TEC Empresarial 2025, vol. 19, no. 1, pp. 106 - 123, © 2025

Perceived value of second-hand clothing in centennials:
Analysis of antecedents and effects

Valor percibido de la ropa de segunda mano en los centennials:
andlisis de antecedentes y efectos

Judith Cavazos-Arroyo*

Business School. Universidad Popular Auténoma del Estado de Puebla, México.

judith.cavazos@upaep.mx © htips://orcid.org/0000-0002-6258-289X

José Luis Zapata-Sdnchez

Marketing and Business Department. Universidad Auténoma del Estado de Quintana Roo, México.

jzapata@uqroo.edu.mx ®  https://orcid.org/0000-0002-9048-5990

o Article received:

16 January, 2024

* Article accepted:

15 October, 2024

e Published online in articles
in advance:

12 November, 2024

* Corresponding Author
Judith Cavazos-Arroyo

DOI:
https://doi.org/10.18845/te.v19i1.7582

106

Abstract: Consumers are increasingly interested in second-hand clothing. This research
analyzes how perceived benefits and risks influence the perceived value of second-
hand clothing. In addition, we analyze the impact of perceived value on trust and
recommendations to wear second-hand clothing. The empirical application uses structural
equation modeling on a sample of 310 centennial consumers of second-hand clothing
in Chetumal, Mexico. The results show that perceived benefits positively influence the
perceived value of second-hand clothing, whereas perceived risks do not affect perceived
value. Perceived value positively influences trust, and trust has a positive impact on
consumer recommendations to wear second-hand clothing. The main findings suggest
that the benefits perceived by consumers are an antecedent of the perceived value of
second-hand clothing.

Keywords: Perceived benefits and risks; Perceived value; Trust; Recommendation;
Second-hand clothing

Resumen: Los consumidores estan cada vez mds interesados en adquirir ropa de segunda
mano, por ello, esta investigacion analiza cémo influyen los beneficios y riesgos percibidos
en el valor percibido de la ropa de segunda mano. Ademas, analizamos el impacto del valor
percibido sobre la confianza y la recomendacién a que otros usen ropa de segunda mano. La
aplicaci6on empirica utiliza modelos de ecuaciones estructurales sobre una muestra de 310
consumidores centennials de ropa de segunda mano en Chetumal, México. Los resultados
muestran que los beneficios percibidos influyen positivamente en el valor percibido de la ropa
de segunda mano, aunque los riesgos percibidos no afectan al valor percibido. Asimismo, el
valor percibido influye positivamente sobre la Confianza, y esta repercute positivamente en
la Recomendacién del Consumidor a utilizar ropa de segunda mano. El principal hallazgo
de esta investigacion es que sélo los beneficios percibidos por los consumidores son un
antecedente del valor percibido de la ropa de segunda mano.

Palabras clave: Beneficios y riesgos percibidos; valor percibido; confianza; recomendacién;
ropa de segunda mano
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I. Introduction

Second-hand clothing has become a growing global industry and is expected to reach $84 billion by 2030 (Statista, 2022).
The perception of purchasing and wearing second-hand clothing varies around the world; for instance, in some developing
economies, it has been positioned as “vintage” fashion, a second chance for preloved clothes, a form of consumption associated
with a greener lifestyle, a possibility to be purchased by the lower social classes, and even in some contexts, it is perceived as
an icon of dressing well (Hernandez, 2019; Syahrivar et al., 2023; Pereira et al., 2024). Brazil and Mexico have become the
main consumption markets for second-hand clothing in the Latin American region. It is estimated that second-hand apparel
consumption in Mexico grew five times more than the overall apparel sector between 2016 and 2021. Furthermore, in the
following years, more physical retailers of second-hand imported clothing in bales are expected to open, and new buying and
selling platforms will emerge (Business Insider Mexico, 2023; Future Market Insights, 2023).

Likewise, one of the generations that most value second-hand clothing is the centennial or Z generation, born between
1997 and 2012 (Dimock, 2019). Empirical work has found that many members of this generation buy it frequently and
appreciate its affordable prices (Kim-Vick & Cho, 2024); they associate it with the benefits of the circular economy and
consider that it generates a positive environmental impact (Liu et al., 2023). However, the second-hand clothing industry
involves opportunities and challenges for both sellers and customers. For instance, on the one hand, many retailers have
mentioned that many times, when they open the bundles, they find torn, stained, or too dirty clothes, thus questioning the
quality of the bales (Chalhoub, 2012). On the other hand, many people consider that, due to its characteristics, second-hand
bale clothing can entail serious health risks (Rakhshanpour et al., 2021) since they believe that this international industry
does not have clear sanitation standards for consumption. However, in some contexts, it has been found that, for regular
buyers of this type of clothing, this variable has little impact on their purchase decision because they perceive a high value
in it (Wang et al., 2022).

The perceived value represents customers’ subjective perception of the value of a product or service (Tu et al., 2022)
and is critical to variables such as attitude formation, trust building, and engagement (Kim, Jung & Lee, 2021; Moriuchi
& Takahashi, 2022). Several previous studies on second-hand products have focused on analyzing the perceived value
associated with topics such as luxury products (Aycock et al., 2023; Lou et al., 2022; Tu et al., 2022), environmental attributes
(Pretner et al., 2021); motivations (Kessous & Valette-Florence, 2019; Lo et al., 2019), and even symbolic aspects (Turunen
& Leipamaa-Leskinen, 2015). However, antecedents of perceived value in second-hand clothing, such as perceived benefits
and risks (Hernandez, 2019), and effects, such as trust and recommendation, need to be further explored (Salciuviene &
Daryanto, 2016; Zeqiri et al., 2023). Therefore, the objectives of this research were twofold. First, to analyze the effect of
perceived benefits and risks on the perceived value of second-hand clothing, and second, to examine the impact of perceived
value on trust and recommendation to wear second-hand clothing among Generation Z consumers.

2. Literature review

2.1 Perceived value of second-hand clothing

Grewal et al. (1985) proposed a theory of perceived value based on the subjective relationship between the benefits of the
product or service and the price paid for it; that is, if the benefits perceived by consumers are greater than the price paid, then
the perceived value will be higher. This research understands perceived value as a multidimensional construct evaluated by
the consumer, considering emotional, utilitarian, economic, environmental, epistemic, and social values.
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Emotional value derives from consumers’ feelings or affective states associated with a good or brand (Eid, 2015; Sheth et
al., 1991). Previous work has found that positive feelings toward second-hand clothing might compensate for some attributes
lacking in these garments (Rulikova, 2020). Utilitarian value is associated with product performance (Li et al., 2012), while
economic value refers to the utility obtained from the product relative to the perceived price (Das et al., 2022; Sweeney &
Soutar, 2001). Similarly, in this study, environmental value refers to the perceived utility of the eco-friendly features of
second-hand clothing; that is, consumers perceive its wear as a positive alternative to reduce environmental damage (Liang
& Xu, 2018; Kim, Woo & Ramkumar, 2021). Epistemic value is composed of the desire for knowledge, learning, innovation,
and curiosity about a good or brand (Prebensen & Xie, 2017). Some work focused on second-hand clothing has identified that
epistemic value is reflected in the perception of consumers that it is unique, novel, and different (Koay et al., 2022). Lastly,
social value involves the perceived utility derived from associating with a specific social group or groups (Sheth et al., 1991).
Perceived benefits of social value are related to a positive social acceptance or image derived from purchasing or using a
product or service. Previous studies have found that the purchase of second-hand clothing produces high social value, given
that some social groups perceive it as environmentally responsible behavior and support the circular fashion industry (Koay
et al., 2022).

