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Second-hand clothes (SHC) emerge as an alternative for responsible consumption, towards sustainability, as a new
opportunity for the fashion industry. This study aims to understand the perceptions and attitudes of Brazilian
consumers regarding SHC on a comparative basis before and during the occurrence of the Covid-19 pandemic.
The empirical investigation was divided into two stages. Firstly, a survey was conducted before Covid-19
(November 2019) with a sample of 513 Brazilian fashion consumers, where exploratory factorial and cluster
analysis were performed. Using a structural equation model, ﬁve hypotheses were generated based on literature to
test the inﬂuence of some factors in the intention to buy SHC: socio-environmental awareness, preconception with
SHC, need for uniqueness, brand awareness and social prestige. Secondly, another survey was conducted during
Covid-19 (August 2020) with a sample of 392 Brazilian fashion consumers. The comparative analysis demonstrated some differences in the intention to buy SHC regarding the pandemic. “Preconception with SHC” remained
non-signiﬁcant, “need for uniqueness” and “social prestige” remained positively correlated. “Socio-environmental
awareness” has become positively correlated and “brand awareness” intensiﬁed negatively during the pandemic.
New research can investigate the current transﬁguration of consumer behavior in other countries considering the
outbreak of coronavirus, as well as analyze the actions of institutions towards the fashion sector in view of
conscious consumption, which is increasingly in vogue among the consumer population. This research contributes
to the knowledge about SHC consumer behavior regarding the Covid-19 pandemic. The results assist in marketing
strategies for the fashion industry, considering the growing demand for second-hand items during the pandemic,
and contribute to a higher level of sustainability in the sector.

1. Introduction
In the 1970s, the literature already discussed that consumer behavior
has a direct impact on environmental issues, and can help preserve the
environment, or contribute to its deterioration (Kinnear et al., 1974).
Personal purchasing decisions extend mainly to clothing. Textile and
clothing materials are a fundamental part of everyday life and an
important sector for the global economy (Ellen MacArthur Foundation,
2013). The fast fashion industry has boosted the volume of apparel
production, making consumers buy and discard at a rapid pace (Pookulangara and Shephard, 2013). Over the past 18 years, clothing production
has doubled (Ellen MacArthur Foundation, 2013) and the average
number of times a garment is worn has decreased by 36% (Ellen MacArthur Foundation, 2017).
An emergency alert arises for the ﬁnite nature of the resources on
which the linear economy is still based. An ordinary consumer has rarely

reﬂected on the amount of clothing they buy and discard in their life. The
fast fashion phenomenon, a business model that offers modern clothing
at affordable prices, contributes to increased consumption and needs to
be adequate with a sustainable model of a circular economy. As the
garments manufacturing is increasingly fast, individuals are more inclined to purchase even more trendy clothes. However, this overconsumption comes at the cost of the natural environment (Razzaq et al.,
2018).
The use of second-hand clothes (SHC), sold especially in thrift stores,
resurfaces as an alternative to the circularity of garments, opposing the
fast fashion model and contributing to a share of sustainable development in the fashion industry. The thrift stores started in Paris, France, in
the 19th century as open-air fairs for the sale of used products in which
the garments did not have much hygiene, giving rise to the name “Flea
Market” (Marche aux puces). In Brazil, the term “thrift store” (Brecho)
appeared in the state of Rio de Janeiro with the inauguration of Casa do
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Belchior, the ﬁrst used goods store (B^
oas and Lemes, 2012).
“Circular Economy” is a concept which opposes the current linear
economic model of extracting, transforming and discarting, generating
beneﬁts for society as a whole, and minimizing waste in the production
system by maintaining products and materials in use cycles, thus building
economic, social, and natural capital (Ellen MacArthur Foundation,
2013).
Regarding SHC, in the case of Brazil, literature and everyday experiences reveal the consumer tendency to a reaction of rejection and
prejudice, even if in a subtle way (Raasch, 2014; Castro, 2014; Corr^ea
and Dubeux, 2015). Studies on SHC spread globally, as in the publications by Farrant et al. (2010) in Denmark; Pipyrou (2014) in Italy; Habinc
et al., 2018 in Slovenia; Tarai and Shailaja, 2020 in India; and Santos,
2020 in Portugal. However, Maciel & Cavas (2016) brings a cultural view
of the Brazilian consumer as a key factor in academic research in this
ﬁeld. The study brings up taboos, prejudices and fears of the Brazilian
consumer that can act as restrictors in the consumption of SHC, a potential implication in the progress of this market share in the country. The
authors claim that, even so, it is possible to glimpse the possibility of an
increase in the number of consumers of used clothing. Brazil proves to be
a territory that has its cultural particularities, due to a historical miscegenation of cultures (Costa, 2001) that affects consumption.
The present study aims to generate theoretical and academic contributions in the issue related to SHC. Further on, no study in the literature
has addressed the perceptions of Brazilian consumers in relation to SHC
in the extraordinary circumstances of a pandemic scenario, which
affected the entire world trade, especially clothing, as health recommendations recommend social isolation.
The economic crisis aggravated by the coronavirus pandemic had a
signiﬁcant impact on clothing consumption practices, due to the decrease
in the purchasing power of a large part of the Brazilian population (El
Khatib, 2020), resulting in increased demand for products with more
affordable prices. In addition, when spending more time at home due to
social isolation, people saw reselling clothes they no longer wore as a
monetization option, not for voluntary reasons, but caused by a health
crisis with economic consequences (El Khatib, 2020). With the growing
ecological awareness of the consumer and the growing popularity of
sustainable fashion, second-hand retail is growing rapidly (Park et al.,
2020).
With a greater awareness of the impacts that a particular purchase
choice can have, it is perceived a great importance in rethinking consumption habits. Consolidating this reasoning, this research is proposed
as a reﬂection on the paradigm of sustainable development applied to the
fashion industry. This work aims to understand the purchase intention of
the Brazilian consumer regarding SHC before and during the pandemic
caused by coronavirus. Also, it seeks to analyze the impact of this
behavior towards sustainability, contributing to a more conscious and
socio-environmentally responsible consumption in contemporary society. The consumer, the industry, and the designer of new products have
decisive roles in the consolidation of this new Era. In view of the exposed
context, possibilities for new scenarios are identiﬁed for the sector in
search of the circularity of garments.
In 2017, the second-hand market grew by 47%, while in the same
period, retail sales grew by only 2% (ThredUp Report, 2018). In the case
of Brazil, the number of thrift stores trading SHC grew 210% between
2010 and 2015 (Sebrae, 2019). Second-hand commerce in online retail
channels increased 48.58% during the pandemic, due to sanitary restrictions, between the ﬁrst semesters of 2020 and 2021 (Sebrae, 2021),
based on data from the Internal Revenue Service. For that entity, the
pandemic, which increased consumer ﬁnancial control and concern for
the environment, may have been factors that boosted the second-hand
market in Brazil (Sebrae, 2021).
The Euromonitor International Report, of February 2021, on Apparel
and Footwear in Brazil indicates that before the pandemic, Brazil was
already seeing very modest growth in the apparel category due to the
weak macroeconomic situation since 2014, and Covid-19 caused this

sector to be prevented from resuming its growth, relating to the economic
crisis in the country that led to an increase in the consumption of SHC due
to more affordable prices (Mello, 2021). Furthermore, it exposes that the
global trend of consumers to demand more sustainable actions from
companies is also observed in Brazil (Euromonitor International, 2021),
which makes the outcomes of this study even more relevant.
When experimentally testing the validity of ﬁve hypotheses elaborated from the literature, in addition to a variable related to Covid-19, the
objectives of the present research were contemplated. It is intended to
answer the following questions: How do behavioral attributes inﬂuence
the intention to buy second-hand clothes by Brazilian consumers before
and during the pandemic? Have perceptions of second-hand clothing
changed between November 2019 and August 2020?
This research offers academic theoretical contributions focusing on
the Brazilian consumer in the light of a global event that affected the
social daily life of clothing consumption, directly impacting consumer
behavior, with a comparative perspective of before and during Covid-19,
generating favorable results for the research and for the body of
literature.
The research is composed of an introduction about second-hand
clothes, the problematization of the fashion industry in contemporary
society, and the justiﬁcations that encourage the resourcefulness of this
study relating to the concept of sustainability, in addition to the objectives. The literature review corroborates the Hypotheses tested in this
research, on the distinct issues in evidence. Further on, the theoretical
analytical model is proposed, as well as the materials and methodology
adopted. Afterwards, there is an analysis and discussion of the results
obtained and the ﬁnal considerations of the work. Finally, the conclusions about the approach are presented, contemplating the initially
proposed objectives. After all, the study ends with the gathering of all
bibliographic references consulted.
2. Theoretical background
2.1. Social ethics and environmental awareness
Social ethics is deﬁned as the actions of individuals before society
when faced with the need to guide their behavior by norms that are
considered more appropriate (Vasquez- Parrarraga and Kara, 1995).
These rules are accepted intimately and recognized as mandatory, making up human conduct. Whether in ancient times or today, ethics characterizes a type of effective behavior both for individuals and social
groups (Vasquez- Parrarraga and Kara, 1995).
The concept of environmental awareness refers to speciﬁc psychological factors related to the individual's propensity to engage in proenvironmental behaviors (Stern, 2005). The ﬁeld of research proposed
by Dunlap and Van Liere is the oldest and most widely disseminated on
environmentalism or environmental concern (Dunlap, 2002; Van Liere &
Dunlap, 1981; Dunlap and Van Liere, 1978). They maintain that environmentalism is a matter of general values or beliefs about the relationship between human beings and the environment. Kinnear, Taylor
and Ahmed (1974) claim that preserving or damaging the environment is
related to personal consumption decisions. Over time, most consumers
became alarmed by the fact that their purchasing behavior has a direct
impact on many environmental issues (Bohlen et al., 1993; Laroche et al.,
2001).
Noting the emergence of a consumer with more conscious habits and
more concerned with environmental issues, academic authors have
subsequently sought to understand the factors that inﬂuence the
behavior of these consumers (Connell and Kozar, 2014). Becker-Leifhold
and Iran (2018) asserts that the main sustainable fashion strategy has
been to produce more sustainable products, for some years. Currently,
considering the huge amount of clothing that is purchased and disposed
of, this strategy is not seen as efﬁcient anymore. Reusing fashion items
can help reduce the need for new items and decrease wastage
(Antanavici
ute_ and Dobilait_e, 2015).
2

J.H. Galante Amaral, E.E. Spers

Cleaner and Responsible Consumption 5 (2022) 100058

H2. Preconception is negatively related to the intention to buy SHC.

