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Abstract: As the natural resources of the Earth are rapidly depleting, there is an urgent need to
encourage people to adopt self-restrictive behaviors, one of which is giving products a second life.
The aim of this study is to examine the consumers’ intention to buy used products and to visit
a second-hand shop using the extended Theory of Planned Behavior (TPB). Additional variables
were adopted to give a better insight into the nature of the personal norm. Two variables derived
from the Norm Activation Model (NAM) were included in the research model: the awareness of
consequences and the ascription of responsibility. In order to collect the data, an online survey
was conducted in Poland on 333 participants. SEM was applied for data analysis. The research
revealed that the following constructs are positively related to second-hand buying (SHB) intention:
the attitude towards the positive impact of SHB on sustainable consumption, and the perceived
behavioral control over SHB and the personal norm regarding SHB. Subjective norms regarding SHB
are negatively related to SHB intention. An awareness of the consequences of SHB and the ascription
of responsibility for the environmental issues are positively related to the personal norm regarding
SHB. The intention to buy second-hand products (SHP) is positively related to the intention to visit a
second-hand shop.

Keywords: sustainable consumption; second-hand buying; consumers’ intentions; theory of planned
behavior; norm activation model

1. Introduction

Climate changes and environment pollution nowadays has become the greatest threat and
challenge for humankind [1,2]. The increasing consumption of energy, products, and services
is considered to be the main factor determining these changes and hindering sustainability [3,4].
Fast fashion changes, as well as short-lived styles, have created a throwaway trend that results in
a negative environmental consequence. Solid wastes are constantly growing [5]. By 29 July 2019,
the population of the world had used up the natural resources for a whole year, according to the Global
Footprint Network, an international sustainability organization that has pioneered the expression
ecological footprint. It is Earth Overshoot Day. Its date has moved up two months over the past
20 years to the 29 July this year, the earliest date ever [6].

Therefore, there is an urgent need to make consumers change their patterns of consumption
and encourage them to consume in a more sustainable way. Sustainable consumption is defined as a
decision-making process taking the consumer’s social responsibility into consideration in addition
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to individual preferences concerning a product’s attributes [7]. The concept of socially responsible
consumption, as well as its measures, has evolved over a period of 40 years. It has expanded from its
beginning, during which it related only to environmental concerns, to now including a much wider
range of categories [8]. Francois-Lecompte and Roberts [9], as well as Webb, Mohr, and Harris [10],
described the socially responsible consumer as “a person basing his or her acquisition, usage and
disposition of products on a desire to minimize or eliminate any harmful effects and maximize the
long-run beneficial impact on society”. According to 3R concept [11] there are three basic types of
sustainable consumer behavior: Reduce-Reuse-Recycle, which includes using goods previously used
by other people. Second-hand buying (SHB) is the acquisition of used objects through often specific
retail formats and places of exchange, both offline and online [12], which results in giving goods a
second live. Second-hand products (SHP) are referred to as items that have already been owned and/or
used by at least one person prior to the present user [13,14]. SHB may result in fewer purchases of new
merchandise by consumers, so less resources of all kinds are used and less waste is generated [15].

Some research on SHB motivation and intentions was conducted in the past. The results showed
that a set of motives behind SHP has a very complex nature and it includes critical, economic,
hedonic [12,16], and fashion reasons [17]. In the studies conducted on Chinese consumers, three main
variables influencing the intention behind second-hand clothing use were taken into account: perceived
values (hedonic, economic, environmental, and uniqueness), perceived concerns, and perceived
descriptive norms. The obtained results varied for four generational cohorts; the youngest respondents
(post-1990s) were found to be the most willing to consume second-hand clothing and at the same
time were the only group whose intention to buy was influenced by perceived economic value [5].
Additionally, some other previous studies showed that economic reasons (price sensitivity and frugality)
has a big influence on SHB intention [12,13,18,19]. On the other hand, it was found that second-hand
buying may not be very rational, not driven by economic reasons but rather an impulse behavior [20].
Very little is known about the intentions behind second-hand buying explained with the use of the
Theory of Planned Behavior (TPB) [21]. To the best of our knowledge, there has been no study
to build and test the integrative model (including both the TPB and the Norm Activation Model
(NAM)) to predict a person’s intention to buy a second-hand product, as well as the intention to visit a
second-hand shop.