2.2 Perceived benefits of second-hand clothing and perceived value

Perceived benefits are understood as a subjective perception of the necessary attributes that a product or service must have
to be attractive to consumers (Helinski & Schewe, 2022) and constitute a relative advantage over other substitute products
in satisfying the needs or desires of consumers (Al-Debei et al., 2015). This research considered two perceived benefits
of second-hand clothing: perceived quality and novelty (Hu et al., 2023; Hur, 2020). Perceived quality in second-hand
products comprises product condition, features, brand (Sihvonen & Turunen, 2016), and even garment durability (Sorensen
& Johnson, 2019). Novelty is a dimension associated with the search for the satisfaction of hedonic needs (Schwartz, 2012)
and the concern of the consumer to find a particular or unique clothing style (Hur, 2020).

The perceived benefits of a product positively influence its perceived value (Monroe, 2003); some researchers have
suggested that when attributes are added to a product or service that the customer appreciates, it is possible to increase
the perceived value (Liljander, 2000). For instance, research conducted with mobile device consumers in China found that
perceived benefits positively influence perceived value (Hu et al., 2023). Thus, after considering the perceived benefits and
risks of a given good or behavior, consumers determine its level of perceived value (Gao et al., 2023). Therefore, the following
hypothesis is proposed:

Hz1: Perceived benefits positively affect the perceived value of second-hand clothing

2.3 Perceived risk and perceived value

Perceived risk is a multidimensional construct relevant to the study of consumer behavior because of its implications
and influence on aspects such as purchase intention (Chen & Yuan, 2016), decision-making (Koc et al., 2019), and perceived
value (Hu et al., 2023). It refers to a subjective evaluation of a consumer about potential hazards or losses that may threaten
his or her well-being (Adeola, 2007; Mvondo et al., 2023). This research focuses on three dimensions of risk: performance,
health, and safety.

Performance risk refers to how well a product or service performs compared with consumer expectations (Thakur &
Srivastava, 2015). In contrast, health or sanity risk refers to consumers’ perception of how harmful second-hand clothing may
be to their health or life because of the following: it was worn by someone else, it may be contaminated, dirty, mishandled,
or the age of the garment (Hernandez, 2019; Kim, Jung & Lee, 2021; Koay et al., 2023). Previous work has found that earlier
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customers of second-hand clothing have lower levels of health risk associated with this type of clothing (Yan et al., 2015).
In this study, product safety risk refers to a conflict or uncertainty that arises in consumers due to a possible loss due to a
lack of information or product quality (He, 2023). Some experts consider this risk ubiquitous in products traded in today’s
consumer markets (Tennant, 2018).

In addition, perceived risk negatively influences perceived value, as high perceived risk is expected to decrease perceived
value significantly (Snoj et al., 2004). Several empirical investigations have confirmed this. For instance, work on the circular
economy has found that perceived risk negatively influences perceived value in this field (Centobelli et al., 2023; Shashi et
al., 2024), and perceived risk about a tourism destination has also been found to influence its perceived value negatively
(Abror et al., 2022). Therefore, in the second-hand clothing context, it is proposed that:

H2: Perceived risks negatively affect the perceived value of second-hand clothing

2.4 Perceived value and trust in second-hand clothing

Consumer trust involves the willingness of one party to another under the expectation that the latter will perform an
essential action for the trusting party (Mayer et al., 1995). Trust involves a feeling of security and willingness to engage in
a relational exchange under the expectation that a person, firm, product, or service will deliver as promised (Abror et al.,
2022; Beldad et al., 2010). Work on second-hand products has highlighted its relevance as a prerequisite for successful
transactions (Jang & Kim, 2023; Kim, Woo & Ramkumar, 2021). Perceived value is expected to influence trust positively.
Research related to organic food (Watanabe et al., 2020), sustainable shipping (Yuen et al., 2018), and online shopping
(Sharma & Klein, 2020) have verified this effect. Thus, it can be expected that:

H3: Perceived value positively affects trust in second-hand clothing

2.5 Trust and recommendation to wear second-hand clothing

Recommendation to use or wear a product or service is, in essence, a word-of-mouth behavior of users (WOM) and
involves the willingness to recommend a brand, product, or service to friends and contacts based on previous consumption
experiences (Tran et al., 2021). This type of recommendation behavior is interpersonal communication that provides
favorable information informally and credibly (Lo et al., 2019), influencing the minds, feelings, and decisions of others
(Groeger & Buttle, 2014).

The literature shows that trust influences the recommendation to use a product (Mortazavi et al., 2014; Soares et al.,
2012). For instance, a study conducted in the context of civil society organizations found that trust positively influences
opinion recommendation (Gharib et al., 2020), and another study conducted on centennial consumers of luxury fashion
brands found that perceived trust has a positive effect on customer recommendation (Youn & Cho, 2022). Thus, on this
basis, the following hypothesis is proposed:

H4: Trust in second-hand clothing positively affects the recommendation to wear second-hand clothing

Thus, based on the above, Figure 1 shows the conceptual model under study in this article.

3. Method

Quantitative, explanatory, and cross-sectional research was conducted on 400 centennials in Chetumal, Mexico. Of these,
310 surveys were usable, as they declared to be buyers of second-hand clothing. This sample size follows the recommendations
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Figure 1: Conceptual model
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of Hair et al. (2019), which indicate that it is necessary to identify the construct that receives the highest number of arrows
in the model. If the maximum number is two, then it is necessary to have a minimum of 130 observations to detect an R2 of
0.25, with a statistical significance of 1% and a power of 80%. Therefore, the sample size obtained is sufficient.

To collect data, an electronic survey was administered using Google Forms, and an instrument was designed based on
scales validated in the literature. Thus, perceived benefits are a second-order construct measured through two dimensions:
perceived Quality and Novelty. To evaluate Perceived Quality, three items were adapted from the scale of Hati et al. (2020),
two items from the scale of Chen and Chang (2013), and one item from the scale of Das et al. (2022). The Five-item Liu et al.
(2020) scale was adapted to measure Novelty. Also, perceived risks are a second-order construct that was measured using
three dimensions: performance risk, health risk, and product safety risk. Thus, Performance risk was measured by adapting
the scale of Lang and Zhang (2019), which has three items, while Health risk was measured with the adaptation of the scale
of Hanafiah et al. (2021), composed of three items. For product safety risk, two items were adapted from the Hein (2022)
scale, two from Choy and Chua (2013), and two from Nguyen and Llosa (2023).

Furthermore, the perceived value was measured using six dimensions: emotional value, economic value, utilitarian
value, environmental value, epistemic value, and social value. Emotional value was measured with four items from Kim et
al. (2023), while economic value was measured with four items from Das et al. (2022), and utilitarian value was measured
with Li et al. (2012) scale with three items. Environmental value and epistemic value were measured with the scales of Koay
et al. (2022), the former with four items and the latter with three items, and social value with the four-item Kim et al. (2023)
scale. Likewise, trust was measured using the four-item Abror et al. (2022) scale, and, lastly, the recommendation to wear
second-hand clothing was measured with the four-item of Tran and Hien (2021) scale. A five-point Likert scale ranging from
1=strongly disagree to 5=strongly agree was used. The appendix presents the scales employed in this research.

The translation-re-translation method (Bradley, 2013) was used, which consisted of performing the linguistic equivalence
of the scales through translation from English to Spanish; the scales were adapted and back-translated by a translator to
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ensure the content. Subsequently, an expert assessed the quality of the translation, verifying the closeness of the third version
to the original scale.

