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Abstract

Second-hand clothing is increasingly promoted as a sustainable alternative to reduce the
fashion industry’s environmental impact, yet evidence on why consumers purchase second-
hand apparel remains fragmented across disciplines. This literature review synthesizes
prior research to identify the main motivational drivers and inhibitors of second-hand cloth-
ing purchasing and to translate them into a coherent conceptual explanation. We reviewed
and conceptually integrated the academic literature on second-hand apparel consumption,
focusing on how studies define, operationalize, and relate sustainability concerns, economic
value, uniqueness and identity motives, and socio-cultural influences to purchase intention
and behavior. The reviewed evidence indicates that pro-environmental values often coexist
with utilitarian and symbolic motives, while barriers frequently involve perceived risk (e.g.,
quality and hygiene), effort, and access constraints. Building on this synthesis, we propose
an integrative model that organizes key antecedents and mechanisms leading to purchase
intention and repeat purchasing, highlighting enabling conditions and boundary factors
that may strengthen or weaken these relationships. This review consolidates dispersed
findings, clarifies theoretical gaps, and provides a testable framework to guide future
empirical research and managerial interventions aimed at scaling circular fashion adoption.

Keywords: circular economy; second-hand clothing; environmental concerns; purchase
motivations; consumer behavior

1. Introduction
Fashion is widely recognized as one of the world’s most environmentally damaging

industries, contributing substantially to greenhouse gas emissions, intensive water use,
and the generation of massive textile waste [1]. When this waste accumulates under weak
management systems, the environmental and social consequences tend to disproportion-
ately affect urban and vulnerable communities [2]. These pressures have intensified global
interest in alternative models capable of reducing environmental damage while promoting
more responsible consumption patterns [3].

A promising response is the growing market for second-hand clothing, defined here
as garments that have been previously used regardless of their age or original purchase
channel [4]. Although often framed as a contemporary sustainability trend, second-hand
exchange has deep historical roots, particularly in Europe, where garments were frequently
resold, repaired, or inherited during periods of scarcity when access to new clothing was
limited. Until the early twentieth century, maintaining, repairing, and reusing clothing
remained a widespread practice, before industrialization and mass production shifted
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fashion consumption toward speed, abundance, and disposability [5]. In this sense, the
contemporary expansion of second-hand markets reflects a renewed interest in extracting
value from garments beyond first ownership, with implications for waste reduction and
resource efficiency [6].

Recent evidence also suggests that this is not a marginal phenomenon. Industry
estimates indicate that second-hand apparel accounted for roughly 10% of global ap-
parel spending in 2025 and may reach USD 393 billion by 2030, while academic analyses
document sustained expansion in global second-hand clothing flows over the 1995–2022
period, with developed economies such as the United States, the United Kingdom, and
Germany remaining major exporters and several African countries becoming major import
destinations [7]. Taken together, these patterns suggest that second-hand clothing has
become a globally relevant consumption phenomenon, although its scale and meanings
vary considerably across regions.

This resurgence contrasts with the linear model of “produce–use–dispose” and ad-
vocates reuse, recycling, and reintegration of materials [5]. In the fashion sector, circular
strategies include textile recycling, upcycling, and second-hand purchases, all aimed at
extending product lifecycles and minimizing waste [1,6,8]. These practices align with
the United Nations’ Sustainable Development Goal 12 on responsible production and
consumption [9]. Accordingly, research has explored why consumers engage in second-
hand shopping, identifying drivers such as environmental concern, economic savings,
nostalgia, identity construction, and social differentiation [6,10], and framing second-hand
consumption as a potential form of resistance to fast fashion within circular economy
principles [8].

However, despite expanding evidence, the literature remains fragmented and uneven
across contexts. Much prior work examines ethical, economic, or psychological factors in
isolation, limiting the ability to explain second-hand consumption as a multi-determined
behavior shaped by both internal motivations and external constraints [11]. In addition, the
empirical landscape is strongly concentrated in Europe, North America, and parts of Asia,
leaving other regions underrepresented and limiting generalizability of dominant explana-
tions [12,13]. Scholars have repeatedly called for broader perspectives. Ferraro [12] and Liu
et al., [14] recommend incorporating psychographic and demographic differences to reflect
heterogeneous motivations and decision processes, while Herjanto [13] emphasizes the
need for studies in emerging economies where cultural meanings, market infrastructure,
and traditions of reuse may systematically shape consumer behavior. Recent discussions
similarly highlight that current models often fail to capture the complexity of sustainable
fashion decisions and require more integrative and context-sensitive frameworks [1,2].

These gaps are particularly salient in Hispano America, where empirical research on
circular fashion consumer behavior remains scarce despite acute environmental challenges
and rising textile waste [15]. In this region, second-hand consumption can be intertwined
with informal economies and social dynamics such as stigma and class meanings, poten-
tially altering both motivations and constraints relative to settings where most theories
have been tested [16]. This point is especially relevant in lower-income or highly unequal
contexts, where second-hand clothing may be purchased primarily because of affordability
pressures or economic necessity rather than as an explicitly environmental choice [15,16].
Methodological limitations further restrict inference, as prior work has often relied on
localized qualitative designs, metropolitan samples, or restricted demographic coverage,
reinforcing the need for large-scale quantitative studies that can validate findings beyond
narrow contexts [17].