Sustainability related to second-hand consumption is discussed in the
literature, where product reuse is a good ﬁt to maximize the use of resources as the re-selling of clothing products extends the product's lifecycle (Hill and Lee, 2012; Santamaria et al., 2016; Yang et al., 2017).
Socio-environmental awareness is considered a favorable hypothesis
for the consumption of SHC, since it is opposed to the fast fashion production chain that generates socio-environmental impacts. SHC are
related to sustainable consumption (Sandes and Leandro, 2016; Yang
et al., 2017). Becker-Leifhold and Iran (2018) suggests that the fashion
industry looking for new sustainable business models could explore
collaborative consumption as a promising pathway. Iran and Schrader
(2017) deﬁned collaborative fashion consumption as a consumption
trend “in which consumers, instead of buying new fashion products, have
access to already existing garments” either through alternative opportunities to acquire individual ownership (gifting, swapping, or
second-hand) or through usage options for fashion products owned by
others (sharing, lending, renting, or leasing).
In this case, the consumption of SHC is evaluated, involving ethical
precautions on the environmental and social impact of (over)consumption and a desire for voluntary simplicity, where such purchase is seen as
a sign of opposition to consumerism and, speciﬁcally, as a response to
waste.

2.3. Need for Uniqueness
In the ﬁeld of consumer behavior studies, ‘need for uniqueness’
means the afﬁrmation of individual identity and products that promise to
accentuate the distinctive qualities of each consumer. It is deﬁned as an
individual's search for difference in relation to others, achieved through
the acquisition and use of consumer goods in order to develop personal
and social identity (Tian et al., 2001). The need for uniqueness theory
suggests that people have a “need for separate identity” (Fromkin, 1970),
and by demonstrating that one is different from the rest signals an individual's freedom to express his or her identity and indicates that one is
special (Kim and Drolet, 2003; Kim and Markus, 1999).
According to the consumers’ need for uniqueness (CNFU) theory, all
individuals crave uniqueness to some extent. At one NFU extreme, some
people desire to be “just like everybody else.” At the other extreme,
people want to be as different and distinct as possible (Tian et al., 2001).
Clothing selection is a uniqueness-seeking behavior (Fromkin and Lipshitz, 1976; Snyder, 1992; Snyder and Fromkin, 1980). Consumer manifestations of uniqueness motivation may be perceived when seeking
exclusive articles of clothing, to establish a unique personal identity as
well as a unique social image (Tepper and Hoyle, 1996), standing out
from the rest of the population in a world dominated by trends, which are
accessible by fast fashion stores that shape the consumer in fashion
standards.
Many consumers can choose SHC precisely because of the need for
uniqueness (Sandes and Leandro, 2016). The need to feel unique is
something that can attract consumers, and this concept is already
considered in literature (Nica and Potcovaru, 2015; Tian et al., 2001),
representing a positive incentive for purchasing SHC.
Individuals with a strong need for uniqueness are more likely to make
non-traditional choices as a consumer, for example buying clothes on
second-hand channels to demonstrate their individuality (Guiot and
Roux, 2010). The emotion of a unique purchase opportunity and the
uniqueness of the product itself are motivating factors for buying
second-hand products (Xu et al., 2014).
Retro fashion items that tend to promote nostalgic images attest to the
reappearance of a legendary ‘Golden Age’ or a shared past culture
(Goulding, 2002). The behavior of women who consume SHC was also
studied, relating the purchase of vintage clothes with the involvement of
fashion and the propensity to nostalgia, as well as the need for singularity
(Cervellon et al., 2012). The increase in consumption of clothes used in
the last ten years in Western cultures may be a consequence of the vintage
trend in contemporary fashion (Cervellon et al., 2012). When consumers
choose second-hand products, they opt for a unique product that is not
available everywhere, only through unconventional purchasing channels
(Guiot and Roux, 2010), thus, it is a relevant factor in the motivations for
purchasing second-hand products (Sandes and Leandro, 2016).
Workman and Laura (2000) deﬁned that there are fashion consumer
groups with different intensities of need for uniqueness. Fashion change
agents (i.e., fashion opinion leaders, fashion innovators, and innovative
communicators) have a greater need for uniqueness than fashion followers (Workman and Laura, 2000). Based on this, need for uniqueness
can be segregated between need for personal uniqueness and need for
fashion uniqueness, in which the ﬁrst characterizes the consumer's
perception of their own personal identity, and the second his perception
of the clothes sold in stores.
The present hypothesis considers the need for consumer uniqueness
to be a positive factor for the purchase of SHC. In view of the identity
formation that clothing can allow (Swain, 2002), such as vintage, retro,
disco, hipster styles, among many others, and the opportunity to differentiate themselves from the rest of the population in terms of style, with a
fashion imposed on society encompassing extremely similar clothing in

H1. Socio-environmental Awareness is positively related to the intention to buy SHC.

2.2. Preconception with second-hand clothes
Human beings are not born prejudiced, rather, prejudice is learned.
Prejudice is an attitude or hostile feeling towards a person, just because
he belongs to a group to which he attributed objectionable qualities
(Allport et al., 1954). Prejudice is a blind judgment that resists facts and
ignores the truth, creating a kind of poison in the individual, being,
therefore, the way one thinks or feels about a person or a particular group
or objects (Allport et al., 1954).
In the case of the present research, it is realized that the feeling of
prejudice is also applicable to used objects. Second-hand clothing (SHC)
can be deﬁned as a piece of clothing that once belonged to someone else
and may have been manufactured recently or even be very old (Cervellon
et al., 2012). The most common concerns that consumers face when
buying SHC is the fear of contamination and germs (Belk, 1988; Hansen,
2010), diseases, and misfortunes due to the association of the previous
owner who might have died (Grofﬁnan, 1971; Mhango and Niehm, 2005;
Xu et al., 2014). The concern with contamination is the greatest
impediment in sharing articles used next to the skin, such as clothing,
meaning that the fear of germ contamination is an important factor in
rejection behaviors for used clothing (O'Reilly et al., 1984; Belk et al.,
1988; Ostergaard, Fitchett & Jantzen, 1999). There is also a certain
rejection for the concern to incorporate a degraded image of the previous
owner (Rozin and Fallon, 1987). Death, illness, or misfortune are often
associated with the former owner who is generally unknown, and
negative energies are supposed to be transferred through their assets to
the new buyer (Banister et al., 2005).
In recent years, there has been an increase in the number of studies in
this area, and this product is seen as a new opportunity for a strong
market regarding sustainable and responsible clothing consumption
(Paras et al., 2018).
This tested hypothesis is considered unfavorable to the consumption
of SHC. A feeling of prejudice, rejection, or dislike with used clothes is a
negative factor for the purchase. One can see a signiﬁcant portion of the
Brazilian population that refuses to buy SHC, especially due to the
concept of contamination and not knowing who the garment initially
belonged to. This hypothesis has an immense strength, as it is the initial
and primordial factor when thinking about secondhand clothes.
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Fig. 1. Hypotheses tested in the research. Note: * For a better understanding of the proposed theoretical model, the scheme above presents each of the tested hypotheses and their respective descriptions.

Thus, it is considered in this hypothesis that the attachment to the
brand negatively inﬂuences the intention to buy SHC, considering that
occasionally the consumer gives preference to purchase the garment at
the brand's own store, and since the chances are very low of ﬁnding
clothes to the liking of the speciﬁc brand that the consumer is attached, in
thrift stores.

all stores, channels such as thrift stores are ideal to feed the individual's
sense of exclusivity.
H3. Need for Uniqueness is positively related to the intention to buy
SHC.
2.4. Brand Awareness

H4. Brand awareness is negatively related to the intention to buy SHC.
Loyalty to the brand is deﬁned as the consumer's commitment to a
particular brand, based on a strong and favorable attitude, manifested in
consistent purchase (Sheth et al., 1991). Jacoby and Chestnut (1978)
classify the concept as the repetition of purchasing behavior by an individual with decision-making power, of the same brand. Later on, Solomon (2011) proposes that consumer loyalty to a brand describes repeated
buying behavior that reﬂects a conscious decision to continue buying the
same brand. From a scientiﬁc point of view, several authors have identiﬁed factors that inﬂuence brand loyalty, such as consumer satisfaction
(Oliver, 1993), perceived value (Peterson et al., 1997) and trust (Harris
and Goode, 2004).
Individuals see objects, places, and possessions as extensions of their
self (Belk et al., 1988). Speciﬁcally, attachment to the brand is conceptualized as the construct that analyzes how the emotional connection of
consumers to brands happens (Schmitt, 2012). Later, Marchegiani and
Phau (2010) tested the effect of consumers' need for exclusivity, status
and brand perception related to purchase intentions and found that brand
judgments had the strongest and most signiﬁcant effect. It was found that
Brazilian consumers tend to strongly value the brand in their purchasing
decisions (Silva and Vasconcelos, 2012).
There is evidence that associate the need for status with the purchase of
second-hand products and relate this behavior as a good opportunity to
purchase luxury items and well-known brands (Edbring et al., 2016; Turunen and Leip€
amaa-Leskinen, 2015). However, considering the increased
demand for such products, many thrift stores started to sell branded pieces
and to charge higher prices, and this movement can be understood as a way
to take advantage of the consumer (Machado et al., 2019).

