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ONLINE SECONDHAND LUXURY SHOPPING: A SUSTAINABLE AND 

ACCESSIBLE TREND 

İbrahim Halil EFENDİOĞLU1 

Abstract 
The allure of luxury fashion is increasing daily, but the high price tags make this field accessible only 
to a minority group. However, luxury shopping has undergone a significant transformation with the 
emergence of online secondhand markets. This change not only facilitated access to high-quality fashion 
but also aligned with the global sustainability movement. Online platforms catering to secondhand 
luxury items have garnered significant attention recently. The most sought-after luxury products in these 
online markets include clothing, bags, shoes, accessories, and unique designs. The increased 
accessibility to these products has brought forward the sustainability and ethical aspects of secondhand 
shopping. The environmental impact of continual production in fast fashion and the luxury industry is 
increasingly under scrutiny. Consumers are becoming more conscious of the consequences of supporting 
an industry that generates excessive waste and carbon emissions. Secondhand luxury shopping is 
positively viewed as extending the lifespan of high-quality products and reducing the demand for new 
production, thus contributing to sustainability. One of the significant advantages of online secondhand 
luxury shopping is the ability to access a vast inventory from the comfort of one's home. Platforms like 
The RealReal, Vestiaire Collective, Rebag, Dolap, Oggusto, Gardrops, Givin, Secondi, and Beymen 
Reborn curate verified and high-quality products, contributing to sustainable fashion by offering a 
seamless shopping experience. These sites address concerns about reliability and authenticity that buyers 
might have had. Furthermore, the secondhand market not only allows individuals to buy but also to sell 
their used luxury items. This circular economy encourages sellers to earn money by giving a second life 
to their once-loved possessions while organizing their closets. This presents a win-win scenario, 
promoting sustainability and offering financial incentives. The trend of secondhand luxury shopping has 
found increased support among younger generations. Leading the way in sustainability and conscious 
consumption, Generation Y and Z prefer unique, vintage, and sustainable products. These younger 
demographics view secondhand luxury not just as an accessible route to high-quality brands but also as 
an expression of personal style and ethical values. Moreover, the COVID-19 pandemic accelerated 
online shopping, making the digital market a primary destination for luxury secondhand shopping. 
Limitations and restrictions on physical store experiences made the convenience, safety, and extensive 
options offered by online platforms even more attractive for secondhand luxury shopping. However, 
challenges persist in online secondhand luxury shopping. The risk of counterfeit products continues to 
raise concerns despite efforts to authenticate items. Additionally, size issues, condition disparities, and 
the inability to physically inspect items before purchase can deter potential buyers. Nevertheless, 
continuous technological advancements in authentication methods, detailed product descriptions, high-
quality images, and flexible return policies address these challenges, ensuring a safer and more reliable 
shopping experience. The rise of online secondhand luxury shopping represents a significant shift in the 
fashion industry, not only in terms of accessibility but also in embracing a more sustainable approach to 
consumption. With the growing demand for environmentally conscious and economically accessible 
luxury, these platforms are poised to shape the future of fashion retail. The amalgamation of luxury, 
accessibility, and sustainability doesn't just symbolize a shopping revolution but also underscores a 
responsible consumption approach aiming for a more sustainable future. 

Keywords: Second Hand Luxury Shopping, Sustainability, Second Hand Online 
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1. Introduct on 

Luxury shopp ng s a consumpt on mode preferred by those seek ng qual ty, brand 

consc ousness, and prest ge (S u et al., 2016). The exorb tant pr ces of luxury tems and the r 

access b l ty l m ted to a spec f c demograph c have brought the concept of onl ne second-hand 

luxury shopp ng to the forefront n recent years. Onl ne second-hand luxury shopp ng s often 

chosen to acqu re h gh-qual ty and branded products at more affordable pr ces. Th s shopp ng 

method prov des consumers w th access to luxury tems w th n the r budgets and promotes a 

susta nable consumpt on pattern. Second-hand luxury shopp ng extends the l fespan of h gh-

qual ty products and restr cts the demand for newly produced luxury tems. Another advantage 

s the extens ve nventory ava lable to consumers (Turunen & Pöyry, 2019). The second-hand 

cloth ng market alone reached a sales volume of $171 b ll on n 2022 and s projected to reach 

$351 b ll on by 2027 (Sm th, 2023). Moreover, the COVID-19 pandem c has accelerated onl ne 

shopp ng and elevated onl ne luxury second-hand shopp ng as a target (Halter & Nam, 2022). 