A central challenge in this domain is the intention–behavior gap in sustainable con-
sumption, meaning that pro-environmental values and intentions do not consistently
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translate into actual behavior [18]. In the context of second-hand clothing, this gap becomes
theoretically relevant because single-lens explanations tend to be incomplete: models based
only on rational determinants or only on moral determinants are often insufficient when
used in isolation [19]. Reflecting this limitation, recent applications argue that research
needs richer antecedent configurations to represent the full motivational architecture un-
derlying second-hand consumption [20]. Similar calls to broaden and strengthen the set
of antecedents have been reiterated in subsequent studies [21] and reinforced by more
recent evidence [22]. Converging with this rationale, Koay et al. [20] empirically benchmark
five theoretical models and show that an extended TPB provides the strongest in-sample
and out-of-sample prediction of second-hand clothing purchase intentions, outperforming
TPB, consumption values, perceived risk, and norm activation frame-works suggesting
that expanding the antecedent set beyond a single theoretical lens improves explanatory
completeness and predictive validity.

In response, this literature review consolidates and critically evaluates the fragmented
evidence through a hybrid VBN–TPB framework, specifying how constructs map to each
theory within the conceptual framework and clarifies how this proposal advances be-
yond the isolated use of these theories. VBN offers a structured explanation of the moral
pathway linking values and environmental beliefs to personal norms that motivate pro-
environmental action [23]. TPB complements this view by explaining how attitudes,
subjective norms, and perceived behavioral control shape intention and behavior [24].
Rather than simply combining two established perspectives, the proposed model con-
tributes by offering a more integrative and context-sensitive explanation of second-hand
clothing consumption, recognizing that this behavior is shaped by both moral drivers and
reasoned evaluations. Aligned with comparative evidence supporting theory extension in
second-hand contexts [21], the proposed hybridization is designed to capture both moral
(value–belief–norm) and reasoned (attitudinal and control-based) pathways within a single
integrative architecture, rather than privileging either logic in isolation. More specifically,
the novelty of the model lies in explaining second-hand clothing consumption not only
through intention formation, but also through the boundary conditions that shape when
pro-environmental motives are more likely to translate into actual purchase. In this way,
the framework extends beyond TPB–VBN integration by incorporating a context-sensitive
structure in which moral, attitudinal, and conditional mechanisms operate jointly rather
than as isolated predictors. Accordingly, the proposed framework should be interpreted
as context-sensitive rather than universal, as it seeks to organize sustainability-related
drivers identified in the literature while recognizing that the relative weight of environ-
mental, economic, and social motives may vary across countries and levels of economic
development [12–14,16]. Building on these foundations, the review proposes an integrative
framework intended to organize prior findings and guide future empirical testing, with par-
ticular attention to underrepresented contexts in Hispanic America [21]. Thus, the model is
presented not as a replacement of TPB or VBN, but as an extension that improves explana-
tory breadth and contextual relevance in the study of second-hand clothing consumption.

Beyond its theoretical contribution, this framework is also relevant from a sustainabil-
ity perspective because understanding the drivers and barriers of second-hand clothing
consumption helps clarify the behavioral conditions under which garment lifecycles may be
extended. Although a conceptual model cannot by itself reduce textile waste, it can inform
future interventions, market strategies, and policy efforts aimed at increasing second-
hand adoption and, indirectly, reducing premature disposal and waste generation in the
fashion sector.

This positioning is consistent with earlier recommendations to expand theoretical
and contextual coverage in second-hand and sustainable consumption research [1]. It also
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aligns with the need to strengthen evidence in emerging economies, where prevailing
explanations may not transfer directly across contexts [2]. Recent work continues to
emphasize the importance of integrative and context-attuned approaches for sustainable
fashion consumption [3]. Similar demands for more comprehensive models have also been
highlighted in contemporary discussions of sustainable fashion research [4].

2. Relevant Sections
2.1. Second-Hand Clothing

Second-hand consumption refers to acquiring products that have previously belonged
to someone else, irrespective of their prior use [25]. In fashion markets, second-hand models
are commonly discussed within collaborative consumption, which includes practices such
as renting, lending, swapping, and bartering [26]. Commercialized exchange is often
treated as a defining element of these systems because it enables value creation through
shared use. From a circular economy perspective, second-hand fashion supports resource
efficiency by extending product lifecycles and reducing the demand for virgin materials [27].
This positioning is reinforced by the view that reuse-oriented models contribute to waste
reduction and sustainability objectives in fashion consumption [28]. Related circular
strategies such as reuse and recycling have also been discussed as mechanisms to extend
product value and reduce textile waste, with policy approaches further encouraging such
practices [29]. The second-hand market has progressively formalized over time. Yang
et al. [26] note that some second-hand stores became recognized as legitimate businesses
from the 1960s onward. Historically, second-hand clothing has moved through phases of
expansion, decline, stigmatization, and renewed popularity [30]. Nevertheless, adoption
has been persistently shaped by psychological barriers associated with prior ownership.
Belk [31] identifies hygiene-related resistance as a salient concern, while Hansen [32]
discusses contamination perceptions as an enduring obstacle.