Non-probabilistic convenience sampling was used with people of the centennial generation (11 to 26 years old in
2023) who stated that they were buyers of second-hand clothing. Before the application of the instrument, a pilot test was
conducted in a commercial area with 40 people from the study population to verify the instrument’s reliability and validity.
An exploratory factor analysis showed that six variables did not meet the minimum loading of 0.50 (Hair Jr. et al., 2009) and
were eliminated (PQ1, N3, PfR1, SR5, SR6, & UV2). Then, Cronbach’s Alpha was acceptable [a > 0.70] (Cortina, 1993) both
for the complete instrument (a=0.919) and for each construct: perceived quality [a=0.789], novelty [a=0.707], emotional
value [a=0. 880], economic value [a=0.840], utilitarian value [a=0.701], environmental value [a=0.873], epistemic value,
[a=0.820], social value [a=0.714], performance risk [a=0.773], health risk [a=0.803], product safety risk [a=0.873], trust
in second-hand clothing [a=0.801], and recommendation to wear second-hand clothing [a=0.869].

Fieldwork was conducted between August and December 2023. The surveys were administered in a public high school,
a public university, and a commercial area in Chetumal, the capital of the state of Quintana Roo, located in southeastern
Mexico. The research topic was explained for the application of the questionnaire, and a first filter question was asked to
verify whether the respondent lived in Chetumal. The second filter verified that the age of the potential participant was
within the range of the Centennial Generation (11 to 26 years old in 2023). If the participant was a minor, his or her mother/
father/guardian needed to review the instrument and sign an informed consent. Once the respondents agreed to cooperate
in answering the questionnaire, a third filter question was asked: Do you buy second-hand clothing (in Spanish, ¢Compras
ropa de paca?)? If the answer was yes, a tablet was offered to complete the instrument, or a link was shared to enable the
participant to use their device. The application of each questionnaire took approximately 15 minutes. Respondents did not
receive any payment or other compensation for their participation. SPSS-V26 software was used for descriptive analysis, and
PLS-SEM-V4 software was used for partial least squares structural equation model analysis.

4. Results

The variance inflation factor was tested using variance inflation values (VIF) and the common method factor technique
to verify the absence of common method bias in the data. The results showed VIF values lower than 5.0, indicating a low
correlation between variables (James et al., 2013) and a variance of 30.244%, lower than the maximum limit of 50% for the
common method factor (Podsakoff et al., 2012); consequently, there are no collinearity problems.

4.1 Demographic characteristics

All participants declared that they lived in Chetumal and were buyers of second-hand clothing. The demographic
characteristics of the respondents showed that 64.5% were women (200), 34.8% were men (108), and 0.7% (2) were of
another gender. In addition, 83.2% were students, 9.4% were employed, 2.3% were self-employed, and the rest were engaged
in other activities. The mean age of the respondents was 21.2 years, with a deviation of 5.7 years.

4.2 Measurement model

All the results of Cronbach’s alphas and the composite reliability (CR), rho_A, and rho_C estimates obtained values
above 0.70, indicating the reliability of the constructs (Hair et al., 2020). In addition, all Average Variance Extracted (AVE)
values were greater than 0.5, demonstrating convergent validity (Hair et al., 2020). Table 1 shows these results.
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Table 1: Convergent validity

Construct tem  Loadings Cronbach’s Composite Composite reliability  Average variance
9 alpha reliability (rho_A) (rho_C) extracted (AVE)
PQ2 0.818
PQ3 0.865
Perceived quality PQ4 0.793 0.874 0.880 0.909 0.667
PQ5 0.835
PQ6 0.710
N1 0.803
N2 0.812
Novelty N4 0.755 0.800 0.802 0.869 0.625
N5 0.790
) PfR2 0.831
Performance risk PIR3 0.799 0.795 0.497 0.798 0.664
SR1 0.798
. SR2 0.869
Product safety risk SR3 0.897 0.921 0.928 0.930 0.393
SR4 0.844
HR1 0.824
Health risk HR2 0.880 0.833 0.833 0.900 0.750
HR3 0.892
EmV1 0.900
. EmV2 0.902
Emotional value EmV3 0920 0.930 0.931 0.950 0.827
EmV4 0915
g Uvi 0.866
Utilitarian value UV3 0.844 0.732 0.635 0.845 0.731
EpV1 0.882
Epistemic value EpV2 0.857 0.833 0.834 0.900 0.749
EpV3 0.858
SV1 0.909
. SV2 0.923
Social Value V3 0915 0.933 0.943 0.952 0.833
SV4 0.903
EnvV1 0.825
. EnvV2 0.866
Environmental value EnvV3 0901 0.883 0.884 0919 0.740
EnvV4 0.848
EcV1 0.875
. EcV2 0.874
Economic Value EV3 0.855 0.872 0.886 0.912 0.721
Ecv4 0.790
T 0.781
Trust in second-hand T2 0.738
clothing 13 0.835 0.820 0.841 0.880 0.648
T4 0.860
R1 0.888
Recommendation fo wear R2 0.932
second-hand clothing R3 0922 0.903 0.920 0932 0.776
R4 0.774
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The Heterotrait-Monotrait criterion (HTMT) was used to verify discriminant validity. The results show that all values
were lower than 0.85 (Hair et al., 2020). Thus, the measurement model has discriminant validity. Table 2 presents the
HTMT results for the constructs.

4.3 Structural model

The absence of collinearity, the size and significance of the paths, the coefficient of determination (R?), f2, and Q-square
(Q?) were analyzed to evaluate the structural model (Hair et al., 2020). First, the absence of collinearity in the model was
verified through the VIF values of the constructs, which should be less than 3.0 (Hair et al., 2020). The results of the VIF
values were between 1.0 and 1.140. Consequently, all constructs met the criterion. Therefore, there are no collinearity
problems between the constructs of the model.

Then, concerning the size and significance of the path coefficients, three of the four hypotheses were verified, except for
H2, which was rejected. When the value of the path coefficient in the structural model is between 0 and 0.10, the effect size is
weak; when it is between 0.11 and 0.30, it is modest; between 0.30 and 0.50, it is moderate; and when it is greater than 0.50,
it shows a strong effect (Hair & Alamer, 2022). Thus, all three significant hypothesis effects (H1, H3, and H4) were strong.
Table 3 shows these values, and Figure 2 shows the structural model.

Adjusted R? reflects the predictive power within a sample and assumes values between 0 and 1. When values are between
0 and 0.10, the explanatory power is weak; between 0.11 and 0.30, it is modest; between 0.30 and 0.50, it is considered
moderate; and greater than 0.50, it is strong (Hair & Alamer, 2022). The perceived value of second-hand clothing presented
an R2=0.523, which shows a strong explanatory power in the model; trust in second-hand clothing obtained an R?=0.419,
and the recommendation to wear second-hand clothing showed an R2=0.371. Hence, both revealed moderate explanatory
power.

The predictive power of the independent constructs of the model is given by the f2 coefficient. Values between 0.02 and
0.15 represent a small effect; values between 0.15 and 0.35 represent a medium effect; and >0.35 represent a large effect
(Hair et al., 2020). The results showed large effects of perceived benefits @ perceived value (f2=0.972), trust in second-hand
clothing B perceived value (f2=0.728), and trust in second-hand clothing @ recommendation to wear second-hand clothing
(f2=0.595), and no effect of perceived risks B perceived value of second-hand clothing (f>=0.000).