2.5. Social prestige
This hypothesis is considered in view of the contemporary scenario of
what is considered fashion and trendy, related to vintage, retro, hipster
and 90s styles. As they are styles made up of garments from speciﬁc
decades, current stores rarely manage to supply this demand from many
fashionistas (except for fast fashion stores), and it is then that consumers
look for SHC usually sold in thrift stores. In this line of reasoning and
considering the current context, for many young people, buying SHC in
keeping with vintage trends is considered a social prestige resulting in
popularity. It is believed that the social image of an individual depends
on the artifacts that he buys and consumes (Galhanone, 2005).
The creation of a personal style of the consumer of SHC by a status
consumption (Flynn and Eastman, 1996), which is related to the need for
uniqueness, seeks at the same time the originality and acceptance of the
social group in which he is immersed (Cervellon et al., 2012), that is,
social prestige is obtained by having a style consistent with fashion
trends. Machado et al. (2019) identiﬁed the social relationships provided
by the purchase of SHC, for example during the purchase in thrift stores
the interaction between consumers and store owners, salespeople, and
other customers.
It is noted that, currently, buying in thrift stores is an act of popularity, estimated by hype and stylish individuals, being a cool practice.
The present hypothesis of social prestige is involved with a consumer's
need for uniqueness, meaning that if he develops a sense of self with style
in order to become exclusive, the individual is recognized in society as
4
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Table 1
Discriminant validity.
Socio-environmental
awareness

Preconception

Uniqueness A

Uniqueness B

Brand
awareness

Social
prestige

Motivation to buy
SHC

Socio-environmental awareness
Preconception
Uniqueness A
Uniqueness B
Brand awareness
Social prestige
Motivation to buy SHC

0.691
0.222
0.156
-0.069
-0.105
-0.016
-0.158

0.816
0.13
-0.206
0.042
-0.054
-0.101

0.696
-0.138
-0.049
0.176
-0.34

0.795
0.164
0.125
0.271

0.738
0.305
0.19

0.665
0.107

0.866

Cronbach's Alpha

0.735

0.883

0.671

0.698

0.788

0.659

0.679

Composite Reliability

0.675

0.909

0.678

0.764

0.856

0.694

0.857

Average Variance Extracted
(AVE)

0.241

0.667

0.355

0.633

0.645

0.643

0.750

Note: Diagonals represent the root of the extracted variance.

structural equation modeling, which is deﬁned by Malhotra and Malhotra (2012) as groups of procedures with the purpose of “estimating the
interrelationship and dependence of the constructs incorporated in an
integrated model”.
The present research is explanatory and correlates different concepts
with the intention of developing a theoretical model that clariﬁes a
certain occurrence, in this situation, the consumption of SHC. Developing
a theoretical model with the intention of approaching the reality model,
it is a study with a post-positivist basis (Lincoln et al., 2011).
The most appropriate data collection instrument for a quantitative
approach is a questionnaire, determined by the direct questioning of a group
whose behavior is to be investigated (Gil, 2002). The purpose of this instrument is to collect information from a structured script, in which the
results obtained will be ideal for analysis (Pinsonneault and Kraemer,
1993). Among the beneﬁts of the survey method, the wide geographical
coverage of respondents and the low cost of application are identiﬁed,
however one limitation is the low rate of return (Cooper & Schindler, 2003).
The survey technique was used for data collection, and the questions
were elaborated using the Likert Scale to obtain structured answers.
Constructs were measured using the 7-point scale, ranging from (1)
strongly disagree and (7) strongly agree, measuring the degree of
agreement of the respondents through statements, with ease and reliability. The scales used were adapted from other academic studies.
The two questionnaires used as a data collection instrument were
developed through the Google Forms platform, free of charge, and
completely structured. The survey started with a ﬁlter question explaining
the research, its purpose and the Free and Informed Consent Term of the
Research Ethics Committee of the University of S~ao Paulo formulated by
the author, so that potential respondents could choose between proceeding to the questions, or if they did not feel comfortable with their participation, declaring their willingness to participate in the study. The
questionnaires were disseminated through electronic and social media.
Based on the deﬁnition of the scales and the questionnaire, the ﬁrst
questionnaire was applied in November 2019, and was available
throughout eight days, totaling 513 respondents. The second questionnaire was applied in August 2020, during the Covid-19 pandemic scenario, being also available for eight days and had 392 respondents. In this
research, the population of interest to achieve the proposed objectives is
the Brazilian population of consumers in general, without age, sex, or
speciﬁc behavior restrictions, whether they frequent second-hand stores
or not, due to the different levels of consumption. As the intention is to
evaluate the reaction of acceptance or rejection of the Brazilian consumer
regarding SHC, niches were not deﬁned for the research.
The probabilistic sampling technique for convenience was chosen for
the development of the survey, since all respondents in the population
have a ﬁxed chance of answering the questionnaire, and there are no
limiting factors, and because the researchers aim to deﬁne their sample
based on the respondents considered convenient for obtaining an answer

someone of prestige (in terms of fashion). From the consumer's point of
view, the search for status in society is mainly related to involvement
with fashion and the purchase of vintage and retro items.
This hypothesis positively inﬂuences the purchase of SHC, especially
due to fashion trends (for example, to dress vintage is to be in fashion,
therefore, you gain popularity) and also by socio-environmental awareness (there is greater acceptance and prestige by friends, for example, for
being a conscious consumer).
H5. Social Prestige is positively related to the intention to buy SHC.
3. Material and methods
This research aims to understand Brazilian consumer perceptions and
attitudes towards second-hand clothes before and during the Covid-19
pandemic, thus investigating the impact of this behavior on a sustainability matter. To address this issue, a quantitative approach was used to
quantify and analyze the collected data (Malhotra and Malhotra, 2012).
Two surveys were carried out, and the generalization of the Brazilian
population was considered based on two samples collected, in order to
analyze the behaviors and attitudes of this population (Creswell and
Creswell, 2014). The multivariate analysis method was used, considering
that this research tests multiple and distinct constructs in a uniﬁed
theoretical model (Hair et al., 2005). The methodology used was that of
Table 2
Evaluation of the structural model.

Socioenvironmental
awareness - >
motivation to
buy SHC
Preconception > motivation
to buy SHC
Uniqueness A > motivation
to buy SHC
Uniqueness B > motivation
to buy SHC
Brand awareness
- > motivation
to buy SHC
Social prestige > motivation
to buy SHC

Original
Sample
(O)

Sample
Mean
(M)

Standard
Deviation
(STDEV)

T
Statistics
(|O/
STDEV|)

P Values

-0.083

-0.087

0.066

1.261

0.208

-0.001

-0.003

0.055

0.011

0.991

-0.314

-0.321

0.039

8.048

0.000***

0.192

0.19

0.043

4.481

0.000***

0.102

0.11

0.043

2.403

0.017**

0.105

0.113

0.048

2.199

0.028**

**p < 0.05 ***p < 0.01.
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the bootstrapping tool is used to test the discriminant validity of the
Hypotheses, with a descriptive analysis (Bastos et al., 2017).

and contemplating the research objectives (Samara and de Barros, 2002;
Malhotra and Malhotra, 2012).
Consolidating the hypotheses formulated about the theme addressed,
Fig. 1 outlines the model proposed.
Regarding data analysis, the multivariate data analysis method is
applied, since the Hypotheses were evaluated using Structural Equation
Modeling (SEM). Concerning the size of the study sample, 513 valid respondents were collected in the questionnaire before the pandemic and
392 respondents in the questionnaire during the pandemic, representing
an adequate number in models of structural equations (Hair et al., 2014),
considerable for detecting the desired effects of SEM and sufﬁcient to
allow a more robust statistical analysis.
The method chosen was the modeling of partial least squares paths, or
Partial Least Square (PLS), as it is more applicable to a conﬁrmatory
factor analysis and the scales used have been adapted from previously
developed scales (Hair et al., 2014). This technique is generally used in
samples that do not assume normality, common in marketing studies
(Malhotra and Malhotra, 2012; Hair et al., 2014). For the present study,

4. Results
In this section, the results are divided in Before the pandemic caused
by Covid-19 and During (Post) pandemic. Hair, Black and Babin (2005)
deﬁne the discriminant validity as the extent to which the indicators of a
model represent a single construct, and the indicators of the construct are
distinct from the other constructs in the model, making it necessary to
verify the unidimensionality of the constructs.
Regarding a more detailed evaluation of Cronbach's Alpha results,
values greater than or equal to 0.7 of this coefﬁcient suggest greater internal consistency, that is, greater mean correlation between the hypotheses tested in this study. If a Cronbach's alpha is below 0.7, the
variables do not demonstrate to consistently measure the hypotheses,
meaning that, the lower the Alpha is, the lower the reliability of the
variable evaluated (Tavakol and Dennick, 2011).