Despite market growth, adoption remains constrained by knowledge-related barri-
ers. Goworek et al. [33] argue that consumers often lack clarity regarding sustainable
fashion, limiting engagement even when alternatives exist. Pal and Gander [34] identify
limited consumer knowledge as a critical obstacle. In contrast, Grasso et al. [35] point to
environmental awareness as a relevant driver of preference for second-hand alternatives.
Fletcher and Tham [36] further connect ecological literacy to more consistent engagement
with sustainability-oriented fashion practices. Motivations for second-hand clothing are
consistently described as multidimensional. Guiot and Roux [10] discuss how second-
hand purchasing combines different motivational logics rather than reflecting a single
determinant. Cervellon et al. [4] similarly position second-hand fashion as shaped by
both sustainability-related motives and consumption value. Environmental concern is
repeatedly identified as a driver in second-hand contexts [37], and growing sensitivity to
the environmental impact of fashion has been linked to increased interest in second-hand
options [38]. Ethical concerns related to labor conditions have also gained relevance in
consumer decision-making [39]. Hedonic and symbolic motives also remain central, as
Tuttle [40] highlights “treasure hunting” as a salient consumption experience. Rodrigues
et al. [41] suggest that exclusivity-oriented motivations can be particularly relevant among
younger consumers. Laitala and Klepp [42] discuss identity-related meanings that shape
second-hand choices beyond ecological reasoning. Finally, economic value and affordability
continue to play a role in enabling access and variety [9], with economic and psychological
benefits further discussed in later work [43].
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2.2. Constructs Based on Literature Review

The fashion industry is among the major contributors to environmental impacts,
generating nearly 10% of global carbon emissions [27]. Within this context, second-hand
clothing emerges as a sustainable practice that reduces new production and preserves
scarce resources [6]. In sustainable consumption research, the Theory of Planned Behavior
(TPB) [23] is one of the most widely used frameworks for predicting environmentally
responsible intentions [3]. TPB posits that behavior is shaped by intentions, which depend
on attitudes, subjective norms, and perceived behavioral control. Yet, Sepe et al. [2] argue
that some constructs, such as subjective norms, may operate as antecedents of green
behavioral intention [44–46].

Other constructs explored in the literature, such as need for uniqueness, need for
status, and fashion motivation, fall outside this study’s focus. While individuality and
self-expression influence second-hand purchases [3,19], and hedonistic motives linked to
pleasure, aesthetics, and self-image also play a role [4,12], these dimensions are less relevant
to environmental concerns, which form the core of this model.

Conversely, constructs directly tied to sustainability: ecological concern, mindful con-
sumption, green behavioral intention, environmental beliefs and attitudes, green lifestyle,
price sensitivity, and values are central. However, this centrality should be understood
within the scope of the sustainability-oriented literature reviewed and not as implying that
these motives are equally primary across all countries. In settings characterized by lower
purchasing power, informal retail structures, or stronger budget constraints, affordability
and necessity may precede environmental concern, whereas in higher-income markets
sustainability, lifestyle, and value congruence may become more salient [13,15,16]. Their
inclusion is consistent with TPB and the Knowledge–Attitude–Behavior (KAB) model [31],
ensuring conceptual coherence. These constructs have also been validated across cultural
and economic contexts, enabling comparative cross-market analysis [47].

Table 1 synthesizes these constructs, their definitions, and key theoretical contributions. It
provides a concise overview of the conceptual bases informing the proposed model, illustrating
both the breadth and multidimensionality of second-hand clothing consumption.

Table 1. Constructs based on literature review.

Author Constructs Contribution

Chuah et al. [48] Ecological Concern
Concern for environmental issues refers to the level of consumer awareness

regarding natural damage issues and the willingness to be part of the solution to
these problems, along with efforts to conserve nature.

Sheth et al. [49] Mindful Consumption
Behavior

It implies a mindset of self-care, community care, and nature care, which
translates into a consumption behavior that moderates acquisitive, repetitive,

and aspirational consumption.

Smith et al. [18] Green Behavior
Intention

Likelihood/willingness to perform specific pro-environmental actions as
extensions of themselves or part of their own identity, and this drives their

intentions for green behavior.

Dunlap et al. [50] Environmental beliefs
and attitudes

It reflects an environmental concern and attitude, especially regarding
humanity’s ability to disturb the natural balance, the limits of human societies’

development, and humanity’s right to dominate over the rest of nature

Genoveva and
Syahrivar [51] Green lifestyle

The ecological lifestyle refers to the actions and decisions that individuals take to
reduce their environmental impact and promote sustainability in various aspects
of their lives, such as resource consumption, waste generation, and the choice of

eco-friendly products and services.

Xu et al. [19] Price sensitivity The purchase of second-hand clothing offers customers financial benefits.
Bargain prices are a significant reason why people buy second-hand clothing.
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Table 1. Cont.

Author Constructs Contribution

Becker-Leifhold [52] Values
Investigations into the values that lead consumers to engage in collaborative
consumption, such as biosphere values (environmental consciousness) and

altruistic values (morality and norms), have been conducted.

Gilal et al. [53] Generational Cohort

Generational cohorts are defined as groups of individuals who were born during
the same period and travel through life together, thus experiencing similar
external events in their late adolescence and early adulthood. The pivotal

moments these groups experience influence their values, attitudes, preferences,
expectations, and purchasing behaviors; as a result, these factors remain constant

throughout the generation’s lifespan and constitute a generational identity.

Source: Author’s own elaboration.

