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Determinants of consumers’ intentions to 
purchase second-hand clothing in Romania

Abstract: With the growing awareness of the harmful effects of fast fashion, consumers are now dis-

tancing themselves from disposable fashion and turning towards second-hand options. This study aims to 

analyze the determinants of consumers’ intentions to purchase second-hand clothing in Romania using a 

model that integrates the Theory of Planned Behavior and the Theory of Consumption Values. The study 

collected data from 496 Romanian respondents through a self-report survey and used the partial least 

squares path modeling (PLS-PM) technique to investigate the relationships between variables. The results 

indicate that attitudes, perceived behavioral control and past behavior have a positive influence on consum-

ers’ purchase intention. Additionally, all examined norms, i.e., injunctive norms, descriptive norms and 

moral norms, positively influence consumers’ intention. Emotional value, social value and environmental 

value also play significant roles in positively influencing consumers’ attitudes towards second-hand cloth-

ing. However, no evidence was found to support the positive influence of epistemic value on consumers’ 

attitudes.
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1. Introduction 

Fast fashion, the global trend of producing and consuming cheap and disposable clothing 

-

has negative environmental impacts, such as water contamination, carbon dioxide emissions and 

-

tive consumption models, including the consumption of second-hand clothing, have gained rec-

-

purchase second-hand clothing in Romania and their attitudes towards it using a model integrat-

addressing the knowledge gap related to the motivations to purchase second-hand clothing. 

review serves as a theoretical framework and synthesizes the key contributions of prior studies. 

2. Literature review

-

cantly influence behavior, with attitudes, subjective norms and perceived behavioral control as 

-

to predict consumers’ intentions to purchase SHC, emphasizing the importance of flexibility in 

-
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-

desirable outcomes associated with a behavior. Previous studies have shown that attitudes signif-

icantly shape intentions

to purchase second-hand clothing.

people are more likely to engage in behaviors that are positively viewed or approved of by sig-

observed behaviors, and individuals are more likely to engage in a particular action if they see 

-

hand clothing.

hand clothing.

role in influencing intentions, as academics suggest that individuals may adopt behaviors based 

on altruism rather than rational considerations alone and may feel remorse or guilt when their ac-

clothing.

-

tention and refers to an individual’s perception of the ease or difficulty of performing certain 

-

-

ceived behavioral control has been found to be significant for consumers’ intention to purchase 

-

chase second-hand clothing.

Past behavior is a predictor of future actions, as repeated behaviors become habits over time 

product preferences. Studies have shown that consumers’ past experiences significantly influ-
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clothing.

-

-

-

ers’ attitudes towards SHC as a function of four values, namely emotional, social, espistemic and 

environmental.

Emotional value, defined as “the perceived utility acquired from an alternative’s capacity 

role in consumers’ willingness to purchase second-hand clothing, as consumers may prioritize 

the positive feelings generated by a product over potential perceived drawbacks, such as lower 

-

clothing.

Social value refers to “the perceived utility acquired from an alternative’s association with 

-

sider the social value of a product when making purchase decisions, especially if it enhances their 

clothing.

Epistemic value is “the perceived utility acquired from an alternative’s capacity to arouse 

or novel. Second-hand clothing offers a sense of curiosity and uniqueness to consumers who seek 

supports the idea that consumers’ desire for unique and rare fashion items drives their purchase 

clothing.

Environmental value refers to “the perceived utility acquired from an alternative’s ca-

Consumers’ growing environmental awareness leads to increased product reuse and participa-
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-

hand clothing.