Fig. 2. Structural model formed by second-hand clothing consumption constructs before the Covid-19 pandemic.
Source: Developed in the SmartPLS 3.0 software.
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Table 3
Discriminant validity.
Socio-environmental awareness

Preconception

Need for uniqueness

Brand awareness

Social prestige

Motivation to buy SHC

Socio-environmental awareness
Preconception
Need for uniqueness
Brand awareness
Social prestige
Motivation to buy SHC

0.704
0.627
0.665
-0.272
0.176
0.602

0.758
0.610
-0.251
0.250
0.600

0.816
-0.232
0.207
0.616

0.740
0.126
-0.229

0.666
0.173

0.843

Cronbach's Alpha

0.806

0.800

0.766

0.819

0.629

0.606

Composite Reliability

0.853

0.865

0.856

0.851

0.739

0.830

Average Variance Extracted (AVE)

0.696

0.675

0.667

0.647

0.643

0.711

Note: Diagonals represent the root of the extracted variance.

recommended, but do not indicate a validity problem. Subsequently,
discriminant validity is assessed to obtain the degree to which one measure does not correlate with others (Sanchez and Sarabia, 1999). Overall,
the tested discriminant validity and reliability are mostly acceptable.
Some hypotheses resulted in Cronbach's Alpha lower than recommended by the literature (a value of 0.7 and higher), they are: Need for
Uniqueness A (H3a) with 0.671, Need for Uniqueness B (H3b) with
0.698, and Social Prestige (H5) with Cronbach's Alpha resulting in 0.659.
However, the Hypotheses H3a, H3b and H5 will normally be considered
as validated, as their Cronbach's Alpha are very close to 0.7. SocioEnvironmental Awareness (H1), Preconception with Second-hand
Clothes (H2), and Brand Awareness (H4) were also validated and signiﬁcant hypotheses in the present study.
The discriminant validity for research before the coronavirus is represented in Table 1, and the results presented show that all items corresponding to a speciﬁc construct had a greater load with the appropriate
construct than with any other construct, that is, each construct shows
itself different from the others in a valid way. According to the criteria of
Fornell and Larcker (1981), the values of the loads of each of the latent
variables within the correlation matrix were analyzed.
The evaluation of the Structural Model is presented through Table 2.
The P Values represent the conﬁdence interval, where all aspects
(hypotheses of the study) showed a 99% chance of afﬁrming that they
inﬂuence the buying behavior of SHC. Statistically, the P Value means
that there is stronger evidence in favor of the alternative hypothesis,
making Socio-Environmental Awareness (0.208) and Prejudice with SHC
(0.991) not signiﬁcant, therefore not validated in this stage of the study.
Fig. 2 is the design of the structural model formed by the SHC consumption constructs, with attitudes favorable or unfavorable to the
purchase intention, before Covid-19.

The models for this research were designed and developed as individual dimensions for each of the hypotheses. However, in the 2019
model from before Covid-19, Hypothesis 3 showed up as two dimensions according to the answers to the applied questionnaire and
evaluated by the Discriminant Validity and Cronbach's Alpha. When
H3 is divided into two dimensions, there is signiﬁcance in the model,
and it proves to be more adequate. Therefore, the pre-Covid-19 model
was divided between H3a - Need for Personal Uniqueness and H3b Need for Fashion Uniqueness in order to run the model correctly. The
2020 model from during the pandemic was rethought and restructured
and there was no need to be separated into two dimensions, constituting itself as just one variable, therefore only a single hypothesis H3 Need for Uniqueness. Both in terms of the division of variables and as a
single one, the models were signiﬁcant and generated results for the
research.
4.1. Results from before the Covid-19 pandemic
Convergent validity was tested with Cronbach's Alpha metric, and it
appears that some constructs present the Alpha slightly lower than

Table 4
Evaluation of the structural model.

Socioenvironmental
awareness - >
motivation to
buy SHC post
Covid
Preconception > motivation to
buy SHC post
Covid
Need for
uniqueness - >
motivation to
buy SHC post
Covid
Brand awareness
- > motivation
to buy SHC post
Covid
Social prestige > motivation to
buy SHC post
Covid

Original
Sample
(O)

Sample
Mean
(M)

Standard
Deviation
(STDEV)

T
Statistics
(|O/
STDEV|)

P
Values

0.183

0.190

0.042

4.399

0.000

4.2. Results from during the Covid-19 pandemic

0.196

0.189

0.040

4.949

0.000

0.219

0.213

0.055

3.984

0.000

-0.087

-0.100

0.043

2.003

0.046**

0.057

0.076

0.051

1.118

0.264

Considering that the model used for Before the Pandemic with the
hypotheses was validated, the same variables and model for During the
Pandemic are used. In this model, H3 - Need for Uniqueness is used as a
single-dimensional variable.
The discriminant validity for the research during the coronavirus
pandemic is represented in Table 3, and the results presented show that
still all items corresponding to a speciﬁc construct had a greater load with
the appropriate one than with any other, that is, each construct shows
itself different from the others in a valid way.
In this model, only Hypotheses 5 (H5 – Social Prestige) demonstrated
a slightly lower Cronbach's Alpha than recommended by the literature,
however not presenting any reliability problems for the model. This
means that in this second model all hypotheses present reliability.
The evaluation of the Structural Model is presented through Table 4.
The P Values represent the conﬁdence interval, where all aspects
(hypotheses of the study) showed a 99% chance of afﬁrming that they

**p < 0.05 ***p < 0.01.
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Fig. 3. Structural model formed by second-hand clothing consumption constructs during the Covid-19 pandemic.
Source: Developed in the SmartPLS 3.0 software.

negative inﬂuence on the purchase of these items. According to the results, a consumer's Preconception with SHC (H2) did not inﬂuence their
purchase intention before the pandemic and remains not a signiﬁcant
aspect after the pandemic. Consumers' Need for Uniqueness (H3) and
their desire to have Social Prestige (H5), after the pandemic, remained a
factor of positive inﬂuence on the purchase intention of SHC. That is,
before Covid-19, the Need for Uniqueness and the desire to have Social
Prestige were aspects that consumers already considered when buying
SHC, and this has remained even with the pandemic.
To better illustrate the results obtained, the following table demonstrates changes in SHC purchasing behavior before and during the Covid19 pandemic (see Table 5).

inﬂuence the buying behavior of SHC. Statistically, the P Value means
that there is stronger evidence in favor of the alternative hypothesis,
making Social Prestige (0.264) not signiﬁcant, therefore not validated in
this study.
The design of the structural model formed by the SHC consumption
constructs, with attitudes favorable or unfavorable to the purchase
intention, during the Covid-19 pandemic is shown in Fig. 3.
The comparative analysis demonstrates some differences in the
intention to buy second-hand clothes between before and during the
Covid-19 pandemic. Socio-environmental Awareness (H1) became an
aspect of positive inﬂuence on the intention to buy SHC in the circumstance of the pandemic, and Brand Awareness (H4) became an aspect of
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Table 5
Test of hypotheses in the theoretical model in the ﬁrst and second rounds of data collection.
Hypothesis

Relations between the constructs

H1

Socio-environmental
Awareness

H2

H3a

Preconception with SHC

–>

–>

–>

H3

Need for Personal
Uniqueness
Need for Fashion
Uniqueness
Need for Uniqueness

–>

H4

Brand Awareness

–>

H3b

H5

Social Prestige

–>

–>

Motivation to buy
SHC

Motivation to buy
SHC

Motivation
SHC
Motivation
SHC
Motivation
SHC
Motivation
SHC

to buy
to buy
to buy
to buy

Motivation to buy
SHC

Data collection round

Cronbach's
Alpha

P
Value

AVE

Results

Before Covid-19
pandemic
During Covid-19
pandemic
Before Covid-19
pandemic
During Covid-19
pandemic
Before Covid-19
pandemic
Before Covid-19
pandemic
During Covid-19
pandemic
Before Covid-19
pandemic
During Covid-19
pandemic
Before Covid-19
pandemic
During Covid-19
pandemic

0.735

0.208

0.241

Has become an aspect of positive
inﬂuence

0.806

0.000

0.696

0.883

0.991

0.667

0.800

0.000

0.675

0.671

0.000

0.355

0.698

0.000

0.633

0.766

0.000

0.667

0.788

0.017

0.645

0.819

0.046

0.647

0.659

0.028

0.643

0.629

0.264

0.643

5. Discussion

Remained as a non-signiﬁcant
aspect

Remained as an aspect of positive
inﬂuence

Has become an aspect of negative
inﬂuence

Remained as an aspect of positive
inﬂuence

Hypothesis 2 was conﬁrmed, it is disputed that before Covid-19 the
feeling of prejudice would be a determining factor for not acquiring SHC,
and possibly after Covid-19 it is suggested that an individual would
disentangle themselves from his feeling of prejudice and would acquire
SHC due to circumstances such as the aggravated economic crisis
worldwide (El Khatib, 2020).
Need for Uniqueness (Hypothesis 3) remained positively correlated
with the intention to buy SHC. Which means that consumers still buy SHC
to create a personal style and personality, both before and during the
pandemic, thus a feature of SHC's purchase intention that has remained
with the changes. Before the pandemic, the need to differentiate oneself
from other individuals using SHC as a form of expression was already
very strong (Guiot and Roux, 2010). From the results of this study, it is
deduced that, with the pandemic and the restrictions of social isolation,
this yearning for individuality through the purchase of SHC remained
signiﬁcant and present in consumer behavior. This variable remained
signiﬁcant, perhaps as a way for consumers to intent to show themselves
authentic, through the use of their clothes, to stand out among friends
and known people after months of social isolation.
Brand Awareness (Hypothesis 4) intensiﬁed after the pandemic, but it
was negatively correlated with the intention to buy SHC. Which means
that, after the pandemic occurred, brand-aware consumers prefer not to
buy second-hand clothes, preferring to purchase garments from their
favorite brands in their respective stores.
Before the pandemic, brand awareness was not a relevant factor in the
intention to buy SHC, perhaps because of the vast offer of items from
different brands in second-hand purchase channels such as thrift stores
and online reseller channels. After the pandemic hit, the supply and
marketing of SHC at physical thrift stores was shaken due to fears of
contamination and hygiene, but online thrift stores expanded (Mello,
2021). Online second-hand clothing marketing channels offer the smart
shopping experience by purchasing quality garments at below-market
prices, in a quick and convenient way (Roux, 2006). However, it was
expected that the result of this Hypothesis would be the opposite of what
was acquired, that the stronger the Brand Awareness, the more the
consumer would have the intention to buy SHC considering the efﬁciency
of ﬁnding items of speciﬁc brands in the post-pandemic digital format.
Yet, the result obtained is that the more attached to the brand the consumer is, the less he or she will consume SHC.
Social Prestige (Hypothesis 5) remained positively correlated with the
intention to buy SHC. Meaning that consumers buy SHC for obtaining
some sort of social prestige among friends and family, both before and