2. Literature Review

2.1. Sustainable Consumption

Sustainable consumption and production (SCP) is defined as a “holistic approach to minimizing
the negative environmental impacts from consumption and production systems while promoting
quality of life for all” [22]. It was similarly, but in greater detail, defined by the Oslo Symposium in 1994,
as it was said that sustainable consumption and production is about “the use of services and products,
which respond to basic needs and improve a quality of life while minimizing the use of natural resources
and toxic materials as well as the emissions of waste and pollutants over the life cycle of the service and
product so as not to jeopardize the needs of further generations” [23]. Paavola [24] adopted a concise
definition of sustainable consumption, referring to it as consumption that entails a reduction of the
adverse impact on the environment. He mentioned that people can be less harmful to the environment
by modifying their consumption. Lu, Chang, and Chang [25] identified sustainable consumption with
the concept of green consumerism. Jaiswal [26] mentioned that terms such as sustainable consumption,
ethical consumption, and green consumerism are frequently used interchangeably. Among the aspects
on which sustainable consumption focuses are: formulating strategies that support the highest quality
of life, the efficient use of natural resources, meeting human needs and also promoting fair social
development, technological innovation, and economic competitiveness [27].

The great importance of sustainability results from numerous problems of today’s globalized
world, with which society is constantly struggling. Among them, such as poverty, climate change,
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environmental pollution, and the finiteness of natural resources are mentioned [28]. According to
Zhou et al. [29] many of these problems are the consequences of today’s common way of life which is
expressed with buying more than one can use. A lot of resources are individually possessed and not
shared with others, which means their usage is less effective [30]. To categorize all these problems and
aspects, it is worth referring to the dimensions of sustainability. There are three core dimensions of
sustainability: environmental, social, and economic [31]. The first refers primarily to the protection of
the natural environment and natural resources, the second is related to social and cultural systems,
while the last one regards the promotion of the economic well-being of society. All these aspects
are related, inter alia, to the effects of consumption for the whole society but also for the individual
consumer [32]. Valor and Carrero [33] think that responsible consumption can be perceived as a
personal consumer project that focuses on life in a more meaningful way, which may be interpreted as
a shift of focus: from buying and possessing products to experiencing benefits coming from products.

2.2. Second Hand Buying

Second-hand buying has existed as a type of purchase since the middle of the fourteenth century.
At this time, Europe, due to the black plague, was undergoing a deep economic depression, increasing
populations, political and social riots, and severe famine [21]. In the 16th century, people started to
appreciate rare and valuable fabrics, like silk or Italian cloth, which were also used as a currency.
The development of second-hand products trade was observed until the 18th century and the industrial
revolution. Then, due to fast-growing production, new products became more available on the market.
This influenced the perception of used goods, which lost their meaning and started—because of their
lower prices—to be treated as products for the poor [18]. Since the 2000s, second-hand consumption
experienced de-stigmatization and renewed popularity [17], and the market of used products is
growing [34] and attracting more attention. SHP establish a global business in which export and import
plays an important role. For example, the United States of America is recognized as the world’s largest
exporter of second-hand clothes followed by Germany, the United Kingdom, and the Netherlands.
The regions importing the biggest volume of second-hand clothing in the world are: Sub-Sahara Africa,
South East Asia, and Eastern Europe [14].

Former studies on second-hand buying were related mainly to clothes and regarded motives of that
behavior. At least two group of motivation were distinguished: intrinsic and extrinsic psychological
motivation [21]. The former includes elements such as: creating somebody’s self-image on authenticity,
quality, brand and westerness [35], the expression of moral identity [36], culturally perceived values [37],
functional values [38], economic values [39], materialism, which means that people can buy more for
less money, and nostalgia [12]. The later factors determining second-hand buying are uniqueness and
authenticity [12,40]. Xu et al. [37] found that social norms influence customers’ SHB behavior, the
process of socialization and a person’s positioning in a group.

Among many motivators, environmental concern also appeared. It is observed that, during last
decade, consumers started to care more about the environment. Nowadays, they want to have an
impact on overproduction and prevent it from having a harmful influence on their living conditions [13].
Researchers showed that students who bought something in a second-hand shop are more conscious
about environmental problems [41].