Q-square (Q?) identifies the predictive relevance of the endogenous constructs of the model. Values above zero indicate
that the model has predictive relevance, values above 0.50 suggest high relevance, values between 0.25 and 0.50 indicate
medium relevance and values below 0.25 indicate small relevance (Chin, 2010). The results of this research showed a medium
relevance for trust in second-hand clothing (Q*=0.336) and recommendation to wear second-hand clothing (Q*=0.258), as
well as a high relevance for the perceived value of second-hand clothing (Q*=0.521).

4.4 Indirect effects

Five indirect effects were identified, of which three were significant: perceived benefits of second-hand clothing & trust
in second-hand clothing (f=0.471, t=12.659, p=0.000), perceived benefits of second-hand clothing @ recommendation to
wear second-hand clothing ($=0.287, t=8.353, p=0.000), and perceived value of second-hand clothing @ recommendation
to wear second-hand clothing ($=0.396, t=9.788, p=0.000). Also, two indirect effects were not significant: perceived Risks
trust in second-hand clothing (= -0.001, t=0.025, p=0.980) and perceived risks @ recommendation to wear second-hand
clothing (f=0.000, t=0.025, p=0.980).
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Figure 2: Structural model
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9. Discussion

The results supported three of the four hypotheses. Thus, perceived benefits positively affected the perceived value of
second-hand clothing, validating hypothesis 1. Previous work in other areas has supported the effect of perceived benefits
on perceived value (Monroe, 2003; Hu et al., 2023), and this research also supported that both quality and novelty are
benefits that positively influence perceived value. Nevertheless, hypothesis 2 could not be supported because the perceived
risks did not affect the perceived value. This result is inconsistent with findings from work on circular consumption in
India (Centobelli et al., 2023) and Islamic tourism among Indonesian Muslims (Abror et al., 2022) that confirmed the
negative impact of perceived risks on perceived value. Some explanations for this finding in the context studied could be
associated with the results of research on second-hand clothing purchases among college students in the United States,
where previous purchasers of this type of clothing showed a propensity to make less negative subjective evaluations of the
potential risks usually associated with the clothing and its provenance (Yan et al., 2015). In addition, other work conducted
among consumers of second-hand clothing stores in China identified that frequent buyers are less concerned about the
sanitary conditions of this type of clothing (Wang et al., 2022). Thus, participants in this study may be minimizing perceived
risks reflected in their effect on perceived value.
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Perceived value was also found to positively influence trust in second-hand clothing. Therefore, hypothesis 3 was
supported. Since perceived value is the result of consumers’ evaluation of their expectations about second-hand clothing,
for retailers, its impact on consumers’ trust in the products they offer is a relevant aspect because it expresses a positive
disposition about their sales promises (Wang & He, 2022). Lastly, hypothesis 4, which stated that trust in second-hand
clothing influences the recommendation to wear it, was supported. This finding contributes to strategic marketing theory
and other empirical studies conducted in other industries (Soares et al., 2012). When consumers trust an organization or
brand, they are more likely to recommend the product or service to others through different channels (Youn & Cho, 2022).

Thus, this study contributes to the literature by proving the effect of perceived benefits — represented by a certain level of
quality and novelty — on the perceived value of second-hand clothing customers in the sample studied. We also consider that
the finding that perceived risks associated with performance, health, and safety do not affect the perceived value of second-
hand clothing in the context studied requires further investigation. Lastly, similar to other empirical work, this research also
confirmed the relevance of perceived value and its direct impact on trust and indirect impact on the recommendation to wear
second-hand clothing (Wang et al., 2022; Youn & Cho, 2022).

B. Conclusions

The second-hand clothing market has experienced an expansion, and the number of consumers is expected to increase
in the coming years; therefore, it is necessary to better understand different variables associated with the behavior of this
type of consumer in different contexts (Koay et al., 2023). Thus, our study offers light on how perceived benefits based on
quality and novelty perceived by buyers of this type of clothing contribute positively to the development of perceived value;
however, perceived risks based on product performance, health, and safety do not. Also, the perceived value structure of
second-hand clothing positively impacts key business aspects for companies, such as trust and recommendation to others to
wear second-hand clothing.

This study is not without limitations. Given that the data were obtained through self-reports this could entail the risk
of response bias. However, to minimize this risk, voluntary, confidential, and anonymous participation was maintained
during data collection, and also a common method of analysis was conducted (Podsakoff et al., 2012). Likewise, the study
was conducted with a non-probabilistic sample in a specific context; therefore, the results cannot be generalized to the
population under study or to other scenarios.

In addition, we consider that future lines of research could follow a longitudinal study of the topic, as well as focusing on
studying segments of potential consumers of second-hand clothing or the effect of this type of clothing distribution channels
on repurchase and recommendation intention. It would also be interesting to test the direct impact between perceived value
and recommendation, including a deeper analysis of the mediation of trust in this relationship.

References

Abror, A., Patrisia, D., Engriani, Y., Omar, M. W., Wardi, Y., Noor, N. M. B. M., Ahmad, S.S.S., & Najib, M. (2022). Perceived risk
and tourist’s Trust: the roles of perceived value and religiosity. Journal of Islamic Marketing, 13(12), 2742-2758. https://doi.
org/10.1108/JIMA-03-2021-0094

Adeola, F. O. (2007). Nativity and environmental risk perception: An empirical study of native-born and foreign-born residents of the
USA. Human Ecology Review, 14(1), 13-25.


https://doi.org/10.1108/JIMA-03-2021-0094
https://doi.org/10.1108/JIMA-03-2021-0094

Cavazos-Arroyo & Zapata-Sénchez

Al-Debei, M. M., Akroush, M. N., & Ashouri, M. I. (2015). Consumer attitudes towards online shopping: The effects of Trust, perceived
benefits, and perceived web quality. Internet Research, 25(5), 707-733. https://doi.org/10.1108/IntR-05-2014-0146

Aycock, M., Cho, E., & Kim, K. (2023). “I like to buy pre-owned luxury fashion products”. Understanding online second-hand luxury
fashion shopping motivations and perceived value of young adult consumers. Journal of Global Fashion Marketing, 14, 327-349.
https://doi.org/10.1080/20932685.2023.2195677

Beldad, A., De Jong, M., & Steehouder, M. (2010). How shall I trust the faceless and the intangible? A literature review on the
antecedents of online Trust. Computers in Human Behavior, 26(5), 857-869. https://doi.org/10.1016/j.chb.2010.03.013

Bradley, C. (2013). Translation of questionnaires for use in different languages and cultures. In Bradley, C. (Ed.). Handbook of
psychology and diabetes (pp. 43-55). Psychology Press, Routledge.