Source: Author’s own research

3. Research methodology

respondents via social media networks using a mix of convenience and snowball sampling. Prior 

to completing the survey, participants were informed of the purpose of the research and how 

the data provided would be processed, that all information collected would be confidential and 

used for research purposes only, the time required to complete the questionnaire, and that par-

ticipation was voluntary and could be withdrawn at any time. All items composing the latent 
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the intention to purchase second-hand clothing and attitudes using the integrated conceptual 

the relationships between the latent constructs and their specific measurement items, and second, 

Table 1: The measurement items

Source: Author’s own research



84 Management and public policies of the current era

No. 39 ~ 2024

4. Results 

-

-

ternal consistency reliability, convergent validity a

-

off-diagonal item scores lower than the corresponding diagonal item scores, supporting convergent 

validity.
Table 2: The reliability of the measurement model and the convergent validity of the latent constructs

Source: Author’s own research
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with square roots of AVEs. Block diagonal scores are higher than the corresponding off-diagonal 

Table 3: Correlations among latent constructs with square roots of average variances extracted (AVEs)

Source: Author’s own research

-

ships between the latent variables involved in the proposed model. Following the procedure for 

-

efficients, their level of significance and the associated effect sizes for each of the latent constructs 

influencing the outcome variables, using Cohen’s f2 equivalent, as well as the goodness-of-fit 

measures. 

the variance in attitudes towards SHC. According to the multicollinearity check, there is no evi-

dence of common method bias or multicollinearity in the analysis, as all VIF values are less than 

addition, the data do not exhibit Simpson’s paradox, statistical suppression or bivariate causality 

direction. 

-

indicate a significant positive influence on consumers’ purchase intention, thus supporting H2, 

purchase intention. However, none of the control variables included have a significant effect on 
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purchase intention. In terms of effect sizes, attitudes emerge as the strongest predictor of consum-

-

be of practical relevance.

Furthermore, the inner model also assesses the influence of the constructs that determine 

attitude predictors have a significant positive influence on the outcome variable. Specifically, 

the results of this paper. In terms of effect sizes, emotional value stands out as the strongest de-

render epistemic value practically relevant.

Table 4: The structural model results and summary of the research hypothesis testing

Source: Author’s own research
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5. Discussions and conclusions

Consumers’ attitudes towards SHC significantly influence their purchase intention, indi-

cating that favorable feelings towards SHC increase the likelihood of purchase, aligning with 

positively influence consumers’ intention to purchase SHC, showing that consumers are more 

likely to purchase SHC when they believe it is socially approved or when important people in 

-

influence purchase intention. Consumers with personal values that align with SHC are more like-

-

ing that consumers are more willing to purchase SHC when they believe they are in control and 

-

-

gesting that consumers are more likely to purchase SHC if they have done so in the past, which 

and environmental values are significant in influencing attitudes towards SHC. Consumers are 

more likely to have positive attitudes towards SHC when they experience positive emotions and 

stress relief, receive social acceptance and image enhancement, and perceive positive environ-

to support the influence of all four values, this paper does not confirm that of the epistemic value, 

indicating that Romanian consumers’ desire for unique and rare items does not influence their 

engagement in SHC purchases.

In terms of theoretical implications, this paper contributed to the body of existing literature 

-

sumers to purchase SHC, retailers could raise awareness about the negative impacts of fast fash-

ion and build a positive image of SHC by highlighting its positive social and environmental 

charity events and providing affordable prices is also crucial, especially for low-income consum-

ers. However, as SHC is commonly associated with hygiene and quality risks, the potential nega-

tive attitudes towards it could be changed by promoting its cleanliness, minimal health risks 

-

Limitations include the use of data collected solely in Romania, although future research 

could consider samples from developed and developing countries. Another caveat is the pre-

dominance of young respondents, with specific educational and employment status or income, 

and thus not representative of the entire Romanian population. Additionally, it is crucial to 
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-

investigate the gap between intention and actual behavior in sustainable practices, and this pa-

per also encourages future scholars to revisit the model and consider including other additional 

predictors, as well as exploring different theoretical frameworks that might fit the context of SHC 

purchase intention.

the determinants of consumers’ intention to purchase second-hand clothing and found that at-

titudes, subjective norms and perceived behavioral control, as well as moral norms and past 

behavior, positively influenced consumers’ intention to engage in SHC purchases. Moreover, 

emotional, social, and environmental values were found to positively influence attitudes towards 

this paper provided implications for theory development and practical strategies, as well as fu-

ture research directions.
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