The current study of second-hand buying intentions was conducted in Poland. For the majority of
the second half of the 20th century, i.e., in the years 1945–1989, Poland, as all Eastern European countries,
was a communist country with a centrally-planned economy, struggling with the predominance of
demand over the supply of all consumer goods and practically all products shortages in stores.
Second-hand products were transferred within families and groups of friends and were hardly offered
on the market; they were offered only by a few consignment shops. After the fall of communism,
the number of second-hand shops started to grow rapidly, but buying used products was associated
with poverty; shopping for them was assessed as a result of economic necessity, and the use of
second-hand products was perceived as an indicator of a low social status. These associations still
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prevent many consumers from entering this type of shop not only in Poland [18] but also in the Czech
Republic [19]. What is also significant, Poland is among the high masculine countries (masculinity
index of 64 according to Hofstede Insights), which means that, according to the Country Comparison
Tool [42], its society is oriented more towards material success than the quality of relationships.
Additionally, it is much easier to demonstrate high material status by buying and using new than
second-hand products. What is more, Poland has no tradition of charity shops, which could help to
elaborate better associations with second-hand products buying. However, after about a thirty-year
presence of second-hand shops on the market, the range of people’s attitudes towards SHP is wide; from
like, interest, and preference to fear and reluctance towards used products. For this reason, the research
on SHB was conducted among young people (between 18 and 30 years old) that never experienced
communist times or a deep scarcity of goods on the market, so their personal associations of SHP with
poverty should be better [19]. The research conducted on Chinese consumers also showed that younger
ones (post-1990s) expressed a stronger intention to buy second-hand clothes in comparison with older
people [5]. However, other studies on the green consumption attitudes and patterns [43–45] do not
support the hypothesis that young people’s behavior is more environmentally friendly compared to
older individuals. It is explained partly with the lack of necessary resources (like money and/or the
influence on decisions in the household). But SHB does not request the aforementioned resources,
so these limitations may not work in this case. It is also worth mentioning that the young people’s
environmental concern and their ability to become change-makers seems to be vital for the future state
of the natural environment [46]. Thus, expecting more favorable personal norms and attitudes towards
second-hand buying intention, influenced by an awareness of the environmental consequences of SHB,
we decided to focus on young Polish consumers.

2.3. Theoretical Framework and Hypothesis Development

The Theory of Planned Behavior (TPB) is a well-known concept originating in the field of
social psychology, applied for explaining people’s behavior connected with choice [47]. Generally
speaking, the theory explains the causal relationship between individuals’ beliefs, attitudes, intentions,
and behaviors. It is an extension of the Theory of Reasoned Action [48], which was made necessary
by the original model’s limitations in examining behaviors over which individuals have incomplete
volitional control. The TPB is accepted as valid and is widely used for examining any type of people’s
behavior [49]. It was used by numerous researchers for buying and consuming behavior explanation,
for example, for predicting healthy eating behaviors [50,51], socially responsible consumption [8],
and pro-environmental buying intentions, like consumers’ green hotel visit intention [52].

The main assumption of the TPB model is that most people’s behavior is under their own control
and is rational. The central variable in the TPB is the person’s intention to perform a specific behavior.
Intention is assumed to aggregate all motivational factors influencing a behavior, which are: attitude
towards the behavior, subjective norm, and perceived behavioral control choice [47]. People with
stronger intentions tend to engage in a specific behavior since the motivation factors exist in performing
the behavior. The theory proposes three determinants that explain a person’s behavioral intention:
attitude, subjective norms, and perceived behavior control. The last element of the TPB model is the
actual behavior, which, according to Ajzen [47], can be predicted from the behavioral intention.

Contrary to the traditional understanding of attitude as a positive or negative assessment of an
object, the construct of attitude in the TPB is related to the attitude towards the behavior. It means
that the attitude is defined as a positive or negative evaluation of one’s performance of the behavior
in question [47,48]. Due to the aim of this research, attitudes towards the positive impact of SHB
on sustainable consumption is assumed to be a significant predictor of SHB intention, which lets us
formulate the first hypothesis as follows:

Hypothesis 1 (H1). An attitude toward the positive impact of SHB on sustainable consumption is positively
related to SHP purchase intention.
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Subjective norm is the individual’s perception of what others think of a specific behavior [47]. So,
according to TPB, it is more likely that somebody will buy second-hand products if she or he thinks
that her or his friends will expect an/or approve it. It should be stressed that these perceptions may
not reflect the real views of others. However, a person’s beliefs might affect what she/he thinks about
another person’s subjective norms [47]. As it was mentioned above, the associations of Poles with
second-hand buying are differentiated, but we assume that young Poles are not affected by negative
associations with SHB, so the second hypothesis is formulated as follows:

Hypothesis 2 (H2). Subjective norms regarding SHB are positively related to SHP purchase intention.