Business Insider Mexico (2023). La industria de segunda mano tuvo un crecimiento de 109% desde 2016. https://businessinsider.
mx/segunda-mano-industria-mercado-ropa-crecimiento_negocios/

Centobelli, P., Cerchione, R., & Jhamb, D. (2023). Double-edged circularity: Comparative assessment of circular and non-circular
consumers. Ecological Economics, 212, 107931. https://doi.org/10.1016/j.ecolecon.2023.107931

Chalhoub, H. (2012). From recyclers to risk-takers: the social, economic and political challenges of selling second-hand clothes in
Kenya. Independent Study Project (ISP) Collection. 1387. https://digitalcollections.sit.edu/isp_ collection/1387

Chen, Y. S., & Chang, C. H. (2013). Towards green Trust: The influences of green perceived quality, green perceived risk, and green
satisfaction. Management Decision, 51(1), 63-82. https://doi.org/10.1108/00251741311291319

Chen, H. S., & Yuan, J. (2016). A journey to save on travel expenses: The intentional buying process of consumers on opaque-selling
websites. Journal of Hospitality Marketing & Management, 25(7), 820-840. https://doi.org/10.1080/19368623.2016.1113905

Chin, W.W. (2010). How to write up and report PLS analyses. In: Esposito Vinzi, V., Chin, WW., Henseler, J. and Wang, H. (Eds.).
Handbook of Partial Least Squares: Concepts, Methods and Applications (pp. 655—690). Springer. https://doi.org/10.1007/978-
3-540-32827-8_29

Choy, W.M.Y.T.S., & Chua, C. B. L. J. W. (2013). Factors affecting consumers’ perception of electronic payment: an empirical analysis.
Internet Research, 23(4), 465-485. http://dx.doi.org/10.1108/IntR-09-2012-0199

Cortina, J. M. (1993). What is coefficient alpha? An examination of theory and applications. Journal of Applied Psychology, 78(1), 98-
104. https://doi.org/10.1037/0021-9010.78.1.98

Das, M., Saha, V., & Roy, A. (2022). Inspired and engaged: Decoding MASSTIGE value in engagement. International Journal of
Consumer Studies, 46(3), 781-802. https://doi.org/10.1111/ijcs.12726

Dimock, M. (January 17th, 2019). Defining generations: Where Millennials end and Generation Z begins. Pew Research Center.
https://www.pewresearch.org/short-reads/2019/01/17/where-millennials-end-and-generation-z-begins/

Eid, R. (2015). Integrating Muslim customer perceived value, satisfaction, loyalty and retention in the tourism industry: An empirical
study. International Journal of Tourism Research, 17(3), 249-260. https://doi.org/10.1002/jtr.1982

Future Market Insights (2023). Second-hand Apparel Market Outlook (2022-2032). https://www.futuremarketinsights.com/reports/
secondhand-apparel-market

Gao, R., Liu, G., Fan, Y., Wang, X., & Ren, Z. (2023). The effect of perceived value on farmers’ livestock manure resource utilization
behavior: Evidence from Shandong, China. Frontiers in Psychology, 14, 1098587. https://doi.org/10.3389/fpsyg.2023.1098587

Gharib, R. K., Garcia-Perez, A., Dibb, S., & Iskoujina, Z. (2020). Trust and reciprocity effect on electronic word-of-mouth in online
review communities. Journal of Enterprise Information Management, 33(1), 120-138. https://doi.org/10.1108/JEIM-03-2019-
0079

TEC Empresarial “7


https://doi.org/10.1108/IntR-05-2014-0146
https://doi.org/10.1080/20932685.2023.2195677
https://doi.org/10.1016/j.chb.2010.03.013
https://businessinsider.mx/segunda-mano-industria-mercado-ropa-crecimiento_negocios/
https://businessinsider.mx/segunda-mano-industria-mercado-ropa-crecimiento_negocios/
https://doi.org/10.1016/j.ecolecon.2023.107931
https://digitalcollections.sit.edu/isp_collection/1387
https://doi.org/10.1108/00251741311291319
https://doi.org/10.1080/19368623.2016.1113905
https://doi.org/10.1007/978-3-540-32827-8_29
https://doi.org/10.1007/978-3-540-32827-8_29
http://dx.doi.org/10.1108/IntR-09-2012-0199
https://doi.org/10.1037/0021-9010.78.1.98
https://doi.org/10.1111/ijcs.12726
https://www.pewresearch.org/short-reads/2019/01/17/where-millennials-end-and-generation-z-begins/
https://doi.org/10.1002/jtr.1982
https://www.futuremarketinsights.com/reports/secondhand-apparel-market
https://www.futuremarketinsights.com/reports/secondhand-apparel-market
https://doi.org/10.3389/fpsyg.2023.1098587
https://doi.org/10.1108/JEIM-03-2019-0079
https://doi.org/10.1108/JEIM-03-2019-0079

TEC Empresarial 2025, vol. 19, no. 1, pp. 106 - 123, © 2025

118

Groeger, L., & Buttle, F. (2014). Word-of-mouth marketing: Towards an improved understanding of multi-generational campaign
reach. European Journal of Marketing, 48(7/8), 1186-1208. https://doi.org/10.1108/EJM-02-2012-0086

Hair, J., & Alamer, A. (2022). Partial Least Squares Structural Equation Modeling (PLS-SEM) in second language and education
research: Guidelines using an applied example. Research Methods in Applied Linguistics, 1(3), 100027. https://doi.org/10.1016/j.
rmal.2022.100027

Hair Jr., J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2009). Multivariate Data Analysis (7th ed.). Pearson Prentice-Hall.

Hair, J. F., Howard, M. C., & Nitzl, C. (2020). Assessing measurement model quality in PLS-SEM using Confirmatory Composite
Analysis. Journal of Business Research, 109, 101-110. https://doi.org/10.1016/j.jbusres.2019.11.069

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-SEM. European
Business Review, 31(1), 2-24. https://doi.org/10.1108/ EBR-11-2018-0203

Hanafiah, M. H., Md Zain, N. A., Azinuddin, M., & Mior Shariffuddin, N. S. (2021). I'm afraid to travel! Investigating the effect of
perceived health risk on Malaysian travellers’ post-pandemic perception and future travel intention. Journal of Tourism Futures.
Vol. ahead-of-print No. ahead-of-print. https://doi.org/10.1108/JTF-10-2021-0235

Hati, S. R. H., Wibowo, S. S., & Safira, A. (2020). The antecedents of Muslim customers’ intention to invest in an Islamic bank’s
term deposits: evidence from a Muslim majority country. Journal of Islamic Marketing, 12(7), 1363-1384. https://doi.org/10.1108/
JIMA-01-2020-0007

He, L. (2023). Assessing the smart city: A review of metrics for performance assessment, risk assessment and construction ability
assessment. Cogent Economics & Finance, 11(2), 2273651. https://doi.org/10.1080/23322039.2023.2273651

Hein, N. (2022). Factors influencing the purchase intention for recycled products: Integrating perceived risk into Value-Belief-Norm
theory. Sustainability, 14(7), 3877. https://doi.org/10.3390/su14073877

Helinski, C., & Schewe, G. (2022). The influence of consumer preferences and perceived benefits in the context of B2C fashion renting
intentions of young women. Sustainability, 14(15), 9407. https://doi.org/10.3390/su14159407

Hernandez, E. S. (2019). Ropa de segunda mano: desigualdades entre el norte global y el sur global. Frontera Norte, 31, 1-7. https://
doi.org/10.33679/rfn.v1i1.2062

Huy, B,, Liy, Y. L., & Yan, W. (2023). Should I scan my face? The influence of perceived value and Trust on Chinese users’ intention to
use facial recognition payment. Telematics and Informatics, 78, 101951. https://doi.org/10.1016/j.tele.2023.101951

Hur, E. (2020). Rebirth fashion: Second-hand clothing consumption values and perceived risks. Journal of Cleaner Production, 273,
122951. https://doi.org/10.1016/j.jclepro.2020.122951

James, G., Witten, D., Hastie, T., & Tibshirani, R. (2013). An introduction to statistical learning: with applications in R. Springer.