Socio-Environmental Awareness (Hypothesis 1) has become positively correlated after the Covid-19 pandemic. Meaning that, after the
outbreak of the Covid-19 pandemic, people are consuming more secondhand clothing due to developing a more accurate sense of socioenvironmental awareness.
The indication that Covid-19 has moved from a wild environment to
an urban one, pointing to a serious ecological imbalance, is the beginning
of a discussion that leads to the urgent need to control consumption and
production levels and the conscious use of natural resources (Bhattacharya et al., 2020). Low human activity, minimal human mobility, and
the slowdown in industrial production generated a series of consequences and impacts, and, in terms of the environment, many of the
changes were positive. Overall, carbon emissions have dropped, and the
Covid-19 lockdown has led to an improvement in air quality and a
reduction in water pollution in many cities around the globe (Rupani
et al., 2020).
The occurrence of a lethal virus for humanity has generated reﬂections on society, on the environment and the planet. Many people
have started to rethink their consumption, post-consumption, and
disposal habits, believing that the way they treat the planet now will have
a big impact in the future. Thus, the coronavirus pandemic resulted in a
huge change in people's lifestyle and consumer behavior, which became
more concerned with the preservation of the environment and the future
of the planet (Severo et al., 2021). With Hypothesis 1 conﬁrmed, it appears that, with the circumstances of the pandemic, consumers began to
give more importance to their consumption habits, considering the
environmental condition in the act of purchasing clothing. Already aware
of the environmental beneﬁts that second-hand clothes offer (Farrant
et al., 2010), post-pandemic consumers are encouraged to consume them
precisely because they have a socio-environmental awareness. Therefore,
social and environmental awareness became positively related to the
intention to buy second-hand clothes after the occurrence of the coronavirus pandemic.
Preconception with second-hand clothes (Hypothesis 2) remained
non-signiﬁcant both before and during the pandemic. That is, the consumer's feeling of prejudice was not shown to be a determining factor in
the purchase of second-hand clothes, neither before the pandemic nor
during it. The direct connection between prejudice with second-hand
clothes and their purchase intention was not signiﬁcant for the model
of this study, but it does not mean that this relationship does not exist. If
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(De Paula, 2018; James and Kent, 2019; Machado et al., 2019; E Silva
et al., 2021).
Today's consumer behavior was affected by the uncertainty caused by
the global pandemic, and the response to the crisis was a change and an
interruption of the normal behavior of consumers around the world
(Valaskova et al., 2021; Donthu and Gustafsson, 2020; Pantano et al.,
2020). Mason, Narcum and Mason (2020) identiﬁed changes in consumer decision-making behavior patterns with the pandemic outbreak,
Mehta et al. (2020) argued that materialism was impacted by causing
individuals, during the pandemic, to consume only what was necessary to
them and to avoid superﬂuous purchases, and Eger et al. (2021) investigated the changes in the purchase, pointing to a greater implementation
of channels of online shopping, modifying existing habits. However, few
studies of the academic research agenda address the purchase intention
of second-hand clothing after the impact of the pandemic (Koch et al.,
2020; Brydges et al., 2020) and using a different methodology from this
study, which provides a comparative basis for the same population
sample before and during the event.
The present study was concluded with some limitations and possible
investigations that emerge from the results presented. A limitation
identiﬁed was the validity of the hypotheses, as some dimensions result
in Cronbach's Alpha (Construct Reliability and Validity) below 0.7, presenting a slight measurement problem. In addition, although the model
was mostly validated, the scales used were adapted from the literature,
and may not have accurately represented the variables that were intended to be studied in the context of the Brazilian consumer market.
Furthermore, another limitation is the notion that the Likert scale is selfscored, which could lead to a discrepancy between what consumers
afﬁrm and what they actually will do.
Using the results of this study, agents participating in the fashion sector
can academically and demonstrably infer that the social and environmental perception of the consumer has increased as a determining factor in
the process of buying SHC after the pandemic, and that today Brazilian
consumers are increasingly looking for more social and environmentally
responsible clothing items. This study has managerial relevance for the
business environment, in which major players in the fashion industry
could use the results to reﬁne the buy/wear/sell model methodology,
perfecting the monetization model, and turbocharging the trend. With this
information, tools are offered for entrepreneurs, managers, decision
makers, and fashion industry players to rethink, restructure and remodel
the post-pandemic market according to the change in consumer behavior
and the new possibilities of commerce represented by second-hand items.
The data presented shows the relevance of the results of this research,
which extends not only to the Brazilian market but also to other countries.

during the pandemic. Before the pandemic, consumers were already
acquiring SHC to demonstrate to their social circle of friends that they
support a cause (Cervellon et al., 2012) that contributes to the preservation of natural resources and prevents the deterioration of the environment, with this, acquiring prestige and social recognition. After the
occurrence of the pandemic, this motivation for intent to purchase SHC
remained intense, especially considering the current valuation of the
environmental aspect in the purchase process. In this sense, the drive to
achieve social prestige through the purchase of SHC goes beyond popularity for fashion style and it is paired with a more valued environmental
cause with Covid-19.
It is possible to infer that consumer behavior towards SHC was
impacted and changed by the occurrence of Covid-19. These results are
similar with Miao et al. (2017), Coronado Robles and Darke (2020) and
V
at
amanescu et al. (2021), which indicates that consumers are interested
in sustainability when deciding to purchase products. Sustainable consumption of goods has become of great importance since the beginning of
the pandemic and is expected to develop as a strategic sector for investment (Coronado Robles and Darke, 2020; Majumdar et al., 2021).
The empirical evidence of this study has real implications for scholars,
professionals, and companies, emphasizing that sustainability attributes
are relevant to consumer behavior and, consequently, essential for the
survival of the business (Vatamanescu et al., 2021).
This paper was designed to contribute in three ways to the limited
body of research on SHC. Firstly, it explores the notion that consumer
behavior intentions towards buying second-hand clothes have changed
with the Covid-19 outbreak through a comparative analysis with original
data. Secondly, this paper contemplates the second-hand market which is
a growing and expanding sector, also due to the increased consumer
ﬁnancial control, concern for environmental issues (Connell and Kozar,
2014; Sebrae, 2021) and for the popularization of concepts such as Circular Economy and Sustainability. Finally, previous empirical research
on SHC has been conducted in countries like Denmark, Italy, Slovenia,
India, Portugal, among others, however this study is the ﬁrst to have
Brazil as an object of study in a pandemic scenario, with a different
methodology, and in a country where there was a growth of 48.58% in
the remarketing of second-hand products between 2020 and 2021
(Sebrae, 2021).
This research extends the body of knowledge about second-hand and
sustainable clothing, a subject that has not been much explored in
academia but has been arousing the interests of researchers and industry,
in addition to being a research that deals with the social and consumer
behavior effects that the Covid-19 pandemic caused in the Brazilian society, a marked period in the history of the world. It adds considerable
contributions to the literature in this new period, in addition to contributions both for companies, which can identify more efﬁcient strategies
regarding the growing second-hand clothing market, and for consumers,
who today consider the socio-environmental sphere as a decisive factor
in their shopping experience.
The growing need to transition from a linear economy, as seen today,
to a circular one raises questions of extreme importance both for the
fashion industry and academia, a matter of interest to consumers, market
players, stakeholders and shareholders, governments, retailers, and researchers. Thus, the results of the present study can offer important academic contributions to various links in the fashion industry and other
interested agents, considering the peculiar scenario after the worldwide
impacts of Covid-19.

7. Conclusions
The understanding of Brazilian consumers' perceptions of secondhand clothes before and during the pandemic caused by Covid-19 was
contemplated through the ﬁve hypotheses developed in this study. SocioEnvironmental awareness has become a factor of importance and positiveness after the occurrence of the coronavirus for the consumption of
SHC, and Brand Awareness intensiﬁed with the pandemic, proving to be
negatively correlated, therefore, a consumer being attached to the brand
is a demotivating factor to the intention to buy SHC. This analysis answers the ﬁrst question proposed in the research, and it is possible to infer
that the social isolation measures proposed by governments have made
digital thrift stores more common among consumers and to become a
growing portion of the market, being able to overcome the current model
of unsustainable consumption in fast fashion stores. In addition, the other
question proposed in the initial objectives is answered by the perceptions
before and after (during) the Covid-19 pandemic changed in two ways:
consumers' socio-environmental awareness increased positively, and
brand attachment intensiﬁed negatively after the pandemic.
These ﬁndings agree with other global studies conﬁrming the
worldwide impact of the pandemic on consumer behavior (Goldsmith

6. Academic and practical implications
Several previous studies on SHC examined the consumer's motivations and purchase intention for this type of product (Roux, 2006; Corr^ea
and Dubeux, 2015; Laitala and Klepp, 2018; Zaman et al., 2019; Bandeira, 2020; Gouveia, 2020). Others focused on their trade (Baden and
Barber, 2005; Norris, 2012; Brooks, 2013; Khurana and Tadesse, 2019).
And even analysis of purchase intention based on the sustainability issue
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purchase choice, which goes beyond context-centric dynamics. It conﬁrms that the Covid-19 pandemic has changed ordinary consumer
behavior, created new shopping habits, and changed the intentions to
consume SHC in particular. This represents market relevance in the new
commercial challenge of bringing strategic changes to sustainability and
rethinking existing consumer behavior models and their usefulness for
business and marketing strategies to remain viable in all consumer
segments.
Finally, it is concluded that the transition to more conscious and
responsible consumption attitudes will bring beneﬁts to the environmental, social, and economic spheres, being linked to the concept of a
Circular Economy (Ellen MacArthur Foundation, 2017).