Perceived behavioral control (PBC), which is another element of TPB, reflects the fact that it is not
enough to have a positive attitude to do something. PBC shows people’s perception of their abilities to
perform a particular behavior [47,53,54]. In case of SHB, people should have the knowledge and the
access (in terms of time and location) to that type of merchandise and shopping outlets, so the third
hypothesis was formulated as follows:

Hypothesis 3 (H3). Perceived behavioral control over SHB is positively related to SHP purchase intention.

According to Ajzen [47] and Perugini and Bagozzi [55], modifying the TPB model by changing
paths and including additional variables in a certain context, in many cases, delivered a better
understanding of the model mechanism and increased the prediction power for individuals’ intention
in that specific context.

In several studies, efforts were made to improve the explanatory power of this theory by including
additional variables into the TPB model [56]. In the pro-environmental context, Kaiser and Major [57]
pointed out that a model predicting consumers’ conservation behavioral intention may contain a moral
dimension, which is positively related to consumers’ conservation behavioral intention. Second-hand
buying, as a form of pro-environmental as well as socially responsible consumption, is a behavior
closely related to personal morality and social responsibility.

Former researches, which used the additional elements of TPB for the explanation of
pro-environmental intentions, delivered a list of factors. Han and Kim [58] included three additional
elements into a model explaining green hotel visit intentions: customer satisfaction, overall image,
and frequency of past behavior. Chen and Tung [59] presented a different approach to the TPB
model extension. They included two additional variables: environmental concern and perceived
moral obligation. Moral obligation is a personal norm by which an individual demonstrates his/her
willingness to perform a particular behavior based on his/her personal responsibility or duty. For
this reason, in the current research, we adopted the concept of personal norm, derived from the Norm
Activation Model (NAM). According to the NAM [60], a person’s pro-social and pro-environmental
behavior is predicted by three main constructs: the awareness of consequences, the ascription of
responsibility, and the personal norm. An awareness of consequences indicates “whether someone
is aware of the negative consequences for others or for other things one values when not acting
pro-socially” [61]. The ascription of responsibility refers to “feelings of responsibility for the negative
consequences of not acting prosocially” [61].

The research model based on the integration of the TPB and the NAM was successfully used
for examining the environmentally friendly behavior intentions. Shin et al. [62] used the integrated
model for revealing an intention to choose organic menu items and to visit restaurants offering
organic menu items. Liu et al. [63] used it for examining individuals’ intention to reduce car use.
Both teams found out that the proposed model gives a good prediction of the consumers’ intentions
mentioned above.

The current study research model is supposed to offer a more comprehensive understanding of
consumers’ intention to buy second-hand product and also to visit a second-hand shop by integrating
the TPB and the NAM. The basic premise of the NAM is that the personal norm is a direct determinant
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of pro-social behavior, and behaving in accordance with one’s personal norm is self-rewarding. Thanks
to acting in line with one’s personal norm, people experience positive emotions [64]. In the current
research, we also wanted to check how strong the influence of altruistic, pro-social motivation is on
SHB intention. For this reason, the following hypotheses will concern the personal norm, the awareness
of consequences, the ascription of responsibility, and their relationship with SHP purchase intention.
They are formulated as follows:

Hypothesis 4 (H4). Personal norm regarding SHB is positively related to SHP purchase intention.

Hypothesis 5 (H5). Awareness of consequences of SHB for the environment is positively related to a personal
norm regarding SHB.

Hypothesis 6 (H6). Ascription of responsibility for the environmental issues is positively related to a personal
norm regarding SHB.

Hypothesis 7 (H7). Awareness of positive consequences of SHB is positively related to an ascription of
responsibility for the environmental issues.