2.3. Second-Hand Clothing Buying Behavior Model
2.3.1. Direct Relationships

Ecological Concern

Ecological concern was originally introduced to explain environmentally responsible
behavior [54]. It refers to consumers’ attitudes toward their ecosystem, grounded in the
understanding that products have life cycles and that production and consumption can
generate negative environmental impacts [55,56]. This awareness encourages a shift from
traditional consumption patterns toward more sustainable practices [57] and is frequently
associated with preferences for eco-labeled products [58,59]. Importantly, ecological con-
cern goes beyond choosing “green” options, since it also implies restricting purchasing to
what is necessary, emphasizing reduced consumption as part of ecological behavior [60].
Across the literature, ecological concern is consistently linked to the development of ecolog-
ical habits and to stronger responsible purchasing intentions [61–64]. In the second-hand
clothing context, the evidence converges in showing that consumers with higher ecological
concern are more likely to evaluate second-hand purchases favorably and to report stronger
purchase intentions across different settings [19,65,66]. Although Perry and Chung [60]
argue that eco-friendly purchases alone are insufficient to constitute ecological behavior,
their results partially support the role of ecological concern in second-hand clothing adop-
tion. Overall, consumers with stronger ecological concern tend to reinforce their intention
to engage in green behavior.

Mindful Consumption

Mindfulness, rooted in Buddhist traditions, is commonly described as an intentional
and non-judgmental awareness of the present moment [67]. In the consumption domain,
mindfulness has been conceptualized as a mechanism that strengthens coherence between
consumers’ values, expectations, and purchasing decisions [68]. This perspective also
implies an orientation toward future consequences of consumption for oneself, the com-
munity, and nature [67]. Consistent with this framing, the literature increasingly treats
mindful consumption as a driver of sustainable consumption and as a mechanism of value-
consistent decision-making [69,70]. In fashion contexts, it is associated with more deliberate
and restrained consumption by discouraging unnecessary, impulsive, or socially driven
purchases [71]. Evidence in second-hand fashion points in the same direction: favorable
attitudes toward second-hand products, stronger purchase intention, and lower impulsive
buying tendencies are recurrently associated with mindful consumption [72–74]. Recent
work also suggests that this mechanism helps explain participation in second-hand mar-
kets beyond purely economic motives, as consumers align their purchases with broader
sustainability goals [68,75].
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From this perspective, mindful consumption helps explain engagement with second-
hand markets beyond purely economic motives by supporting deliberate purchasing that
remains aligned with pro-environmental values [68]. Ultimately, this value-consistent and
future-oriented orientation provides a cognitive bridge through which sustainability goals
can translate into planned and favorable second-hand purchase intentions [67].

Green Behavior Intention

Green Behavior Intention captures an individual’s willingness or likelihood to engage
in environmentally responsible behavior and is commonly defined as the likelihood of
performing a specific pro-environmental action [76]. This intention is closely tied to identity
processes because consumers often perceive possessions as extensions of the self, which
shapes how consumption choices align with personal identity [30]. In turn, identity-
linked meanings embedded in consumption can influence the disposition to adopt green
practices [18]. Self-identity can function as a mechanism that translates personal values
into concrete motivations, reflecting the beliefs that underpin sustainable choices [76]. In
consumer contexts, Green Behavior Intention is expressed as the willingness to purchase
green products and services as a way to protect the planet [77]. It also reflects a broader
effort to preserve the natural environment through everyday consumption decisions [44].
From a behavioral theory perspective, this intention is shaped by attitudes, perceived
norms, and control beliefs, in line with the Theory of Planned Behavior [24,44,78,79]. It
may also be strengthened by compensatory sustainability motives and by mindfulness-
related moral-identity processes that make pro-environmental action feel more personally
meaningful [51,80–82]. At the same time, the translation of intention into actual purchasing
depends on marketplace conditions such as credibility and perceived reliability [83,84]. In
circular consumption research, the evidence consistently supports Green Behavior Intention
as a necessary proximal antecedent of sustainable purchasing, including second-hand
clothing acquisition [85].

2.3.2. Moderating Relationships

In the proposed model, moderating variables are introduced to capture the conditional
nature of second-hand clothing consumption. Prior literature suggests that sustainable
fashion decisions are not determined only by favorable ecological attitudes or intentions,
but also by the personal and contextual conditions that amplify or weaken their behavioral
effect [2,18,21]. Consistent with this logic, green lifestyle, price sensitivity, and values
are conceptualized as boundary conditions that help explain when sustainability-related
orientations are more likely to translate into stronger second-hand clothing purchasing
outcomes [24,51,64]. Theoretically, these moderators do not generate sustainability-oriented
dispositions by themselves; rather, they alter the strength with which such dispositions
are converted into intention and purchase behavior. In this sense, the proposed boundary
conditions help explain why similar levels of ecological concern or green intention may
produce different second-hand clothing outcomes across consumers exposed to different
value structures, lifestyles, or economic priorities [24,51].

Environmental Beliefs and Attitudes

Environmental beliefs and attitudes reflect individuals’ concern for the environment,
particularly regarding humanity’s ability to disrupt the natural balance, the limits of devel-
opment for human societies, and humanity’s right to dominate nature [50]. In line with the
Knowledge-Attitude-Behavior (KAB) Model, these beliefs are related to ecological concern
and mindful consumption [49,51]. From a theoretical standpoint, they can be understood
as an interpretive frame through which consumers assign meaning to their ecological
concerns and mindful consumption choices. When individuals more strongly endorse the
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fragility of nature and the consequences of human action, ecological concern and mindful
consumption become more morally salient and cognitively coherent, thereby exerting a
stronger effect on Green Behavior Intention [46,49–51]. For this reason, environmental be-
liefs and attitudes are not only descriptive indicators of environmental awareness, but also
boundary conditions that can reinforce the extent to which ecological concern and mindful
consumption become behaviorally meaningful and translate into Green Behavior Intention.
Evidence from second-hand clothing research supports the relevance of environmental
concern in shaping purchase-related responses and highlights the importance of examining
these relationships across cultural contexts [65].