and Lee, 2021; Valaskova et al., 2021; Cox et al., 2020; Oana, 2020;
Sheth, 2020; Stanciu et al., 2020) and the importance of national studies
on consumer purchase intention for players in the fashion industry to be
able to take necessary measures considering the valuation of the environmental variable in their garment purchases.
The approach of this study is recent due to the circumstances of the
new coronavirus and has not yet been addressed in academic literature
with the methodology used and the results presented, being of importance for the academy, and of managerial relevance for players in the
fashion retail chain in the resumption of the post-pandemic market. It is
investigated whether consumption patterns before the pandemic, under
usual circumstances, were maintained with all the changes in the world
scenario, and the results attest that they are not the same. There were
changes in the pattern of SHC consumption, possibly due to the global
economic crisis and certainly due to the growing vogue for sustainability,
in which consumers are increasingly demanding for socio-environmental
responsibility of fashion brands as well as of their own consumption
habits.
Since the conceptual model of the study expands the body of
knowledge about SHC, it is suggested that it is incorporated in other
countries or in intercultural assessments, testing the structural model
presented with larger samples. Another proposal for future research
derived from this would be to analyze actions developed by companies
and how the private sector deals with the process of conscious consumption, subsequently, also being able to investigate the attitudes of
public and governmental institutions. In this way, they will be able to
have a broader understanding of the current consumption situation in
view of the coronavirus scenario, and what can be carried out so that
sustainable attitudes practices become habitual.
The second-hand market was worth USD 24 billion in 2018, in the
United States alone, versus USD 35 billion in fast fashion (ThredUp
Report, 2020). The second-hand market is projected to double in the next
ﬁve years, reaching USD 77 billion (ThredUp Report, 2021). Other data
reveal that 33 million consumers bought second-hand apparel for the
ﬁrst-time in 2020 during the Covid-19 pandemic, and 76% of those
ﬁrst-time buyers plan to increase their spend on second-hand in the next
ﬁve years (ThredUp Report, 2021).
Nowadays, consumers are more demanding and responsible about the
fashion industry, going beyond the shows of major brands and the
pressure of fast fashion marketing. The greater adhesion of SHC is seen as
an alternative that protects the pleasure of buying without the guilt of
becoming an active subject in an industry with so many negative impacts
on the world. The second-hand market segment has become a milliondollar market. From an industry perspective, retail giants such as Nordstrom, Macy's, JCPenney, and Patagonia have been investing in secondhand market share, giving new purpose to second-hand luxury items
(Forbes Magazine, 2019).
According to a survey released by Euromonitor International in
January 2021, Apparel and Footwear is one of the industries most heavily
impacted by the Covid-19 pandemic, resulting in a loss of USD 300
billion in the sector. The study states that the forecast is that post Covid19 consumers will purchase with purpose to sustainability, which is the
same result obtained in this research.
Furthermore, the results of this study complement the existing literature with new insights into the inﬂuence of the Covid-19 pandemic on
consumption patterns related to SHC, highlighting a continued orientation of young Brazilians towards sustainability attributes in their
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Appendix

Rate the following statements, where 1 means strongly disagree and 7 strongly agree (1–7)

H1
Socio-environmental Awareness

H2
Preconceptions with Secondhand Clothes

H 3a
Need for Personal Uniqueness

H 3b
Need for Fashion Uniqueness

H4
Brand Awareness

H5
Social Prestige

Motivation for buying SHC

Motivation for
buying second-hand
clothes during the
Covid-19 pandemic

Cronbach's Alpha

ENVIR01 Before buying a product, I check if it had a conscious production
ENVIR02 The fast fashion industry impacts the environment and society
ENVIR03 Fast fashion always has slave labor
ENVIR04 Fast fashion causes pollution of the atmosphere, soils and water resources
ENVIR05 I would buy in thrift stores for the socio-environmental issue
ENVIR06 Fast fashion depletes terrestrial natural resources
PREC01 I don't see any problems (discomfort) with the clothes being second-hand
PREC02 second-hand clothes are good alternatives for price and sustainability
PREC03 If the clothes were branded and had a low price, but were used, I would buy
it
PREC04 I would buy second-hand clothes from thrift stores
PREC05 second-hand clothes sold in thrift stores are always dirty
UNIQ01 I would buy in thrift stores for creating identity (vintage and retro style, for
example) * **
UNIQ02 I buy unusual clothes as a way to tell people I'm different * **
UNIQ03 I actively seek to develop my personal exclusivity by buying clothes from
thrift stores * **
UNIQ04 Fast fashion stores have the modern fashion *
UNIQ05 If I buy fast fashion clothes, I'll be wearing what everyone else wears *
UNIQ06 I believe it is easier to wear fast fashion clothes, because I know I will be
fashion without needing much effort *
BRAND01 I usually buy clothes from a well-known brand
BRAND02 I take pleasure in buying clothes from well-known brands
BRAND03 I feel good about telling my friends that my clothes are from a well-known
brand
BRAND04 I usually wear branded clothing recommended by digital inﬂuencers
BRAND05 I prefer to buy clothes from a well-known brand for the conﬁdence it has
PREST01 I have a socially active life
PREST02 I usually tell my friends where I bought my clothes
PREST03 If I buy clothes that are new and fashionable, I have the feeling of
belonging socially
PREST04 My friends always pay compliments about my clothes and style **
PURCH01 I would buy in fast fashion stores for convenience and practicality *
PURCH02 I would buy in fast fashion stores because the price is lower than regular
stores *
COVID01 I've been buying less clothes, due to the pandemic and the fact of staying at
home **
COVID02 I've been buying more clothes for when the quarantine is over and I can go
out again **
COVID03 The ease of making purchases on the Internet made me consume more **
COVID04 Considering the current situation, I have given preference to second-hand
clothes because the price is lower **
COVID05 During my time at home, I let go of many of my clothes **
COVID06 During the pandemic, I am having more contact with online sales channels
that sell second-hand clothes **

Model
1

Model
2

(Weigel and Weigel; 1978)

0.735

0.806

(Baker and Churchill; 1977)

0.883

0.800

(Lynn and Harris; 1997) (Tian
et al., 2001)

0.671

0.766

Tian et al. (2001)

0.512

(Peracchio and Meyers-Levy,
1994)

0.788

0.819

(Reynolds and Beatty; 1999)

0.49

0.629

(Dodds, Monroe, and Grewal;
1991)

0.679

0.606

* Model 1: before Covid-19.
** Model 2: during Covid-19.

Bastos, A.L.A., Luna, M.M.M., Frega, J.R., 2017. Application OF structural equation
modeling (SEM) IN the evaluation OF the relationship between facilitating factors to
knowledge sharing IN the supply chain and suppliers' delivery performance. In:
Proceedings of the International Annual Conference of the American Society for
Engineering Management. American Society for Engineering Management (ASEM),
pp. 1–8.
Becker-Leifhold, C., Iran, S., 2018. Collaborative fashion consumption–drivers, barriers
and future pathways. J. Fash. Mark. Manag.: Int. J. 22 (2), 189–208.
Belk, R.W., 1988. Possessions and the extended self. J. Consum. Res. 15, 139–168.
Belk, R.W., Sherry Jr., J.F., Wallendorf, M., 1988. A naturalistic inquiry into buyer and
seller behavior at a swap meet. J. Consum. Res. 14 (4), 449–470.
Bhattacharya, Sajal, et al., 2020. The relationship between bats and human coronavirus:
an exploratory review. J. Health Social Sci. 5 (2), 219–230.
B^
oas, A.J.V., Lemes, T.T., 2012. Desenvolvimento de produtos de moda a partir da
valorizaç~ao dos brech
os. Bachelor 's thesis. Universidade Tecnol
ogica Federal do
Parana.
Bohlen, G., Schlegelmilch, B.B., Diamantopoulos, A., 1993. Measuring ecological concern:
a multi-construct perspective. J. Market. Manag. 9 (4), 415–430.
Brooks, A., 2013. Stretching global production networks: the international second-hand
clothing trade. Geoforum 44, 10–22.

References
Ag^encia Sebrae de Notícias, 2021. Used Commerce Grows 48.5% In The Pandemic.
Sebrae (Brazilian Micro and Small Business Support Service). Available at:
http://ali.sebrae.com.br/sites/asn/uf/NA/comercio-de-usados-cresce-485
-na-pandemia,ffe9b6e1585cb710VgnVCM100000d701210aRCRD.
Ag^encia Sebrae de Notícias, 2019. Sustainability For Your Company: Second-Hand
Market. Sebrae (Brazilian Micro and Small Business Support Service). Available at:
http://sustentabilidade.sebrae.com.br/Sustentabilidade/Para%20sua%20empresa/
Publica%C3%A7%C3%B5es/3.%20Mercado%20de%20segunda%20m%C3%A3o.p
df.
Allport, G.W., Clark, K., Pettigrew, T., 1954. The Nature of Prejudice. Addison-Wesley.
_ A., Dobilaite,
_ V., 2015. Principles of slow fashion application in clothing
Antanavici
ute,
collection creation. Environ. Res., Eng. Manag./Aplinkos tyrimai, inzinerija ir vadyba
71 (2), 54–59.
Baden, S., Barber, C., 2005. The Impact of the SHC Trade on Developing Countries.
Bandeira, M.V., 2020. Comportamento de consumo de roupas em segunda m~ao: estudo
comparativo transcultural entre Brasileiros e Portugueses (Doctoral dissertation).
Banister, E.N., Hogg, M.K., Alain Decrop, F.U.N.D.P., 2005. Clothes make the man:
symbolic consumption and second hand clothing. J. Market. 38 (7), 850–868.

