statements on
to a marketing strategy of manipulation, and not a strategy of
actual action, diminishing the credibility of the brand and the
desire to buy it.

H8: The impact of consumer scepticism on perceived brand
credibility is statistically significant.

The results prove H8, which ascertained that consumer
scepticism has a significant impact on perceived brand
credibility. The sustainability claims had more chances of being
distrusted by sceptical consumers, and this would harm the
brand. This can be linked to (Carranza et al., 2023), who claim
that consumer scepticism is a type of filter that will allow the
consumer to reject sustainability claims as true. Attribution
Theory goes on to imply that under high scepticism, consumers
put sustainability claims under the influence of persuasive
marketing instead of actual corporate practices, and therefore,
reduces the credibility of the brand.

CONCLUSION

This paper has a future-relevant contribution to
sustainability communication through its purpose of discussing
how the concept can be used to drive consumer trust and
engagement in the UK manufacturing sector through the
conglomeration of the Attribution Theory and perceived
authenticity as well as consumer scepticism. The findings
suggest that brand credibility and purchase intention grow
significantly when the sustainability claims are credible, but
they grow when they are vague or unsubstantiated. This is in
line with findings that confirm the critical role played by claim
type in determining consumer perceptions and behaviours and
platform type in determining purchase intention. This means
that visibility does not always imply that people are going to
trust the brand, and the verisimilitude of the message is more
efficient in creating perceptions of consumers.

Authentic claims, particularly the authentic ones, transform
the consumer attributions, rendering scepticism less significant
and heightening the purchasing willingness towards the long-
term as opposed to the short-term marketing. Such results are in
line with the Attribution Theory according to which consumers
assess the claims related to sustainability as genuine and actual
instead of considering them as marketing strategies. On the
other hand, the vague statements or the lack of them were
portrayed as a way of weakening the authenticity, raising the
level of scepticism, and ultimately lowering the desire to buy.

Qualitative insights also confirm these findings, as they
indicate that consumers judge sustainability claims using a
motive-attribution framework, that is, in search of congruence
between corporate will and ethical consistency. The article
emphasises that clear and supported sustainability claims
should be made to persuade the customers to develop the long-
term confidence and curiosity. Finally, in this study, the

importance of a balance between the clarity of messages and
morality and honesty in the formation of a sustainable brand
relationship is evident. The results can benefit theoretical and
practical views because they place a strong focus on the idea
that effective sustainability communication is not a mere
reputational tactic, but a basic precursor to long-term consumer
confidence and participation, particularly when it comes to
industrial and manufacturing markets.

LIST OF ABBREVIATIONS
CS = Consumer Scepticism
CSR = Corporate Social Responsibility
EPR = Extended Producer Responsibility
PBC = Perceived Brand Credibility
PGA = Perceived Green Authenticity
PI = Purchase Intentions
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APPENDICES A
Appendix 1: Survey Questionnaire
Demographic Profile
Demographic Category
Male
Gender
Female
25-34
Age Range 35-44
45-54
Student
Occupation Employed
Self-Employed
Once a week
Consumption Patterns of Sustainable Products Once a Month
Yearly
Section / Variable Item / Statement SD (1) D(2) NQ@3) A @) SA (5)
I consider this brand to be trustworthy. O O O
This brand delivers on the promises it makes in its sustainability claims. O O O
I believe this brand is honest about its environmental practices. O O O
This brand istentl ides t t inf tion about it
is brand consistently prov.l es' ?ansparen information about its O O 0 0 O
sustainability effort
I believe this brand' tainability clai backed b i
clieve this brand's sustaina 1'1 y claims are backed by genuine O O 0 0 O
Perceived Brand Credibility actions.
(Dependent Variable) Thi h: t tation f i i tall
P is brand has a strong reputa 1(?n or being environmentally O O O O O
responsible.
I trust that this brand is committed to reducing its environmental impact.
This brand is reliable in its environmental practices and initiatives.
I feel confident that this brand's sustainability efforts are authentic
1 ! thi to oth it tai ilit
would recommend this brand to .0 ers based on its sustainability O O O O O
practices
I would consider purchasing from this brand in the future. O O O O O
I am likely to ch this brand thers b f it tainabilit
am likely to choose this bran over' others because of its sustainability O O 0 0 O
practices.
Purchase Intention I would recommend this brand t9 others due to its environmental O O 0 0 O
commitment.
(Dependent Variable)
I likely t from thi if [k iti itted t
am more likely to buy from 1§ bra-n‘d if I know it is committed to O O O O O
sustainability
I 1d be willing t ium for this brand' ducts b f
would be willing to p.ay a pr'emmm or this .ran s products because o O O 0 0 O
its environmental practices.
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I would choose this brand over its competitors due to its focus on O O O
sustainability
I am interested in purchasing from this brand because of its eco-friendly O O O
initiatives
I would actively seek out this brand in the future because of its 0 0 O
commitment to sustainability.
I am likely to purchase from this brand based on its environmental O O O
responsibility.
1 would support this brand by making a purchase because of its efforts O O O
to reduce environmental harm.
The brand’s sustainability efforts feel genuine rather than opportunistic. O
I believe the brand truly cares about the environment. O
The sustainability messages seem consistent with the brand’s overall O O O
values.
The brand’s sustainability claims reflect real, actionable steps towards O O O
environmental responsibility

I trust that the brand’s environmental initiatives are driven by a genuine 0 0 O

commitment, not just marketing tactics.

Perceived Green
Authenticity The brand’s environmental practices align with its long-term business O O O
(Independent Variable) strategies, not just short-term goals

The brand’s sustainability efforts feel integrated into its operations, O O O

rather than being a separate initiative.
I believe the brand’s sustainability messages are based on real 0 0 O

achievements rather than just promises
The brand consistently demonstrates its commitment to sustainability 0 0 O

through its actions, not just words
I feel that the brand is transparent and honest about the impact of its O O O
sustainability practices
I am often doubtful about brands’ environmental or sustainability O O O
claims.
Many brands exaggerate their green practices to attract customers. O O O
I question whether sustainability claims in advertisements are O O O
completely true.
I am sceptical about the environmental claims made by most brands. O O O
I often suspect that brands use sustainability claims to improve their O O O
image rather than make a real impact
Consumer Scepticism
(Independent Variable) I doubt the accuracy of sustainability claims made in advertising O O O
I believe many brands make unverified or misleading claims about their O O O
environmental impact
I find it hard to trust sustainability claims unless they are verified by O O O
third-party organisations

I often feel that brands use greenwashing tactics to appeal to O O O

environmentally conscious consumers
I question the authenticity of sustainability efforts from brands that do O O O

not provide clear evidence of their action
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Nominal variables:
Claim Type

No Claim (0)
Vague Claim (1)
Verified Claim (2)
Platform Type

[ ]
[ ]
[ ]
e Social media websites (0)
Brand-owned Website (1)

Appendix 2: Focus Group Questionnaire

e What makes you believe a brand is genuinely sustainable,

especially when you see its sustainability claims online?

Can you recall a time when a brand’s green marketing claim
(no claim, vague claim, or verified claim) made you trust
or distrust it? What influenced your perception?

When you come across sustainability messages on social
media compared to a brand’s official website, which
platform do you find more credible, and why?

What factors make you question or doubt the truthfulness of
sustainability claims made by brands online, particularly on
social media?

How do you respond when a brand provides a verified
sustainability claim for instance, with third-party
certification versus when it makes a vague or unverified
claim? Does this affect your willingness to purchase?

In your opinion, what steps can brands take on their social
media pages or official websites to make their sustainability
efforts appear more genuine and trustworthy?
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