Accordingly, environmental beliefs and attitudes are not treated here merely as back-
ground opinions, but as a moderating condition that can amplify the motivational force of
sustainability-related antecedents. Under this logic, consumers who not only care about
environmental issues but also hold a stronger ecological worldview should be more likely
to translate such concern into a deliberate Green Behavior Intention toward second-hand
clothing [46,50].

Green Lifestyle

The relationship between green intention and green behavior remains inconclusive,
partly due to the intention–behavior gap. Under Ajzen’s [24] Theory of Planned Behavior,
intention should predict behavior [63], including second-hand clothing consumption. How-
ever, this translation is not uniform across individuals. Therefore, this review proposes
green lifestyle as a moderator of the intention–behavior relationship: when consumers
hold stronger eco-friendly routines and habitual consumption patterns, green intentions
are more likely to translate into actual sustainable behavior, whereas for consumers with
a weaker green lifestyle, intentions are less consistently enacted [62]. Conceptually, this
moderating role is justified because lifestyle reflects a relatively stable pattern of everyday
practices rather than a temporary evaluation. For this reason, green lifestyle can strengthen
or weaken the extent to which green intention is translated into actual second-hand cloth-
ing behavior. Consumers may express favorable sustainable intentions, but when these
intentions are not embedded in routines such as environmentally friendly purchasing,
waste reduction, and ongoing engagement with environmental is-sues, their enactment
is likely to be less consistent [51,62,86]. Conversely, when sustainability is part of daily
life, second-hand purchasing becomes more behaviorally congruent and easier to maintain
over time [87]. This moderating role is theoretically consistent with the idea that lifestyles
function as enacted patterns of consumption rather than isolated preferences. Therefore,
when green intention is supported by pre-existing routines, the behavioral cost of act-
ing sustainably is reduced and second-hand purchasing becomes a more accessible and
repeatable option [51,86,87].

A green lifestyle involves careful consideration of the environmental impact of daily
activities and incorporates meaningful actions aligned with sustainability. Being style-
conscious is closely related to self-expression, where consumers showcase their own taste
and interests through their outward style. This style-consciousness is a core factor in
second-hand consumption, where identity is constructed around personal style [20]. In
this sense, a green lifestyle includes ecological consumption habits [62] and can be seen as
everyday green activities, both of which are directly linked to behavioral intentions [86].

Green style is significantly associated with sustainable decisions regarding clothing,
including second-hand shopping and recycling [87]. In fact, Guiot and Roux [9] found
that one of the key motivations for second-hand shopping is consumers’ desire to express
their unique identity. Second-hand goods allow consumers to showcase their individuality
and originality, which is often identified as a primary motivation for purchasing second-
hand items [4]. Thus, those who are mindful of their style are more likely to engage in
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second-hand shopping, as it provides a means of self-expression while adhering to their
environmental values [10].

Price Sensitivity

Price sensitivity refers to consumers’ perception of product cost and their willingness
to pay a specific amount [88]. Individuals with high price sensitivity reduce demand
as prices increase, whereas those with low sensitivity react less strongly to price fluctua-
tions [38,89]. In developing economies, factors such as income disparities, limited financial
resources, and varying ethical values toward eco-friendly fashion substantially shape
sustainable consumption [90]. Accordingly, price sensitivity is considered a moderating
variable because second-hand clothing combines environmental responsibility with eco-
nomic utility [4,10]. From this perspective, the effect of sustainability-oriented motives on
second-hand purchasing should be stronger among consumers who place greater impor-
tance on affordability, savings, and bargain-seeking [38,90,91]. Prior research consistently
portrays second-hand consumers as bargain-oriented and frugal shoppers, and empirical
evidence indicates that price sensitivity is positively associated with second-hand shopping
frequency [4,9,37,91]. Therefore, price sensitivity helps explain when pro-environmental
orientations are more likely to translate into actual second-hand purchasing behavior rather
than remain abstract preferences [88,89].

Values

A key contribution to understanding environmental attitudes and behaviors is the
Value-Basis Theory by Stern and Dietz [92], grounded in Schwartz’s [93] value model.
According to this theory, such attitudes arise from awareness of harm to valued objects [94].
Values play a crucial role in shaping sustainable consumer behavior [18], and are theoreti-
cally appropriate as moderators because they operate as higher-order guiding principles
that shape how consumers interpret and prioritize sustainability-related beliefs and in-
tentions [92–95]. Rather than functioning only as a direct predictor, values can condition
the strength with which ecological concern and green behavioral intention are translated
into second-hand clothing purchasing. When biospheric and altruistic values are stronger,
sustainability-related motives are likely to carry greater personal relevance and therefore ex-
ert a stronger influence on second-hand purchasing decisions [18,52,64]. By contrast, when
such values are weaker or displaced by competing consumption priorities, the same pro-
environmental orientations may have a more limited effect on behavioral outcomes [76,96].
Accordingly, values are theoretically meaningful moderators because they can intensify or
attenuate the motivational relevance of ecological concern and green intention before these
are expressed in second-hand clothing purchasing preferences [18,76,92,93].

Consumer values are generally categorized as biospheric (environmental concern),
altruistic (morality and social norms), egoistic (self-interest), and hedonic (pleasure seek-
ing) [95]. These serve as internal standards that shape attitudes and purchasing behav-
ior [80]. In the context of second-hand clothing, values guide identity expression and
decision-making [64,96]. While studies in Europe and the U.S. have explored resale and
recycling behaviors [9], research in Hispano America remains limited. Becker-Leifhold [52]
and Vlastelica et al. [97] highlight the need to examine these dynamics across national-
ities and genders, especially among Generation Z. Hong et al. [64] further recommend
incorporating values as a central variable in studies on second-hand fashion consumption.