12

J.H. Galante Amaral, E.E. Spers

Cleaner and Responsible Consumption 5 (2022) 100058
Harris, L.C., Goode, M.M., 2004. The four levels of loyalty and the pivotal role of trust: a
study of online service dynamics. J. Retailing 80 (2), 139–158.
Hill, J., Lee, H.H., 2012. Young Generation Y consumers' perceptions of sustainability in
the apparel industry. J. Fash. Mark. Manag. 16 (4), 477–491.
Iran, S., Schrader, U., 2017. Collaborative fashion consumption and its environmental
effects. J. Fash. Mark. Manag.: Int. J. 21 (4), 468–482.
Jacoby, J., Chestnut, R.W., 1978. Brand loyalty: measurement and management.
J. Market. 63 (special), 33–44.
James, A.S.J., Kent, A., 2019. Clothing sustainability and upcycling in Ghana. Fash. Pract.
11 (3), 375–396.
Khurana, K., Tadesse, R., 2019. A study on the relevance of second hand clothing retailing
in Ethiopia. Res. J. Text. Apparel.
Kinnear, T.C., Taylor, J.R., Ahmed, S.A., 1974. Ecologically concerned consumers: who
are they? Ecologically concerned consumers can be identiﬁed. J. Market. 38 (2),
20–24.
Kim, H.S., Drolet, A., 2003. Choice and self-expression: a cultural analysis of
varietyseeking. J. Pers. Soc. Psychol. 85, 373–382.
Kim, H.S., Markus, H.R., 1999. Deviance or uniqueness, harmony or conformity? A
cultural analysis. J. Pers. Soc. Psychol. 77, 785–800.
Koch, J., Frommeyer, B., Schewe, G., 2020. Online shopping motives during the COVID19 pandemic—lessons from the crisis. Sustainability 12 (24), 10247.
Laitala, K., Klepp, I.G., 2018. Motivations for and against second-hand clothing
acquisition. Cloth. Cult. 5 (2), 247–262.
Laroche, M., Bergeron, J., Barbaro-Forleo, G., 2001. Targeting consumers who are willing
to pay more for environmentally friendly products. J. Consum. Market. 18 (6),
503–520.
Lincoln, Y.S., Lynham, S.A., Guba, E.G., 2011. Paradigmatic controversies, contradictions,
and emerging conﬂuences, revisited. Sage Handb. Qualitat. Res. 4, 97–128.
Machado, M.A.D., de Almeida, S.O., Bollick, L.C., Bragagnolo, G., 2019. Second-hand
fashion market: consumer role in circular economy. J. Fash. Mark. Manag.: Int. J. 23
(3), 382–395.
Maciel, T., Cavas, C., 2016. Restrictions ON the trade OF used clothing: prejudices and
taboos. Soc. Stud. Noteb. 31 (2), 29–50.
Majumdar, A., Sinha, S.K., Govindan, K., 2021. Prioritising risk mitigation strategies for
environmentally sustainable clothing supply chains: insights from selected
organisational theories. Sustain. Prod. Consum. 28, 543–555.
Malhotra, N.K., Malhotra, N.K., 2012. Basic Marketing Research: Integration of Social
Media, vol. 263, pp. 572–583. Boston: Pearson.
Marchegiani, C., Phau, I., 2010. Away from “uniﬁed nostalgia”: conceptual differences of
personal and historical nostalgia appeals in advertising. J. Promot. Manag. 16 (1–2),
80–95.
Mason, A., Narcum, J., Mason, K., 2020. Changes in consumer decision-making resulting
from the COVID-19 pandemic. J. Cust. Behav. 19 (4), 299–321.
Mello, A.C.C., 2021. Enjoei da pandemia”: uma analise do consumo de segunda m~ao
durante o distanciamento social.
Mehta, S., Saxena, T., Purohit, N., 2020. The new consumer behaviour paradigm amid
COVID-19: permanent or transient? J. Health Manag. 22 (2), 291–301.
Mhango, M.W., Niehm, L.S., 2005. The second-hand clothing distribution channel.
J. Fash. Mark. Manag.: Int. J. 9 (3), 342–356.
Miao, C., Humphrey, R.H., Qian, S., 2017. A meta-analysis of emotional intelligence
effects on job satisfaction mediated by job resources, and a test of moderators. Pers.
Indiv. Differ. 116, 281–288.
Nica, E., Potcovaru, A.M., 2015. Labor management and dress culture in the Victorian
textile industry. Econ. Manag. Financ. Mark. 10 (2), 96.
Norris, L., 2012. Trade and transformations of second-hand clothing: Introduction. Textile
10 (2), 128–143.
Oana, D., 2020. The impact of the current crisis generated by the COVID-19 pandemic on
consumer behavior. Stud. Bus. Econ. 15 (2), 85–99.
Oliver, R.L., 1993. Cognitive, affective, and attribute bases of the satisfaction response.
J. Consum. Res. 20 (3), 418–430.
Østergaard, P., Fitchett, J., Jantzen, C., 1999. On appropriation and singularisation: two
consumption processes. Adv. Consum. Res. 26, 405–409.
Pantano, E., Pizzi, G., Scarpi, D., Dennis, C., 2020. Competing during a pandemic?
Retailers' ups and downs during the COVID-19 outbreak. J. Bus. Res. 116, 209–213.
Paras, M.K., Pal, R., Ekwall, D., 2018. Systematic literature review to develop a
conceptual framework for a reuse-based clothing value chain. Int. Rev. Retail Distrib.
Consum. Res. 28 (3), 231–258.
Park, H., Kwon, T.A., Zaman, M.M., Song, S.Y., 2020. Thrift shopping for clothes: to treat
self or others? J. Glob. Fashion Market. 11 (1), 56–70. https://doi.org/10.1080/
20932685.2019.1684831.
Peterson, R.A., Balasubramanian, S., Bronnenberg, B.J., 1997. Exploring the implications
of the Internet for consumer marketing. J. Acad. Market. Sci. 25 (4), 329.
Pinsonneault, A., Kraemer, K., 1993. Survey research methodology in management
information systems: an assessment. J. Manag. Inf. Syst. 10 (2), 75–105.
Pipyrou, S., 2014. Cutting bella ﬁgura: irony, crisis, and second-hand clothes in South
Italy. Am. Ethnol. 41 (3), 532–546.
Pookulangara, S., Shephard, A., 2013. Slow fashion movement: understanding consumer
perceptions—an exploratory study. J. Retailing Consum. Serv. 20 (2), 200–206.
Raasch, K.R.D.O., 2014. Vendas de roupas usadas como neg
ocio: estudo de caso sobre a
gest~ao de brech
o na cidade de Cacoal. Trabalho de Conclus~ao de Curso, Fundaç~ao
Universidade Federal de Rond^
onia (UNIR), Cacoal, Rond^
onia, Brasil.
Razzaq, A., Ansari, N.Y., Razzaq, Z., Awan, H.M., 2018. The impact of fashion
involvement and pro-environmental attitude on sustainable clothing consumption:
the moderating role of Islamic religiosity. Sage Open 8 (2), 2158244018774611.
Roux, Dominique, 2006. Am I what I wear? An exploratory study of symbolic meanings
associated with second-hand clothing. Adv. Consum. Res. 33, 28.