The last hypothesis regards the relationship between two logically connected variables:
SHP purchase intention and the intention to visit a second-hand shop, which is a next-step intention.
The assumption is that people who want to buy something used should be willing to visit a second-hand
shop, which is an outlet dedicated for used products acquisition:

Hypothesis 8 (H8). SHP purchase intention is positively related to intention to visit a second-hand shop.

3. Materials and Methods

In order to confirm the hypotheses and evaluate the extended TPB model in the context of used
product purchases, an online survey measuring the above mentioned constructs was applied. A factor
analysis requires a large sample size to construct repeatable and reliable factors. A variety of authors
suggest different benchmarks to determine a sufficient sample size for SEM (structural equation
modeling). Some authors use benchmarks based on an overall sample size. A common rule of thumb
for determining a sufficient sample size is 300 observations [65]. The survey was conducted in three
major Polish cities: Poznan, Warsaw, and Katowice between December 2018 and January 2019 on the
convenience sample of 333 respondents, 72.9% of which were female and 27.1% were male. The mean
age of the sample was 24.3 (SD = 6.6), 57.9% assessed their financial situation as good or very good,
and 55.6% lived in cities with more than 500,000 inhabitants.

The questionnaire was divided using section headers and sub-introductions, avoided mixing of
items across constructs, and refrained from using negatively-worded items [66]. Respondents were
ensured about the confidentiality, anonymity, and voluntariness of the study [66]. Respondents were
not rewarded in any way for participating in the study. A survey took about 10–15 min to complete.

Survey questions measuring each of the constructs/variables, the list of which is presented in
Table 1, were developed on the extant literature review. The full list of statements used for the variable’s
measurement is attached in Appendix A.

The questionnaire consisted of two parts: basic questions and a personal questionnaire. All items
were measured with a 7-point Likert-type scale, ranging from 1 (strongly disagree) to 7 (strongly agree).
All measures were subjected to a confirmatory factor analysis (CFA) to evaluate the convergent and
discriminant validity of each construct [67] using R and packages Lavaan and Semtools [68,69].
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Table 1. List of research model variables.

Variable/Factor/Construct Abbreviation

1. Attitude toward positive impact of SHB on sustainable consumption. AT
2. Subjective norms regarding SHB. SN

3. Perceived behavioral control over SHB. PBC
4. Personal norm regarding SHB. PN

5. Awareness of consequences of SHB for the environment. AOC
6. Ascription of responsibility for the environmental issues. AOR

7. SHP purchase intention. PI
8. Intention to visit a second-hand shop. ITV

Source: Developed by the authors.

4. Results and Discussion

We performed CFA of all correlated factors in the model, which shows a good fit with the data:
χ2
× (247) = 652.71; TLI = 0.941, CFI = 0.952; RMSEA = 0.07, SRMR = 0.04. Table 2 shows the measured

items with their standardized loadings and all were above the recommended 0.5 [70], (between 0.7
and 0.98). All items were significant at p < 0.001.

Table 2. Factor loadings.

Latent Factor Indicator B SE Z Beta sig

AT
AT1 1.26 0.06 19.88 0.88 ***
AT2 1.31 0.07 19.87 0.88 ***
AT3 1.30 0.07 19.38 0.86 ***

SN

SN1 1.19 0.05 22.45 0.94 ***
SN2 1.24 0.06 22.39 0.94 ***
SN3 1.00 0.07 14.33 0.70 ***
SN4 1.17 0.06 18.48 0.83 ***

PBC
PBC1 1.22 0.08 15.05 0.74 ***
PBC2 1.49 0.07 20.94 0.93 ***
PBC3 1.23 0.08 14.96 0.73 ***

PN
PN1 1.24 0.07 19.07 0.86 ***
PN2 1.35 0.08 16.97 0.79 ***
PN3 1.55 0.07 20.76 0.90 ***

AOC

AOC1 1.30 0.06 21.14 0.90 ***
AOC2 1.39 0.06 23.07 0.95 ***
AOC3 1.45 0.07 21.25 0.90 ***
AOC4 1.47 0.06 22.94 0.94 ***

AOR
AOR1 1.45 0.07 19.33 0.86 ***
AOR2 1.58 0.07 21.83 0.92 ***
AOR3 1.54 0.07 21.97 0.93 ***

PI
PI1 1.48 0.07 20.27 0.89 ***
PI2 1.57 0.08 19.95 0.88 ***

ITV
ITV1 1.86 0.08 23.15 0.95 ***
ITV2 1.90 0.08 24.44 0.98 ***
ITV3 1.70 0.08 20.52 0.88 ***

p value < 0.001,*** Source: Results of own research.