2.3.3. Control Relationships

Generational Cohort

Generational cohorts are groups of individuals born in the same period who experience
similar external events during late adolescence and early adulthood [98]. Building on this
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view, Inglehart [99] proposes that these shared social, economic, political, and cultural
conditions shape relatively stable value priorities within cohorts. Crucial milestones
ranging from wars to shifts in resource distribution or symbolic events such as Martin
Luther King’s leadership or the Woodstock Festival leave a lasting imprint on attitudes and
beliefs [100], making cohort membership a meaningful lens for understanding heterogeneity
in consumer judgments and decision-making.

Generations also influence environmental perceptions and sustainability. Younger
cohorts tend to show stronger engagement with ecological issues due to the social and
educational contexts in which they grew up, which can translate into distinct consumption
decisions and sustainable practices [101]. Over time, these formative experiences consol-
idate values, preferences, and expectations that persist throughout life, strengthening a
distinct generational identity that shapes marketplace behavior and response to marketing
stimuli [102].

In the specific domain of second-hand clothing, cohort effects are particularly relevant
because generations may differ not only in sustainability orientations but also in the barriers
that suppress purchase intentions. For example, Koay and Cheah [45], compared Gen Z,
Gen Y, Gen X, and Baby Boomers and found that perceived risk operates differently across
cohorts: aesthetic risk significantly reduced purchase intention for Gen Z but not for Gen Y,
Gen X, or Baby Boomers; functional risk negatively affected intentions for Gen Z and Gen
Y but not for Gen X or Baby Boomers; psychological risk significantly reduced intentions
across all generations; sanitary risk significantly reduced intention for Gen X but not for Gen
Z, Gen Y, or Baby Boomers; and financial risk did not show a significant negative effect in
this context, consistent with the typically lower prices of second-hand clothing [45]. Taken
together, these findings support treating generational cohort as a theoretically grounded
source of heterogeneity in the determinants of second-hand clothing purchase intentions
and, accordingly, as a relevant segmentation lens in consumer behavior models [45].

2.4. Model Development

In relation to the literature review concerning constructs associated with the purchase
of second-hand clothing, the Second-Hand Clothing Buying Behavior Model is proposed,
as illustrated in Figure 1. This model integrates key constructs identified in previous
studies, providing a comprehensive framework to better understand the factors influencing
consumer behavior. More specifically, Figure 1 is structured around three complemen-
tary layers. First, ecological concern and mindful consumption are modeled as direct
antecedents of green behavior intention. This relationship reflects the idea that environ-
mental concern can foster sustainable purchase tendencies in second-hand contexts [19,63],
while mindful consumption contributes a more deliberate and self-regulated orientation
toward responsible choices [67,73]. Second, environmental beliefs and attitudes are posi-
tioned as moderating conditions that may strengthen the effects of ecological concern and
mindful consumption on green behavior intention.

This assumption is grounded in the view that broader environmental worldviews
shape how individuals interpret and act upon sustainability-related concerns [46,50], and it
is also consistent with prior evidence suggesting that ecological attitudes can reinforce sus-
tainable consumption responses in second-hand markets [65]. In addition, green lifestyle,
values, and price sensitivity are proposed as boundary factors influencing the extent to
which green behavior intention is translated into actual second-hand clothing purchase. A
green lifestyle may facilitate behavioral consistency by aligning everyday routines with
sustainability-oriented intentions [62]. Values are included because they provide deeper
motivational orientations that can reinforce commitment to environmentally responsible
consumption [18,52]. Price sensitivity is also relevant because second-hand purchasing is of-
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ten shaped not only by sustainability motives but also by affordability and bargain-seeking
considerations [10,38].

Figure 1. Proposed conceptual model of second-hand clothing buying behavior.

Taken together, these moderators operate at different analytical levels within the
model: environmental beliefs and attitudes reinforce the cognitive-moral interpretation
of sustainability concerns; green lifestyle favors behavioral enactment through routine
congruence; values increase the personal relevance of pro-environmental motives; and price
sensitivity enhances the practical appeal of second-hand consumption through economic
utility [50,51,62]. Third, generational cohort is incorporated as a control variable to account
for heterogeneity across consumer groups. Cohort theory suggests that people born in
different historical periods develop relatively stable value priorities and consumption pat-
terns [98,99]. This is especially relevant in second-hand clothing research, where previous
evidence shows that perceived risks and purchase barriers may vary across generations [45].

As shown in Figure 1, the positive signs indicate hypothesized reinforcing effects be-
tween the connected constructs, while the control path associated with generational cohort
indicates expected variation in second-hand clothing purchase across age-based consumer
segments rather than a focal explanatory pathway. This structure makes explicit that the
proposed model explains purchase behavior not only through direct intention formation,
but also through contextual conditions that can strengthen or weaken the transition from
pro-environmental orientations to actual second-hand clothing purchase. Accordingly, the
model does not assume that favorable ecological dispositions will produce homogeneous
purchasing outcomes, but rather that their effect depends on whether consumers interpret
sustainability as meaningful, live it as part of their daily routines, and perceive second-hand
clothing as consistent with both their values and their economic priorities [18,51,64].