Jang, Y., & Kim, S. (2023). The factors influencing users’ trust in and loyalty to consumer-to-consumer second-hand marketplace
platform. Behavioral Sciences, 13(3), 242. https://doi.org/10.3390/bs13030242

Kessous, A., & Valette-Florence, P. (2019). “From Prada to Nada”: Consumers and their luxury products: A contrast between second-
hand and first-hand luxury products. Journal of Business Research, 102, 313—327. https://doi.org/10.1016/j.jbusres.2019.02.033

Kim, K., Chung, T. L. D., & Fiore, A. M. (2023). The role of interactivity from Instagram advertisements in shaping young female
fashion consumers’ perceived value and behavioral intentions. Journal of Retailing and Consumer Services, 70, 103159. https://
doi.org/10.1016/j.jretconser.2022.10315

Kim, I., Jung, H. J., & Lee, Y. (2021). Consumers’ value and risk perceptions of circular fashion: Comparison between second-hand,
upcycled, and recycled clothing. Sustainability, 13(3), 1208. https://doi.org/10.3390/su13031208


https://doi.org/10.1108/EJM-02-2012-0086
https://doi.org/10.1016/j.rmal.2022.100027
https://doi.org/10.1016/j.rmal.2022.100027
https://doi.org/10.1016/j.jbusres.2019.11.069
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/JTF-10-2021-0235
https://doi.org/10.1108/JIMA-01-2020-0007
https://doi.org/10.1108/JIMA-01-2020-0007
https://doi.org/10.1080/23322039.2023.2273651
https://doi.org/10.3390/su14073877
https://doi.org/10.3390/su14159407
https://doi.org/10.33679/rfn.v1i1.2062
https://doi.org/10.33679/rfn.v1i1.2062
https://doi.org/10.1016/j.tele.2023.101951
https://doi.org/10.1016/j.jclepro.2020.122951
https://doi.org/10.3390/bs13030242
https://doi.org/10.1016/j.jbusres.2019.02.033
https://doi.org/10.1016/j.jretconser.2022.10315
https://doi.org/10.1016/j.jretconser.2022.10315
https://doi.org/10.3390/su13031208

Cavazos-Arroyo & Zapata-Sénchez

Kim, N. L., Woo, H., & Ramkumar, B. (2021). The role of product history in consumer response to online second-hand clothing
retail service based on circular fashion. Journal of Retailing and Consumer Services, 60, 102457. https://doi.org/10.1016/j.
jretconser.2021.102457

Kim-Vick, J., & Cho, E. (2024). Gen Z consumers’ intention to adopt online collaborative consumption of second-hand luxury fashion
goods. Journal of Global Fashion Marketing, in press, 1-19. https://doi.org/10.1080/20932685.2024.2339230

Koay, K. Y., Cheah, C. W., & Lom, H. S. (2022). An integrated model of consumers’ intention to buy second-hand clothing. International
Journal of Retail & Distribution Management, 50(11), 1358-1377. https://doi.org/10.1108/IJRDM-10-2021-0470

Koay, K. Y., Cheung, M. L., Lom, H. S., & Leung, W. K. S. (2023). Perceived risk and second-hand clothing consumption: a moderated-
moderation model. Journal of Fashion Marketing and Management: An International Journal, 28(2), 240-253. https://doi.
org/10.1108/JFMM-01-2023-0001

Kog, E., Taskin, C., & Boz, H. (2019). Risk and Control in Consumer Behavior: A Discussion. In Grima, S., Ozen, E., Boz, H., Spiteri,
J., & Thalassinos, E. (Eds.) Contemporary Issues in Behavioral Finance (Contemporary Studies in Economic and Financial
Analysis, Vol. 101). (pp. 1-12). Emerald Publishing Limited. https://doi.org/10.1108/S1569-375920190000101001

Lang, C., & Zhang, R. (2019). Second-hand clothing acquisition: The motivations and barriers to clothing swaps for Chinese consumers.
Sustainable Production and Consumption, 18, 156-164. https://doi.org/10.1016/j.spc.2019.02.002

Li, G, Li, G., & Kambele, Z. (2012). Luxury fashion brand consumers in China: Perceived value, fashion lifestyle, and willingness to
pay. Journal of Business Research, 65(10), 1516-1522. https://doi.org/10.1016/j.jbusres.2011.10.019

Liang, J., & Xu, Y. (2018). Second-hand clothing consumption: A generational cohort analysis of the Chinese market. International
Journal of Consumer studies, 42(1), 120-130. https://doi.org/10.1111/ijcs.12393

Liljander, V. (2000). The importance of internal relationship marketing for external relationship success. In Hennig-Thurau,
T., Hansen, U. (Eds.). Relationship marketing: gaining competitive advantage through customer satisfaction and customer
retention (pp. 161-192). Springer.

Liu, C., Bernardoni, J. M., & Wang, Z. (2023). Examining Generation Z consumer online fashion resale participation and continuance
intention through the lens of consumer perceived value. Sustainability, 15(10), 8213. https://doi.org/10.3390/su15108213

Liu, F., Zhu, Z., Chen, H. A., & Li, X. (2020). Beauty in the eyes of its beholders: Effects of design novelty on consumer preference.
Journal of Retailing and Consumer Services, 53, 101969. https://doi.org/10.1016/j.jretconser.2019.101969

Lo, C. J., Tsarenko, Y., & Tojib, D. (2019). To tell or not to tell? The roles of perceived norms and selfl]consciousness in understanding
consumers’ willingness to recommend online second-hand apparel shopping. Psychology & Marketing, 36(4), 287-304. https://
doi.org/10.1002/mar.21179

Lou, X., Chi, T., Janke, J., & Desch, G. (2022). How do perceived value and risk affect purchase intention toward second-hand luxury
goods? an empirical study of US consumers. Sustainability, 14(18), 11730. https://doi.org/10.3390/su141811730

Mayer, R. C., Davis, J. H., & Schoorman, F. D. (1995). An integrative model of organizational Trust. Academy of Management Review,
20(3), 709-734. https://doi.org/10.5465/amr.1995.9508080335

Grewal, D., Monroe, K.B., & Krishnan, R. (1985). The effect of price-comparison advertising on buyers’ perceptions of acquisition
value, transaction value, and behavioral intentions. Journal of Marketing, 62(2), 46-59. https://doi.org/10.2307/1252160

Monroe, K.B. (2003). Pricing: Making Profitable Decisions. McGraw-Hill.

Mortazavi, M., Rahim Esfidani, M., & Shaemi Barzoki, A. (2014). Influencing VSN users’ purchase intentions: The roles of flow, Trust
and eWOM. Journal of Research in Interactive Marketing, 8(2), 102-123. https://doi.org/10.1108/JRIM-08-2013-0057

TEC Empresarial "g


https://doi.org/10.1016/j.jretconser.2021.102457
https://doi.org/10.1016/j.jretconser.2021.102457
https://doi.org/10.1080/20932685.2024.2339230
https://doi.org/10.1108/IJRDM-10-2021-0470
https://doi.org/10.1108/JFMM-01-2023-0001
https://doi.org/10.1108/JFMM-01-2023-0001
https://doi.org/10.1108/S1569-375920190000101001
https://doi.org/10.1016/j.spc.2019.02.002
https://doi.org/10.1016/j.jbusres.2011.10.019
https://doi.org/10.1111/ijcs.12393
https://doi.org/10.3390/su15108213
https://doi.org/10.1016/j.jretconser.2019.101969
https://doi.org/10.1002/mar.21179
https://doi.org/10.1002/mar.21179
https://doi.org/10.3390/su141811730
https://doi.org/10.5465/amr.1995.9508080335
https://doi.org/10.2307/1252160
https://doi.org/10.1108/JRIM-08-2013-0057