Among the most preferred platforms n the market are The RealReal, Vest a re Collect ve, 

Rebag, Sell er, Lampoo, 1stD bs, R tes, Retold, eBay, V nted, HEWI, Harper's Bazaar, Reluxe, 

and Depop. Onl ne platforms such as Sah b nden, Dolap, Gardrops, Beymen Reborn, 

ModaCruz, Oggusto, G v n, and Second  are also favored n Turkey. These platforms curate 

qual ty products, prov d ng qu ck access to a susta nable shopp ng exper ence (Boyner Group, 

2018; Chan, 2023; Ducasse et al., 2019; Partal, 2022; Onur, 2020). Add t onally, some platforms 

allow nd v duals to sell the r used luxury tems, encourag ng sellers to g ve a second l fe to 

luxury products and earn money. Thus, the system operates on a w n-w n scenar o w th a 

d fferent perspect ve (Turunen et al., 2020). 

The trend of second-hand luxury shopp ng has garnered more support among younger 

generat ons. The popular ty of second-hand luxury tems s ncreas ng among Generat on Y and 

Generat on Z, who are more w ll ng to purchase them than older consumers (Aycock et al., 

2023). The susta nab l ty-consc ous Generat on Y and Z show greater nterest n these products 

(Sm th, 2023). These generat ons v ew second-hand luxury not only as an access ble way to 

h gh-qual ty brands but also as an express on of env ronmental awareness and eth cal values 

(Aycock, 2021; Samba, 2021). 

Purchas ng second-hand luxury branded products often allows consumers to acqu re them at a 

cost below the r or g nal pr ces. Add t onally, certa n luxury brand tems, part cular collect on 

p eces, or l m ted-ed t on products can be apprec ated over t me. In add t on to these benef ts, 
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second-hand shopp ng s a way to use resources more eff c ently and reduce waste product on 

(Sun et al., 2021). However, some challenges pers st n onl ne second-hand luxury shopp ng. 

Ma nly, concerns such as the r sk of counterfe t products, promot onal ssues, and excess ve 

wear of tems create unease among consumers. Add t onally, the nab l ty to phys cally exam ne 

products before purchas ng can d scourage potent al buyers (Lou et al., 2022). 

Wh le stud es are address ng second-hand luxury tems n the l terature, the l m ted number of 

publ cat ons on consumers engaged n onl ne second-hand luxury shopp ng mot vates th s study. 

The purpose of th s research s to prov de an n-depth explorat on and synthes s of the top c of 

onl ne second-hand luxury shopp ng by seek ng answers to the follow ng quest ons: 

• In research focus ng on onl ne second-hand luxury shopp ng n the Scopus and Web of Sc ence 

databases, what trends have emerged n the l terature, and what are the cr t cal focus areas? 

• What research methods have been employed n onl ne second-hand luxury shopp ng stud es 

n the Scopus and Web of Sc ence databases? 

• What gaps ex st n the l terature on onl ne second-hand luxury shopp ng n the Scopus and 

Web of Sc ence databases, and what recommendat ons can be made for future stud es? 

In l ne w th these object ves, th s study w ll exam ne consumer behav ors n onl ne second-hand 

luxury shopp ng and reta lers' market ng strateg es from d fferent perspect ves us ng the 

systemat c l terature rev ew method. Based on the f nd ngs, recommendat ons w ll be prov ded 

for both marketers and future academ cs n th s f eld. 

2. Conceptual Framework 

The allure of luxury brands, dr ven by qual ty and brand recogn t on, has ncreased the 

popular ty of onl ne second-hand luxury shopp ng n recent years. In th s shopp ng mode, 

consumers can eas ly buy and sell used goods through onl ne platforms, and bus nesses can 

part c pate n var ous scenar os (Turunen et al., 2018). The behav or of purchas ng second-hand 

luxury tems s assoc ated w th soc al ascent, env ronmental concerns, brand, pr ce, qual ty, and 

unexpected ga ns (Kessous & Valette-Florence, 2019). Add t onally, econom c reasons, fash on 

nterest, le sure, the cur os ty of younger nd v duals n luxury shopp ng, and ecolog cal 

concerns contr bute to mak ng th s trend more contemporary (Valae  et al., 2023). Factors such 

as eco-consc ousness and brand value also s gn f cantly nfluence th s shopp ng behav or 

(Cern cova-Buca, 2022). On the other hand, the onl ne second-hand shopp ng exper ence 
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pos t vely affects att tude, trust, and ntent on to repurchase (Padmavathy et al., 2019). Loyalty 

ntent ons towards collaborat ve red str but on platforms also pos t vely mpact brand loyalty 

ntent ons (Swapana & Padmavathy, 2018). 

Second-hand luxury shopp ng s rap dly grow ng due to d g tal developments, the pandem c, 

and generat onal preferences. Another reason for the s gn f cant growth of second-hand luxury 

product sales s susta nab l ty. Consumer concerns about susta nab l ty reshape percept ons and 

contr bute to the development of the second-hand luxury fash on market. In the luxury fash on 

market, Generat on Y and Generat on Z purchas ng dec s ons al gn w th susta nab l ty. These 

generat ons are more consc ous of the negat ve env ronmental mpact of luxury product 

product on (Alves, 2023). Sh fts towards more susta nable consumpt on dr ve second-hand 

luxury and v ntage sales growth. For example, the fash on ndustry n the UK faces challenges 

such as resource scarc ty that necess tate susta nable bus ness pract ces. Second-hand products 

d rectly address the need for susta nable bus ness pract ces n the face of env ronmental 

concerns. Understand ng customer expectat ons and percept ons n second-hand luxury reta l s 

cruc al for customer sat sfact on and prof tab l ty (Ryd ng, 2017). 