Brydges, T., Retamal, M., Hanlon, M., 2020. Will COVID-19 support the transition to a
more sustainable fashion industry? Sustain. Sci. Pract. Pol. 16 (1), 298–308.
Cervellon, M.C., Carey, L., Harms, T., 2012. Something old, something used: determinants
of women's purchase of vintage fashion vs second-hand fashion. Int. J. Retail Distrib.
Manag. 40 (12), 956–974.
Connell, K.Y.H., Kozar, J.M., 2014. Environmentally sustainable clothing consumption:
knowledge, attitudes, and behavior. In: Roadmap to Sustainable Textiles and
Clothing, pp. 41–61. Springer, Singapore.
Coronado Robles, M., Darke, G.B., 2020. Rethinking sustainability. No purpose, No gain.
Rep. Euromonit. Int. Available at: https://go.euromonitor.com/white-paper-sustai
nability-201027-rethinkingsustainability.html?utm_campaign¼SC_20_10_27_FDB_Ret
hinking_Sustainability&amp;utm_medium¼Email&amp;utm_source¼1_Outbound.
Corr^
ea, S.B., Dubeux, V.J.C., 2015. Comprando “roupa de brech
o”: uma analise sobre o
consumo de vestu
ario de segunda m~ao entre jovens na cidade do Rio de Janeiro.
Comunicaç~
ao Mídia e Consumo 12 (33), 34–56.
Costa, S., 2001. A mestiçagem e seus contrarios: etnicidade e nacionalidade no Brasil
contempor^
aneo. Tempo Soc. 13 (1), 143–158.
Cox, N., Ganong, P., Noel, P., Vavra, J., Wong, A., Farrell, D., Deadman, E., 2020. Initial
impacts of the pandemic on consumer behavior: evidence from linked income,
spending, and savings data. Brookings Pap. Econ. Activ. 2020 (2), 35–82.
Creswell, J.W., Creswell, J.D., 2014. Research Design: Qualitative, Quantitative, and
Mixed Methods Approaches. Sage publications.
~ REÚSO E RESSIGNIFICAÇAO
~ DAS ROUPAS.
De Paula, T.B., 2018. SEGUNDA MAO:
^
^
CSOnline-REVISTA ELETRONICA
DE CIENCIAS
SOCIAIS (28).
Donthu, N., Gustafsson, A., 2020. Effects of COVID-19 on business and research. J. Bus.
Res. 117, 284–289.
Dunlap, R.E., 2002. Environmental sociology. In: Bechtel, R., Churchman, A. (Eds.),
Handbook of Environmental Psychology. Wiley, pp. 160–171.
Dunlap, R.E., Van Liere, K.D., 1978. The “new environmental paradigm.”. J. Environ.
Educ. 9 (4), 10–19.
E Silva, S.C., Santos, A., Duarte, P., Vlacic, B., 2021. The Role of Social Embarrassment,
Sustainability, Familiarity and Perception of Hygiene in Second-Hand Clothing
Purchase Experience. International Journal of Retail & Distribution Management.
Edbring, E.G., Lehner, M., Mont, O., 2016. Exploring consumer attitudes to alternative
models of consumption: motivations and barriers. J. Clean. Prod. 123, 5–15.
Eger, L., Kom
arkov
a, L., Egerov
a, D., Micík, M., 2021. The effect of COVID-19 on
consumer shopping behaviour: generational cohort perspective. J. Retailing Consum.
Serv. 61, 102542.
El Khatib, A.S., 2020. COVID-19 e o Anticonsumo: Uma Analise dos Efeitos da Pandemia
na Indústria da Moda. In: CLAV, p. 2020.
Ellen MacArthur Foundation, 2017. A New Textiles Economy: Redesigning Fashion's
Future.
Ellen MacArthur Foundation, 2013. Towards the Circular Economy: Opportunities for the
Consumer Goods Sector.
Euromonitor International, Martin, J., Budding, G., 2021. Time of change: challenges and
implications for apparel and textile manufacturers. Euromonit. Int. Available at: http
s://go.euromonitor.com/webinar-video-apparel-21-01-12-challenges_and_impli
cations_for_fashion.html?utm_campaign¼WB_21_01_14_STN_REC_Furture-of-Appa
rel-and-Textile-Manufactures&amp;utm_medium¼Email&amp;utm_source¼0_AutoResponse.
Farrant, L., Olsen, S.I., Wangel, A., 2010. Environmental beneﬁts from reusing clothes.
Int. J. Life Cycle Assess. 15 (7), 726–736.
Flynn, L.R., Eastman, J.K., 1996. Status consumption and fashion behavior: an
exploratory study. Proc. Assoc. Market. Theor. Pract. 5, 309–316.
Fornell, C., Larcker, D.F., 1981. Evaluating structural equation models with unobservable
variables and measurement error. J. Market. Res. 18 (1), 39–50.
Fromkin, H.L., 1970. Effects of experimentally aroused feelings of undistinctiveness upon
valuation of scarce and novel experiences. J. Pers. Soc. Psychol. 16, 521–529.
Fromkin, H.L., Lipshitz, R., 1976, December. A Construct Validity Method of Scale
Development: the Uniqueness Scale. Institute for Research in Behavioral, Economic,
and Management Sciences, Krannert Graduate School of Management Paper No. 591,
West Lafayette (IN: Purdue University).
Galhanone, R.F., 2005. O mercado do luxo: aspectos de marketing. Revista Rege-USP, S~ao
Paulo, pp. 1–12.
Gil, C.B., 2002. Clothing and the Perception of Ethnicity: Californios in Southern
California 1850-1870. Doctoral dissertation. California State University, Long Beach.
Goldsmith, K., Lee, A.Y., 2021. A view from inside: insights on consumer behavior during
a global pandemic. J. Assoc. Consum. Res. 6 (1), 142–148.
Goulding, C., 2002. An exploratory study of age related Vicarious nostalgia and aesthetic
consumption. In: Broniarczyk, Susan M., Kent, Nakamoto (Eds.), NA - Advances in
Consumer Research, vol. 29. Association for Consumer Research, Valdosta, GA,
pp. 542–546.
Gouveia, D.R., 2020. An
alise da intenç~ao de compra do consumidor de produtos baseados
na economia circular: um estudo aplicado a compra de roupa em segunda m~ao.
Doctoral dissertation.
Grofﬁnan, E., 1971. Relations in Public. Basic Books, New York.
Guiot, D., Roux, D., 2010. A second-hand shoppers' motivation scale: antecedents,
consequences, and implications for retailers. J. Retailing 86 (4), 355–371.
Habinc, M., 2018. Second-hand clothes shops in Slovenia: the contemporary situation in
its (A) historical perspective. Stud. Ethnol. Croat. (30), 321–343.
Hair Jr., J.F., Sarstedt, M., Hopkins, L., Kuppelwieser, V.G., 2014. Partial least squares
structural equation modeling (PLS-SEM). Eur. Bus. Rev. 26 (2), 106–121.
Hair, J.F., Black, W.C., Babin, B.J., Anderson, R.E., Tatham, R.L., 2005. Analise
multivariada de dados. Bookman editora.
Hansen, K., 2010. Secondhand Clothing [WWW document]. https://doi.org/10.2752/
BEWDF/EDch10032. Available at. (Accessed 1 February 2022).

13

J.H. Galante Amaral, E.E. Spers

Cleaner and Responsible Consumption 5 (2022) 100058
Swain, J., 2002. The right stuff: fashioning an identity through clothing in a junior school.
Gend. Educ. 14 (1), 53–69.
Tarai, S., Shailaja, K., 2020. Consumer perception towards sale of second-hand clothes in
the localities of Odisha, State of India. J. Textil. Eng. Fashion Technol. 6 (4),
159–162.
Tavakol, M., Dennick, R., 2011. Making sense of Cronbach's alpha. Int. J. Med. Educ. 2,
53.
Tepper, K., Hoyle, R.H., 1996. Latent variable models of need for uniqueness. Multivariate
Behav. Res. 51, 467–494.
ThredUp, 2021. Resale Report. Fashion Resale Market and Trend Report. Available at.
https://www.thredup.com/resale/#resale-industry.
ThredUp, 2020. Resale Report. Fashion Resale Market and Trend Report. Available at.
https://www.thredup.com/resale/2020/.
ThredUp, 2018. Resale Report. Fashion Resale Market and Trend Report. https://www.th
redup.com/resale/2018?tswc_redir¼true.
Tian, K.T., Bearden, W.O., Hunter, G.L., 2001. Consumers' need for uniqueness: scale
development and validation. J. Consum. Res. 28 (1), 50–66.
Turunen, L.L.M., Leip€amaa-Leskinen, H., 2015. Pre-loved luxury: identifying the
meanings of second-hand luxury possessions. J. Prod. Brand Manag. 57, 65.
Valaskova, K., Durana, P., Adamko, P., 2021. Changes in consumers' purchase patterns as
a consequence of the COVID-19 pandemic. Mathematics 9 (15), 1788.
Vasquez-Parraga, A.Z., Kara, A., 1995. Ethical decision making in Turkish sales
management. J. Euromarketing 4 (2), 61–86.
Vatamanescu, E.M., Dabija, D.C., Gazzola, P., Cegarro-Navarro, J.G., Buzzi, T., 2021.
Before and after the outbreak of covid-19: linking fashion companies' corporate social
responsibility approach to consumers' demand for sustainable products. J. Clean.
Prod. 321, 128945.
Workman, Jane E., Laura, K. Kidd, 2000. Use of the need for uniqueness scale to
characterize fashion consumer groups. Cloth. Text. Res. J. 18 (4), 227–236.
Xu, Y., Chen, Y., Burman, R., Zhao, H., 2014. Second-hand clothing consumption: a crosscultural comparison between American and Chinese young consumers. Int. J.
Consum. Stud. 38 (6), 670–677.
Yang, S., Song, Y., Tong, S., 2017. Sustainable retailing in the fashion industry: a
systematic literature review. Sustainability 9 (7), 1266.
Zaman, M., Park, H., Kim, Y.K., Park, S.H., 2019. Consumer orientations of second-hand
clothing shoppers. J. Glob. Fashion Market. 10 (2), 163–176.

Rozin, P., Fallon, A.E., 1987. A perspective on disgust. Psychol. Rev. 94 (1), 23.
Rupani, P.F., Nilashi, M., Abumalloh, R.A., Asadi, S., Samad, S., Wang, S., 2020.
Coronavirus pandemic (COVID-19) and its natural environmental impacts. Int. J.
Environ. Sci. Technol. 1–12.
Samara, B.S., de Barros, J.C., 2002. Pesquisa de marketing: conceitos e metodologia.
Pearson Prentice Hall.
S
anchez, M., Sarabia, F.J., 1999. Validez y ﬁabilidad de escalas. Metodología para la
investigaci
on en marketing y direcci
on de empresas 2 (3), 363–392.
Sandes, F.S., Leandro, J.C., 2016. Exploring the motivations and barriers for second hand
product consumption. Proc. Latin Am. Retail Conf., Sao Paulo, Bras. 9, 20–21.
Santamaria, L., Escobar-Tello, C., Ross, T., 2016. Switch the channel: using cultural codes
for designing and positioning sustainable products and services for mainstream
audiences. J. Clean. Prod. 123, 16–27.
Santos, A.C.L.D., 2020. Barriers to the Purchase of Second Hand Clothes: the Purchase of
Second Hand Clothes: Barriers and Challenges (Doctoral dissertation).
Schmitt, B., 2012. The consumer psychology of brands. J. Consum. Psychol. 22 (1), 7–17.
Severo, E.A., De Guimar~
aes, J.C.F., Dellarmelin, M.L., 2021. Impact of the COVID-19
pandemic on environmental awareness, sustainable consumption and social
responsibility: evidence from generations in Brazil and Portugal. J. Clean. Prod. 286,
124947.
Sheth, J., 2020. Impact of Covid-19 on consumer behavior: will the old habits return or
die? J. Bus. Res. 117, 280–283.
Sheth, J.N., Newman, B.I., Gross, B.L., 1991. Why we buy what we buy: a theory of
consumption values. J. Bus. Res. 22 (2), 159–170.
Silva, A.M.D., Vasconcelos, L.R., 2012. A criança e o marketing: informaç~
oes
fundamentais para proteger as crianças dos apelos do marketing infantil. Summus
Editorial.
Snyder, C.R., Fromkin, H.L., 1980. Uniqueness: the Human Pursuit of Difference. Plenum,
New York.
Snyder, C.R., 1992. Product scarcity by need for uniqueness interaction: a consumer
Catch-22 carousel? Basic Appl. Soc. Psychol. 13 (1), 9–24.
Solomon, M.R., 2011. Consumer Behavior: Buying, Having, and Being. Prentice Hall.
Stanciu, S., Radu, R.I., Sapira, V., Bratoveanu, B.D., Florea, A.M., 2020. Consumer
behavior in crisis situations. Research on the effects of COVID-19 in Romania. Ann.
Univ. Dunarea Jos Galati: Fascicle: I, Econ. Appl. Informat. 26 (1).
Stern, P.C., 2005. Understanding individuals' environmentally signiﬁcant behavior.
Environ. Law Report. - News Analys. 35, 10785.

14