The composite reliability for each scale is higher than 0.7 [71]. The convergent validity, assessed by
Average Variance Extracted (AVE), indicates that all constructs have a higher AVE than the benchmark
of 0.5 [72]. Table 3 shows the values of Cronbach’s alfa, consistency, reliability, and the average variance
for each latent variable.
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Table 3. Latent factor correlations.

AT SN PBC PN AOC AOR PI ITV Total

ALFA 0.91 0.91 0.84 0.88 0.96 0.93 0.88 0.95 0.96
CR 0.91 0.91 0.84 0.89 0.96 0.93 0.88 0.96 0.98
Ave 0.76 0.72 0.65 0.72 0.85 0.82 0.79 0.88 0.78

Source: Results of own research.

The standardized regression path weights show the relative path weight of the factors in the
endogenous variables. Chin [73] recommends values greater than 0.3, however, values greater than
0.2 may be accepted. All the relationships in the proposed model were significant and above the
recommended values, except for the subjective norms and purchase intention, which, although
significant, was below the recommended value. The model provides a good fit for the data CMIN/df
= 2.78, CFI = 0.94, GFI = 0.94, SRMR = 0.06 RMSEA = 0.07, TLI = 0.94 [74]. Figure 1 illustrates the
standardized parameter estimates for the model. Based on the significance of the parameter estimates
shown in the model, all but one of the hypotheses (H2 is the exception) are supported (Table 4).

Table 4. Hypotheses testing.

Hypothesis Factor 1 Factor 2 Path Sig ci Lower ci Upper Result

H1 AT → PI 0.17 ** 0.06 0.28 Supported
H2 SN → PI −0.16 * −0.28 −0.03 Unsupported
H3 PBC → PI 0.29 *** 0.18 0.39 Supported
H4 PN → PI 0.62 *** 0.46 0.78 Supported
H5 AOC → PN 0.37 *** 0.26 0.48 Supported
H6 AOR → PN 0.26 *** 0.17 0.36 Supported
H7 AOC → AOR 0.67 *** 0.60 0.74 Supported
H8 PI → ITV 0.82 *** 0.77 0.86 Supported

p value < 0.001,*** p value < 0.01, ** p value < 0.05, * Source: Results of own research.

Figure 1. Standardized parameter estimates for the research model.

The results of the present study confirm the utility of the integrated approach using both the
Theory of Planned Behavior and the Norm Activation Model as a framework for understanding SHP
purchase intentions and the intentions towards visiting a second-hand shop. Attitudes, subjective
norms, perceived behavioral control, and the personal norm accounted for a large proportion of the
variance in the intentions to buy used products, and these intentions afforded good prediction of
the intentions behind visiting a second-hand shop. Structural equation analyses revealed a good fit
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between the adopted theoretical framework based on both the TPB model and the Norm Activation
Model. Adjusted goodness of the fit index at the level 0.94 indicates that the intention to buy used
products and the intention to visit a store or e-store with used products can be explained by a
combination of variables applied in the study. However, it should be pointed out that, according to
the adopted hypotheses, not all independent variables have a positive influence on the dependent
variables. The outcomes demonstrate that the attitude towards second-hand buying is positively
related to SHP purchase intention (β = 0.17, p < 0.01) as well as perceived behavioral control (β = 0.29,
p < 0.001), and the personal norm (β = 0.62, p < 0.001). The personal norm is influenced by both the
awareness of consequences of SHB for the environment (β = 0.37, p < 0.001) and the ascription of the
responsibility for the environment (β = 0.26, p < 0.001). The awareness of consequences is positively
related to the ascription of responsibility (β = 0.67, p < 0.001). We also found out that subjective
norms concerning SHB are negatively related to SHB intention (β = −0.16, p < 0.05). Looking at the
possible reasons behind this, it must be emphasized that social norms refer to the perceived social
pressure to get involved in a specific behavior. Cialdini [75] proposed to distinguish two types of
norms: injunctive, which refers to what is expected to be done (included in the TPB model and applied
in the current study), and descriptive, which refers to what people actually do (not included in the TPB
model). They are driven by different motives: in the case of injunctive norms, people obey the norm as
it is based on the social evaluation and they are afraid of being excluded from the group when they
do not behave in line with a norm. Descriptive norms facilitate behavior by their informational role;
people learn what is appropriate thanks to them. It is like delivering a message: if so many people do
it, it is very likely that it is smart to do it [64]. The results we got in the current study show that the
injunctive social norm works against SHB, which is very likely connected to the bad associations with
SHB that still exist in post-communist countries in general. For example, in the qualitative studies
conducted in Poland [76] and in the Czech Republic [19], people commenting on second-hand shops
mentioned that these shops and their merchandise have an unpleasant smell. So SHB is not a desired
behavior but it seems to be widely accepted, especially in the case of specific products. The majority of
cars bought in Poland every year have been used by someone else before and this is a widely accepted,
even recognized as smart behavior (due to the steep drop in price in the case of cars that have been
bought new and resold).