As shown in Figure 1, the positive signs indicate hypothesized reinforcing effects
between the connected constructs, while the control path associated with generational
cohort indicates expected variation in second-hand clothing purchase across age-based
consumer segments rather than a focal explanatory pathway. This structure makes explicit
that the proposed model explains purchase behavior not only through direct intention
formation, but also through contextual conditions that can strengthen or weaken the
transition from pro-environmental orientations to actual second-hand clothing purchase.

2.5. Measurement Items Based on Literature Review
Item Generation

To operationalize the conceptual model of second-hand clothing purchasing behavior,
we developed a structured measurement instrument grounded in an extensive literature
review. Established scales were selected based on their theoretical alignment and empirical
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use, and then carefully adapted to the second-hand clothing context to ensure content
validity and contextual relevance [103]. Ecological Concern was measured using the classic
Weigel and Weigel [104] scale, which has been validated for ecological research [105], and
complemented with contextual refinements consistent with the modified version applied
by Chuah et al. [48] to better capture environmental attitudes expressed in second-hand
markets. Mindful Consumption Behavior was assessed through the scale proposed by
Sheth et al. [49], revised following prior adaptations to reflect deliberate purchasing, con-
scious engagement, and reflective decision-making characteristic of second-hand clothing
consumption [71,73]. Environmental Beliefs and Attitudes were captured using a short-
ened version of the New Ecological Paradigm scale [50]; consistent with recent evidence
in second-hand clothing research, the original 15-item instrument was reduced to four
items following the validated approach reported by Hong et al. [64], with additional
support for its reliability in ecological consumption studies provided by Cruz and Man-
ata [105]. Green Behavior Intention items were adapted from Smith et al. [18] and tailored
to sustainability-driven decisions in second-hand contexts, explicitly incorporating key
antecedent’s subjective norm, preservation attitude, and perceived behavioral control previ-
ously highlighted in the literature [44,106]. Price Sensitivity was measured using the Guiot
and Roux [10] scale, which has been validated in related consumption settings [12,19], and
further adjusted to reflect affordability concerns specific to second-hand fashion in line with
Sepe et al. [2]. In addition, Green Lifestyle was included as a moderating variable using
the scale proposed by Chi and Zeng [107]; following item selection approaches discussed
by Genoveva and Syahrivar [51], five indicators centered on environmental care were
retained to strengthen cross-cultural relevance in the analysis of second-hand purchas-
ing behavior. Finally, the Values scale was adapted from Hong et al. [64] and tailored to
second-hand clothing consumption to capture the role of sustainability motives alongside
identity-related and symbolic meanings that can shape consumer choices in reuse markets.
All adapted items and their corresponding sources are summarized in Table 2, which
details the specific modifications implemented for each construct and the empirical basis
supporting their use in this study. Although the present article does not report primary
data collection or statistical testing, these proposed items are included to facilitate future
empirical operationalization and validation of the conceptual model.

Table 2. Adapted Measurement Items for Second-Hand Clothing Purchasing Behavior Scales.

Construct Item Author

Effective Second-Hand
Clothing Purchase ESHCP1: Buying second-hand clothes helps save natural resources. Hamari et al. [103]

ESHCP2: Buying second-hand clothes is a sustainable mode of consumption
ESHCP3: Buying second-hand clothes is energy-efficient

ESHCP4: Buying second-hand clothes is environmentally friendly.

Ecological Concern EC1: I would be willing to make personal sacrifices to reduce the rate of
pollution, even though the immediate results may not seem significant

Weigel and Weigel
[104]

EC2: Pollution does not personally affect my life.
EC3: The industry is making every possible effort to develop effective

anti-pollution technology.

Mindful Consumption MCB1: I avoid buying too many products to save storage space. Zahid et al. [73]
MCB2: I prefer buying reusable products over disposable ones

MCB3: I don’t upgrade to the latest version of a product if my current product is
still working.

MCB4: I repair most products rather than throw them away.
MCB5: I try to reuse a product in some way.

MCB6: If a product doesn’t serve me, I give it away instead of throwing it in the
trash.
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Table 2. Cont.

Construct Item Author

Environmental beliefs
and attitudes

EBA 1: When humans interfere with nature, they often produce disastrous
consequences Dunlap et al. [50]

EBA 2: Humans are seriously abusing the environment
EBA 3: The balance of nature is very delicate and easily disrupted

EBA 4: If things continue as they are, we will soon face a major ecological
catastrophe

Green Behavior
Intention

GBI1: I will intend to engage in environmentally friendly behavior in the
forthcoming month

Smith et al. [17];
Becerra et al. [106]

GBI2: I will try to reduce my carbon footprint in the next month
GBI3: I plan to stop wasting natural resources in the next month.

Price sensitivity PS1: I like to buy products/brands that I feel I am paying less for. Sepe et al. [2]; Guiot
and Roux [10]

PS2: I feel great satisfaction when I know I am getting something for a lower
price.

PS3: I always try to find the best deals when purchasing a product/brand
Green Lifestyle GL1: I prefer to buy environmentally friendly products Chi et al. [107]

GL2: I use public transportation or bike instead of driving a car.
GL3: I am conscious of reducing the amount of waste I generate.

GL4: I engage in activities that promote environmental sustainability.
GL5: I seek to learn more about environmental issues and solutions.

V1: I am concerned about wasting the resources of our planet

Values V2: I would describe myself as environmentally responsible Hong et al. [64]
V3: I am willing to be inconvenienced in order to take actions that are more

environmentally friendly

Source: Author’s own elaboration.