TEC Empresarial 2025, vol. 19, no. 1, pp. 106 - 123, © 2025

Moriuchi, E., & Takahashi, I. (2022). The role of perceived value, trust and engagement in the C2C online secondary marketplace.
Journal of Business Research, 148, 76-88. https://doi.org/10.1016/j.jbusres.2022.04.029

Mvondo, G. F. N,, Jing, F., & Hussain, K. (2023). What’s in the box? Investigating the benefits and risks of the blind box selling strategy.
Journal of Retailing and Consumer Services, 71,103189. https://doi.org/10.1016/j.jretconser.2022.103189

Nguyen, S., & Llosa, S. (2023). When users decide to bypass collaborative consumption platforms: The interplay of economic benefit,
perceived risk, and perceived enjoyment. Tourism Management, 96, 104713. https://doi.org/10.1016/j.tourman.2022.104713

Pereira, A. M., Ceballos, L. M., & Mejia-Gil, M. C. (2024). Segundas oportunidades para los productos de vestir: motivaciones de
compra hacia la ropa usada. Tec Empresarial, 18(1), 101-117. http://dx.doi.org/10.18845/te v18i1.7015

Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. (2012). Sources of method bias in social science research and recommendations
on how to control it. Annual Review of Psychology, 63, 539—569. https://doi.org/10.1146/annurev-psych-120710-100452

Prebensen, N. K., & Xie, J. (2017). Efficacy of co-creation and mastering on perceived value and satisfaction in tourists’ consumption.
Tourism Management, 60, 166-176. https://doi.org/10.1016/j.tourman.2016.12.001

Pretner, G., Darnall, N., Testa, F., & Iraldo, F. (2021). Are consumers willing to pay for circular products? The role of recycled and
second-hand attributes, messaging, and third-party certification. Resources, Conservation and Recycling, 175, 105888. https://
doi.org/10.1016/j.resconrec.2021.105888

Rakhshanpour, A., Shirazy, A. A., Shafiei, R., & Rahimi, M. T. (2021). Second-hand clothe, a new threat for acquiring parasitic
infection. Iranian Journal of Public Health, 50(1), 211-215. https://doi.org/211. 10.18502/ijph.v50i1.5093

Rulikova, M. (2020). “I would never wear those old clodhoppers!”: Age differences and used clothing consumption in the Czech
Republic. Journal of Consumer Culture, 20(2), 175-193. https://doi.org/10.1177/1469540519891274

Salciuviene, L., & Daryanto, A. (2016). Linking Initial Beliefs, Trust, Perceived Value and Purchase Intentions in the Context of
Second-Hand Goods Sold by Unknown Online Retailers. In: Petruzzellis, L., Winer, R. (eds.). Rediscovering the Essentiality of
Marketing. Developments in Marketing Science: Proceedings of the Academy of Marketing Science. Springer.

Schwartz, S. H. (2012). An overview of the Schwartz theory of basic values. Online readings in Psychology and Culture, 2(1), 11-20.
https://doi.org/10.9707/2307-0919.1116

Sharma, V. M., & Klein, A. (2020). Consumer perceived value, involvement, Trust, susceptibility to interpersonal influence, and
intention to participate in online group buying. Journal of Retailing and Consumer Services, 52,101946. https://doi.org/10.1016/j.
jretconser.2019.101946

Shashi, Centobelli, P., Cerchione, R., & Jhamb, D. (2024). What makes people hesitant from circularity: An analysis of risk, marketing
mix, cost and inconvenience. Journal of Consumer Behaviour, 23(1), 43-60. https://doi.org/10.1002/cb.2143

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: A theory of consumption values. Journal of Business
Research, 22(2), 159-170. https://doi.org/10.1016/0148-2963(91)90050-8

Sihvonen, J., & Turunen, L. L. M. (2016). As good as new—valuing fashion brands in the online second-hand markets. Journal of
Product & Brand Management, 25(3), 285-295. https://doi.org/10.1108/JPBM-06-2015-0894

Snoj, B., Korda, A. P., & Mumel, D. (2004). The relationships among perceived quality, perceived risk and perceived product value.
Journal of Product & Brand Management, 13(3), 156-167. https://doi.org/10.1108/10610420410538050

Soares, A. M., Pinho, J. C., & Nobre, H. (2012). From social to marketing interactions: The role of social networks. Journal of
Transnational Management, 17(1), 45-62. https://doi.org/10.1080/15475778.2012.650085

Sorensen, K., & Johnson, J. (2019). Millennial perceptions of fast fashion and second-hand clothing: an exploration of clothing
preferences using Q methodology. Social Sciences, 8(9), 244. https://doi.org/10.3390/socsci8090244

120


https://doi.org/10.1016/j.jbusres.2022.04.029
https://doi.org/10.1016/j.jretconser.2022.103189
https://doi.org/10.1016/j.tourman.2022.104713
http://dx.doi.org/10.18845/te.v18i1.7015
https://doi.org/10.1146/annurev-psych-120710-100452
https://doi.org/10.1016/j.tourman.2016.12.001
https://doi.org/10.1016/j.resconrec.2021.105888
https://doi.org/10.1016/j.resconrec.2021.105888
https://doi.org/211.%2010.18502/ijph.v50i1.5093
https://doi.org/10.1177/1469540519891274
https://doi.org/10.9707/2307-0919.1116
https://doi.org/10.1016/j.jretconser.2019.101946
https://doi.org/10.1016/j.jretconser.2019.101946
https://doi.org/10.1002/cb.2143
https://doi.org/10.1016/0148-2963(91)90050-8
https://doi.org/10.1108/JPBM-06-2015-0894
https://doi.org/10.1108/10610420410538050
https://doi.org/10.1080/15475778.2012.650085
https://doi.org/10.3390/socsci8090244

Cavazos-Arroyo & Zapata-Sénchez

Statista. (2022). Second-hand apparel and fast fashion market value worldwide in 2009 and 2030. https://www.statista.com/
statistics/826354/retail-and-apparel-resale-market-value-forecast-worldwide/

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a multiple item scale. Journal of retailing, 77(2),
203-220. https://doi.org/10.1016/S0022-4359(01)00041-0

Syahrivar, J., Kusuma, K., Pahlevi, R. A., Wei, Y., Chairy, C., & Genoveva, G. (2023). No longer look down: investigating second-
hand clothing purchase in Indonesia. International Review on Public and Nonprofit Marketing, 20(2), 319-339. https://doi.
0rg/10.1007/s12208-022-00341-7

Thakur, R., & Srivastava, M. (2015). A study on the impact of consumer risk perception and innovativeness on online shopping in India.
International Journal of Retail & Distribution Management, 43(2), 148-166. https://doi.org/10.1108/IJRDM-06-2013-0128

Tennant, S. L. (2018). Strict product liability in South Africa: An analysis of the concept of” defect” and the statutory defences
available to the supply chain. University of Pretoria (South Africa).