This means that even young consumers in Poland, which have never experienced a shortage of
merchandise on the market, are affected by negative associations with SHB, so they do not assess SHB
as a behavior, which is expected or supported by others who are important to them. That result is
different to many previous studies results concerning other sustainable products purchase intentions:
green food [77], green hotels [59], or organic menu items [62]. Trying to find the reasons for this
discrepancy, we should take into account that, contrary to the above mentioned pro-environmental
behavior, SHB may carry higher social risks (face saving concerns), which may especially influence the
injunctive social norm [78] in countries where the perception of the material status of an individual is
quite important (as in Poland).

On the other hand, the current research shows the high influence of pro-social motivation
expressed by the personal norm on SHB intention, driven by both an awareness of consequences and
the ascription of responsibility for the environment, which is consistent with the previous studies [62].

5. Conclusions and Implications

Due to the threat of the climate disaster, it is vital to understand any aspect of customers’ behaviors
related to sustainable consumption in order to promote the desirable patterns of behavior. Second-hand
buying is a kind of activity supporting that type of consumption. The proposed research model
was an attempt to provide a more comprehensive understanding of second-hand buying intentions.
By integrating the TPB and the NAM, this study demonstrated that the model is applicable to predict
the consumers’ intention to choose second-hand products and to visit second-hand shops. The study
reveals that all considered independent variables are significantly related to the dependent variables.
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Both self-interest motive and prosocial motive significantly influence a customer’s intention regarding
pro-environmental behavior, which is consistent with the previous studies [62,79].

Another important conclusion from the current study comes from NAM usage to explain SHB
intention. It turned out that the personal norm plays a very important role in explaining SHB intention,
much more important than other variables. So, despite the fact that subjective norms counteract the
purchase of SHP, personal norm expresses support for this activity. This is a very promising result
from the point of view of practical implications, but further research should be conducted on the
more representative sample. The study also showed that both an awareness of consequences and
the ascription of responsibility directly influences the personal norm, which is consistent with some
former studies [62] but opposite to another [80]. It may be explained with the sample of the research:
young people are usually more aware of sustainable issues [41] and are more open-minded. But it also
indicates the need for further research, which should include the whole range of the population.

The results of the study are also important from the point of view of the practical implications
of the conclusions. If the subjective norms regarding SHB express reluctance and even the fear
and avoidance of SHB, it is necessary to apply activities convincing people that SHB may deliver
them a lot of advantages, such as sustainability protection, unique and authentic products, economic
profits connected with the option to buy at low prices, hunting pleasure, and even ethical advantages
(for example, when shopping in a charity store) by education. However, possibly the best option
for implementing this recommendation would be to show that second-hand buying is popular and
practiced by many, including celebrities and influential bloggers, as it was done before in many
countries [13].

There were several limitations in this study. The data were collected by a self-reporting technique,
which may bias the results due to the social desirability effect. The other one is connected with the
sample, which is not representative for young customers. A total of 72.9% of answers were delivered
by women and only 27.1% by men, which does not reflect the real gender structure. However, it fits
the results of the previous studies, showing that women are more likely to be involved in second-hand
activities, including buying [15]. The majority of respondents live in big cities, whereas only 19.9%
of the Polish population lived in the cities with over 200,000 inhabitants in 2018 (due to the official
statistics). As the convenience sample was used, it is possible that the survey attracted more people
that buy second-hand products and have a more positive attitude towards SHP in general. What is
more, neither the type of product nor the alternative retail format (store-based or on-line) was taken
into account in the study. So, it would be very valuable to test the research model for specified products
(for example, used cars, used pieces of furniture, second-hand high-fashion clothes, or used electronics)
and various retail formats, like an online second-hand share platform, vintage shop, pawn shop,
charity/thrift store, and flea market.

