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ABSTRACT

As circular fashion has become an important pathway for sustainable consumption, controversies over its
environmental performance and the spread of negative information have increasingly influenced consumer
decision-making. However, existing research offers limited systematic explanations of how consumers integrate
value-based, cognitive, and moral judgments under negative information conditions. To address this gap, this study
highlights environmental self-identity and incorporates perceived risk and moral licensing to construct an analytical
framework examining the mechanisms through which negative environmental information affects purchase intention
toward circular fashion. A scenario-based survey method was employed, using mainstream media reports on
environmental controversies surrounding circular fashion as stimulus materials. Data were collected from Chinese
consumers via an online questionnaire (N = 235), and hypotheses were tested using PROCESS macro (Model 8). The
results show that environmental self-identity continues to significantly promote purchase intention under negative
mformation conditions, but its effect 1s weakened by perceived risk and strengthened by high moral licensing. This
study extends the understanding of green consumption and negative green spillover effects in negative environmental
mformation contexts. Moreover, it offers practical implications for risk communication and trust management

strategies for circular fashion brands operating in contested information environments.
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(Table 1> Measurement Dimensions, Items, and References
Measurement Items References
Dimensions
EIl: T consider myself a person who values environmental protection.
) EIZ2: T consider myself a person who practices environmentally friendly Lavuri et al.
Environmental . (2023)
) behaviors.
Identity - - - Becerra et al.
EI3: I consider myself an environmentally conscious consumer. (2023)
El4: Environmental protection behaviors are an important part of who I am.
PR1: I am concerned that circular fashion products may have potential
environmental problems.
PR2: 1 believe that using circular fashion products may result in )
. ) Tarabieh (2021)
) ) environmental penalties or losses.
Perceived Risk - - - - - Lu et al
PR3: I think that using circular fashion products may have negative (2022)
impacts on the environment.
PR4: 1 believe that using circular fashion products may harm my green
reputation or environmentally responsible image.
ML1: People who usually practice energy-saving behaviors can operate air
conditioning above average during the summer.
ML2: People who usually recycle diligently can use single-use plastics
above average.
. . - - Lee & Song
Moral Licensing ML3: People who usually use eco-friendly products can occasionally use (2022)
single-use items above average.
ML4: People who regularly donate to environmental organizations can be
allowed to engage in behaviors that negatively impact the
environment above average.
Purchase PI1: I am interested in circular fashion products.
Intention of PI2: T am willing to purchase circular fashion products. Sun & Shi
Circular Fashion PI3: I think purchasing circular fashion products is the right decision. (2022)
I

Products Pl4:

would recommend purchasing circular fashion products to others.
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2 ATH(Zhang et al, 2023). o]l&d HolA
2 AT ZE FALS 7IE AFedA AAE A
2

b % @ 2ue) A 9y B AW 5

25 4

Variable Category Frequency Percentage
Gender Male 89 379
Female 146 62.1
Under 18 5 2.1
18 - 23 47 20.0
24 - 29 71 30.2
Age 30 - 35 55 234
36-41 32 13.6
42-47 10 4.3
48 and above 15 6.4
Middle school or below 6 2.6
High school or equivalent 28 11.9
Education Bachelor’'s degree or equivalent 65 70.2
Master's degree 32 13.6
Doctoral degree 4 1.7
3,000 CNY or below 50 21.3
3,001 - 6,000 CNY 73 311
Monthly Income 6,001 - 10,000 CNY 66 28.1
10,001 - 15,000 CNY 29 12.3
Above 15,001 CNY 17 72
Student 45 19.1
Corporate Office Worker 91 38.7
Occupation Education/ Resear(?h Professional 24 10.2
Government/Public Institution Employee 16 6.8
Freelancer/Self-Employed 46 19.6
Other 13 5.5
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Factor
Constructs Items loading SE t D CR AVE Cr.a
Ell 775
i EI2 862 .085 13.438 ek
Env1ronmenta1 _ 879 616 829
Identity EI3 796 091 12.385 ek
El4 779 097 12.145 e
PR1 642
PR2 849 152 10.429 e
Perceived Risk — 872 632 821
PR3 846 156 10.405 e
PR4 825 153 10.241 e
ML1 697
) ) ML2 869 115 11.732 ek
Moral Licensing — 871 630 813
ML3 767 103 10.631 ok
ML4 832 116 11.388 ek
PI1 871
Piachase Ltzuton | R 880 058 18.251 =
of Circular Fashion — 927 762 863
PI3 889 056 18.603 e
Products
Pl4 850 062 17.147 e
EEEY p<.001
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{Table 4> Discriminant Validity

Factor Environmental Perceived Risk Moral Licensing Purchgse
Identity Intention
Environmental Identity 0.804*
Perceived Risk 0.319° 0.795
Moral Licensing 0.254 0.287 0.794
Purchase Intention 0.337 0.220 0.403 0.873

a. Bolded nubmers represent the square root of the AVE for constructs.
b. Other numbers indicate correlation estimate.
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