3. Discussion
As a conceptual study, this review does not report primary empirical findings; rather,

it proposes a theoretically grounded framework to organize the fragmented literature on
second-hand clothing consumption. In this sense, the discussion clarifies how the model
connects the main arguments developed in the previous sections. Although this study
provides a comprehensive overview of second-hand clothing purchasing behavior, several
limitations must be acknowledged. First, the model is primarily grounded in existing
literature, which restricts its ability to fully capture the dynamic and evolving nature of
consumer behavior. As the analysis is based on secondary sources, the findings may not
completely reflect the complexity of real-life purchasing decisions across different cultural
and socio-economic contexts. Accordingly, the proposed model should be understood as a
conceptual framework rather than as an empirically tested model.

The review also suggests that second-hand clothing consumption should be under-
stood as a multidimensional form of sustainable consumption rather than as the result of a
single motivation. Consistent with the intention–behavior gap discussed earlier, consumers
may express ecological concern and favorable sustainability-related intentions, yet still
refrain from purchasing second-hand clothing because of barriers such as hygiene concerns,
effort, affordability, convenience, or negative symbolic meanings. This is precisely why
the proposed model integrates environmental, cognitive, and contextual factors instead of
relying on a single explanatory lens.

Second, most of the studies included in this review are concentrated in developed
regions, creating a geographic imbalance. This lack of representation from emerging
economies limits the generalizability of the model and underscores the need for localized
research that accounts for cultural values, economic constraints, and social norms that
shape second-hand consumption. This issue is especially relevant for Hispano America,
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where second-hand clothing consumption may also be shaped by affordability, informal
market dynamics, and socially embedded meanings such as stigma or identity.

From a practical perspective, the discussion suggests that promoting second-hand
clothing consumption requires more than emphasizing environmental benefits alone. Con-
sumers may also respond to affordability, lifestyle compatibility, and value congruence.
Accordingly, second-hand clothing can be positioned not only as an environmentally
responsible alternative, but also as an accessible and meaningful consumption option.

Third, while the constructs integrated into the model, such as ecological concern, mind-
ful consumption, and green behavior intention, provide a solid foundation, other relevant
variables such as fashion orientation, identity expression, or generational differences were
not extensively examined. This exclusion may reduce the explanatory power of the model
in capturing the full range of motivations and barriers influencing second-hand clothing
consumption. At the same time, the framework helps clarify the role of the main constructs
discussed in the manuscript: ecological concern and mindful consumption contribute to
green behavior intention, whereas environmental beliefs and attitudes, green lifestyle,
values, and price sensitivity may strengthen or weaken how such intentions are translated
into actual second-hand clothing purchase.

Finally, the reliance on cross-sectional data in most of the referenced studies prevents
the establishment of causal relationships between attitudes and behaviors. Longitudinal
and experimental research designs are recommended to validate the proposed relation-
ships and to assess how second-hand consumption evolves over time within the circular
economy framework. Future research should therefore empirically test the proposed rela-
tionships through survey-based designs, structural equation modeling, and, where possible,
longitudinal or cross-cultural approaches.

4. Conclusions
The proposed model advances understanding of second-hand clothing purchasing

by jointly modeling ecological concern, mindful consumption, environmental beliefs, and
green behavior intention within a single explanatory framework. By integrating attitudinal
and self-regulatory antecedents with intention formation, the model offers a coherent
account of how sustainability-related cognitions translate into purchase decisions, thereby
strengthening theory development on sustainable consumption within the circular economy
and clarifying the mechanisms that underlie intention-to-acquisition processes. As a
conceptual contribution, the model is intended to organize fragmented evidence and clarify
the main mechanisms that may support second-hand clothing adoption, rather than to
provide direct empirical verification within a single dataset.

Prior research shows that global second-hand clothing consumption has expanded
and diversified, yet much of the literature has emphasized historical trends, disposal
practices, and macro-level impacts. While valuable, these streams often under-specify
the motivational architecture that drives consumer choice. This study addresses that gap
by foregrounding the interplay between environmental beliefs and behavioral outcomes
and by articulating how ecological orientations and mindful consumption jointly shape
the decision pathway toward second-hand acquisition. By making these mechanisms
more explicit, the framework also clarifies why second-hand clothing matters within
circular economy debates: wider consumer adoption can help extend garment lifecycles
and reduce premature disposal, even though the present study does not directly estimate
waste reduction effects.

Practically, the model offers actionable guidance for second-hand retailers and
sustainability-oriented firms. Aligning brand communications and in-store/digital ex-
periences with ecological values and mindful decision-making can strengthen purchase
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intentions and support the routinization of second-hand consumption. In parallel, policy
makers can leverage these insights to design interventions that reduce barriers to sustain-
able consumption and accelerate circular practices (reuse and recycling), helping mitigate
the environmental burdens associated with overproduction and overconsumption. Overall,
the study contributes conceptually and managerially by positioning second-hand cloth-
ing not as a marginal alternative, but as a scalable behavioral pathway for advancing
circular economy goals. More specifically, the proposed framework may help retailers
and sustainability-oriented firms design more targeted communication and positioning
strategies by considering not only ecological motives, but also affordability, lifestyle com-
patibility, and value congruence. Likewise, policy makers may use these insights to develop
context-sensitive interventions that reduce barriers to second-hand consumption and pro-
mote circular practices more effectively across different market conditions. In this way, the
practical significance of the study lies in translating fragmented evidence into a clearer
conceptual basis for future research and more informed managerial and policy action.
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