Tran, N., & Hien, N. N. (2021). A study of user’s m-wallet usage behavior: The role of long-term orientation and perceived value. Cogent
Business & Management, 8(1), 1899468. https://doi.org/10.1080/23311975.2021.1899468

Tu, J. C., Hsu, C. F., & Creativani, K. (2022). A study on the effects of consumers’ perception and purchasing behavior for second-hand
luxury goods by perceived value. Sustainability, 14(16), 10397. https://doi.org/10.3390/su141610397

Turunen, L. L. M., & Leipdmaa-Leskinen, H. (2015). Pre-loved luxury: Identifying the meaning of second-hand luxury possessions.
Journal of Product & Brand Management, 24(1), 57—65. https://doi.org/10.1108/JPBM-05-2014-0603

Wang, B., Fu, Y., & Li, Y. (2022). Young consumers’ motivations and barriers to the purchase of second-hand clothes: An empirical
study of China. Waste Management, 143, 157-167. https://doi.org/10.1016/j.wasman.2022.02.019

Wang, X. X., & He, A. Z. (2022). The impact of retailers’ sustainable development on consumer advocacy: A chain mediation model
investigation. Journal of Retailing and Consumer Services, 64, 102818. https://doi.org/10.1016/j.jretconser.2021.102818

Watanabe, E. A. D. M., Alfinito, S., Curvelo, I. C. G., & Hamza, K. M. (2020). Perceived value, trust and purchase intention of organic
food: a study with Brazilian consumers. British Food Journal, 122(4), 1070-1184. https://doi.org/10.1108/BFJ-05-2019-0363

Yan, R.N., Bae, S. Y., & Xu, H. (2015). Second-hand clothing shopping among college students: the role of psychographic characteristics.
Young Consumers, 16(1), 85-98. https://doi.org/10.1108/YC-02-2014-00429

Youn, S. Y., & Cho, E. (2022). CSR ads matter to luxury fashion brands: a construal level approach to understand Gen Z consumers’
eWOM on social media. Journal of Fashion Marketing and Management: An International Journal, 26(3), 516-533. https://doi.
org/10.1108/JFMM-12-2020-0269

Yuen, K. F.,, Wang, X., Wong, Y. D., & Zhou, Q. (2018). The effect of sustainable shipping practices on shippers’ loyalty: The mediating
role of perceived value, Trust and transaction cost. Transportation Research Part E: Logistics and Transportation Review, 116,
123-135. https://doi.org/10.1016/j.tre.2018.06.002

Zeqiri, J., Ramadani, V., & Aloulou, W. J. (2023). The effect of perceived convenience and perceived value on intention to repurchase in
online shopping: the mediating effect of e-WOM and Trust. Economic Research-Ekonomska IstraZivanja, 36(3), 2153721. https://
doi.org/10.1080/1331677X.2022.2153721

TEC Empresarial ]2]


https://www.statista.com/statistics/826354/retail-and-apparel-resale-market-value-forecast-worldwide/
https://www.statista.com/statistics/826354/retail-and-apparel-resale-market-value-forecast-worldwide/
https://doi.org/10.1016/S0022-4359(01)00041-0
https://doi.org/10.1007/s12208-022-00341-7
https://doi.org/10.1007/s12208-022-00341-7
https://doi.org/10.1108/IJRDM-06-2013-0128
https://doi.org/10.1080/23311975.2021.1899468
https://doi.org/10.3390/su141610397
https://doi.org/10.1108/JPBM-05-2014-0603
https://doi.org/10.1016/j.wasman.2022.02.019
https://doi.org/10.1016/j.jretconser.2021.102818
https://doi.org/10.1108/BFJ-05-2019-0363
https://doi.org/10.1108/YC-02-2014-00429
https://doi.org/10.1108/JFMM-12-2020-0269
https://doi.org/10.1108/JFMM-12-2020-0269
https://doi.org/10.1016/j.tre.2018.06.002
https://doi.org/10.1080/1331677X.2022.2153721
https://doi.org/10.1080/1331677X.2022.2153721

TEC Empresarial 2025, vol. 19, no. 1, pp. 106 - 123, © 2025

Appendix

Scales

Perceived benefits of second-hand clothing
Perceived quality
Hati et al. (2020)
PQI. | think second-hand clothing is superior compared to other clothing brands
PQ2. | think that second-hand clothing offers a product with excellent features
PQ3. | think the overall quality of second-hand clothing is good
Chen and Chang (2013)
PQ4. Second-hand clothing is durable
PQ5. The qudlity of second-hand clothing is excellent
Das et al. (2022)
PQé. The second-hand clothing has an acceptable level of quality
Novelty
Liu et al. (2020)
N1. I think second-hand clothing is a novel
N2. Second-hand clothing seems unique compared to other types or brands of clothing
N3. | think second-hand clothing is ditferent
N4. | think second-hand clothes are original
N5. | think second-hand clothes are attractive

Perceived value of second-hand clothing
Emotional value
Kim et al. (2023)
EmV1. | like to buy second-hand clothes
EmV2. | feel relaxed shopping for second-hand clothes
EmV3. | feel good shopping for second-hand clothes
EmVA4. | enjoy shopping for second-hand clothes
Economic value
Das et al. (2022)
EcV1. Second-hand clothing is reasonably priced
EcV2. Second-hand clothing offers good value for money
EcV3. Second-hand clothing is a good product, considering the price it costs
EcVA4. Second-hand clothing is economical
Utilitarian value
Li et al. (2012)
UV1. Second-hand clothing is of consistent quality
UV2. It is easy to refurn and exchange second-hand clothing
UV3. Second-hand clothes are easy to maintain and wash
Environmental value
Koay et al. (2022)
EnvV1. | believe that second-hand clothing contributes to saving resources
EnvV2. | believe that second-hand clothing has a positive impact on the environment, as it prolongs the useful life of discarded clothing
EnvV3. | think that second-hand clothing” is environmentailly friendly
EnvVA4. Second-hand clothing has more benefits for the environment than other types of clothing
Epistemic value
Koay et al. (2022)
EpV1. | think second-hand clothing is unique
EpV2. | think second-hand clothing has points of difference from clothing in general
EpV3. | think second-hand clothing has many new features compared to other types/brands of clothing
Social value
Kim et al. (2023)
SV1. Wearing second-hand clothes helps me feel socially accepted.
SV2. Wearing second-hand clothes improves the way | am perceived by others.
SV3. Wearing second-hand clothes helps me make a good impression on others.
SVA. Wearing second-hand clothes helps me gain social approval.
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Perceived Risks
Performance risk
Lang and Zhang (2019)
PIR1. | am concerned about the cleanliness of second-hand clothing
PfR2. | think that the quality of second-hand clothes may be poor
PfR3. Wearing clothes that have been worn by others would not make me feel comfortable
Health risk
Hanafiah et al. (2021)
HR1. | am nervous about buying second-hand clothes
HR2. Buying second-hand clothes is risky for my health
HR3. | think it is dangerous to buy second-hand clothes
Product safety risk
Hein (2022)
SR1. | am afraid that the safety of second-hand clothing may not be as good as other types/brands of new clothing, so that it may
present safety hazards
SR2. | am afraid that second-hand clothes will not be as safe as new ones.
Choy and Chua (2013)
SR3. I am concerned about how secure second-hand clothing is when purchasing it.
SR4. The safety of second-hand clothing greatly influences my decision to purchase it.
Nguyen and Llosa (2023)
SR5. | think there may be a problem with second-hand clothes
SRé. Overall, taking info account several combined security factors, | think it is risky to wear second-hand clothes

Trust in second-hand clothing
Abror et al. (2022)
T1. Second-hand clothing is trustworthy
T2. Stores that sell second-hand clothing do not lie about what the product is
T3. | believe that the information | am given as a customer about second-hand clothing s truthful
T4. | believe that second-hand clothing is reliable

Recommendation to wear second-hand clothing
Tran and Hien (2021)
R1. I would recommend buying second-hand clothes for my friends and family
R2. Because of my experiences with second-hand clothing, | will recommend my family members to use it
R3. If someone asks me about second-hand clothing, | would recommend it to him/her
R4. | will talk about the benefits of second-hand clothing with everyone
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