It would also be interesting to find out how the intentions toward SHB may be explained in
other countries of Eastern and Southern Europe—countries that have, on the one hand, experienced
a great scarcity of goods; and a huge supply of imported second-hand products on the other—but
also in those countries in which the society cannot remember any shortage of merchandise on the
market. Some studies on environmentally-motivated consumption reduction was conducted in the
past on a big international scale—in 30 European countries. It was found that in countries with
predominantly materialist values there is less likely to be a positive relationship between environmental
knowledge and pro-environmental attitudes [44,45]. However, no studies before were conducted on
SHP behavior on a comparable scale. And it is quite a special manifestation of consumption reduction
that was not taken into account among environmentally-motivated consumption reduction [44] or
climate mitigating actions [45]. SHP may be recognized as an activity negatively influencing perceived
social status [5,18,19] so further research on attitudes, social norms (both injunctive and descriptive),
intentions, and SHP behavior, depending on the culture of the country, is necessary in order to deepen
the knowledge of other aspects of self-limiting behavior and to design campaigns that effectively
promote desirable, pro-environmental behavior.
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Appendix A

Table A1. Constructs (variables) and items used in an online questionnaire.

CONSTRUCT ITEMS SOURCE

Attitude toward positive impact of
SHB on sustainable consumption

(AT)

AT1. I believe that second-hand buying by me will help in reducing
pollution and also help in improving the state of the environment. (Valle, Rebelo, Reis,

& Menezes, 2016) [81]AT2. I believe that second-hand buying by me will help in reducing
wasteful usage of natural resources.

AT3. I believe that second-hand buying by me will help in natural
resources protection.

Subjective norms regarding SHB
(SN)

SN1. My friends expect me to buy second hand products.
(Joshi & Rahman, 2017) [82]
(Vermeir & Verbeke, 2008) [7]

SN2. My family expects me to buy second hand products.

SN3. Society expects me to buy second hand products.

SN4. Most people who are important to me think that I should buy
a second-hand item when I have to buy something.

Perceived behavioural control
over SHB

(PBC)

PBC1. I know where I can buy second-hand products.
(Shin et al. 2018) [62]PBC2. I am capable of buying second-hand products.

PBC3. I have enough time to choose a second hand product when I
have to buy something.

Personal norm
regarding SHB

(PN)

PN1. I believe I have a moral obligation to choose a second-hand
product when I have to buy something. (Shin et al. 2018) [62]

PN2.Choosing a second-hand product is consistent with my moral
principles.

PN3. My personal values encourage me to choose a second-hand
product when I have to buy something.

Awareness of consequences of SHB
for the environment

(AOC)

AOC1. I believe that second-hand buying can slow down the tempo
of exhaustion of natural resources.

(Shin et al. 2018) [62]AOC2. The second-hand sector can possibly have environmental
impact on the environment.

AOC3. The second-hand sector can cause the climate change.

AOC4. I think that second- hand buying helps minimize
environmental degradations.

Ascription of responsibility for
environmental issues (AOR)

AOR1. Every customer should feel partly responsible for
environmental problems caused by the industry. (Shin et al. 2018) [62]

AOR2. Every customer has to take responsibility for the
environmental problems caused by the industry.

AOR3. I think that every customer is partly responsible for the
environmental deteriorations caused by the industry.

SHP purchase intention (PI)
PI1. It is very likely that I will buy a second-hand product in the

future. (Putrevu & Lord, 1994) [83]

PI2. Certainly I will buy a second-hand product.

Intention to visit
a second-hand shop

(ITV)

ITV1. I plan to visit a shop (brick&mortar or e-commerce) with
second-hand products. (Shin et al. 2018) [62]

ITV2. I intend to visit a shop (brick&mortar or e-commerce) with
second-hand products.

ITV3. I will do my best to visit a second-hand shop (brick&mortar
or e-commerce) in the future.

Source: Developed by the authors.
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