Furthermore, the mot vat ons of Generat on Y and Generat on Z n second-hand luxury fash on 

shopp ng d ffer n perce ved values. From th s perspect ve, econom c, cr t cal, fash on, and 

status-seek ng mot vat ons s gn f cantly nfluence the perce ved value of onl ne second-hand 

luxury fash on shopp ng. However, hedon c mot vat on does not have a s gn f cant mpact on 

perce ved value. Therefore, onl ne second-hand luxury fash on reta lers focus on trend-focused 

products for Generat on Y and Generat on Z consumers (Aycock, 2021). For nstance, n the r 

study, Ja n & Rath  (2023) proposed a conceptual model based on the target fram ng theory to 

understand the ntent ons of Generat on Z to purchase second-hand luxury tems. The 

researchers prov ded emp r cal ev dence of second-hand luxury consumpt on as an 

env ronmentally fr endly behav or. They offered ns ghts nto young consumers' mot vat ons 

and purchase dec s ons n a develop ng economy context. They also exam ned the role of 

ego st c and altru st c values on consumer att tudes, subject ve norms, and r sk percept ons. 

Accord ng to the r results, ego st c and altru st c values s gn f cantly nfluenced Generat on Z's 

att tudes and subject ve norms toward purchas ng second-hand luxury goods. Add t onally, the 

consumer's perce ved read ness was s gn f cantly nfluenced by att tudes but d d not d rectly 

affect purchase ntent ons. Regard ng r sk percept ons, ma nly when r sk percept on was low, t 

softened the relat onsh p between subject ve norms and the consumer's perce ved read ness. 
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The study emphas zes the complex ty of second-hand luxury consumpt on n a develop ng 

economy and contr butes to understand ng the env ronmentally fr endly behav ors of young 

consumers.   

3. Methodology 

In the study, a systemat c l terature rev ew method was employed. The systemat c l terature 

rev ew method s a popular research approach that cr t cally exam nes and analyzes the 

l terature on a spec f c top c (L berat  et al., 2009). The l terature rev ew was conducted n 

October 2023 us ng the Web of Sc ence and Scopus databases. The search used the keywords 

'onl ne,' 'second-hand,' and 'luxury.' For th s rev ew, the Preferred Report ng Items for 

Systemat c Rev ews and Meta-Analyses (PRISMA) gu del nes, as suggested by Moher et al. 

(2009), were ut l zed to dent fy and select academ c publ cat ons that could be cons dered for 

full-text exam nat on. Only academ c publ cat ons wr tten n Engl sh were ncluded n the study. 

Accord ngly, as shown n F gure 1, a total of 25 publ cat ons were dent f ed, w th 11 

publ cat ons n Web of Sc ence and 14 publ cat ons n Scopus.  

 

F gure 1. Databases search results 

Subsequently, ten dupl cated publ cat ons were removed from both databases. Add t onally, one 

publ cat on was excluded from the research based on nclus on and exclus on cr ter a. The 

nclus on and exclus on cr ter a are outl ned n Table 1. Of the dent f ed publ cat ons, 12 are 

art cles, and 2 are conference papers. 
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Table 1. Inclus on and Exclus on Cr ter a 

Inclus on Cr ter a Exclus on Cr ter a Reason 
Web of Sc ence and Scopus 
databases 

Other databases Rel ab l ty of databases 

Art cles and conference papers n 
Web of Sc ence and Scopus 

Books and book chapters on Web 
of Sc ence and Scopus 

Offer ng a more comprehens ve 
perspect ve on the l terature 

T tle, abstract, and keywords 
nclude the words “onl ne,” 

“second hand,” and “luxury.” 

Publ cat ons that do not conta n the 
words “onl ne,” “second hand,” 
and “luxury” n the t tle, abstract, 
and keywords 

Go ng beyond the purpose of the 
research 

Publ cat ons focus ng on consumer 
and market ng n onl ne second-
hand luxury shopp ng 

Çevr m ç  k nc  el lüks al şver şte 
tüket c  ve pazarlama alanına 
odaklanmayan yayınlar 

Be ng outs de the scope of the 
research 

4. Results 

The market ng landscape surround ng onl ne second-hand luxury shopp ng s dynam c and 

mult faceted. Analyz ng market ng strateg es employed by ndustry players, th s rev ew 

explores how bus nesses commun cate the value propos t on of pre-owned luxury tems to 

consumers. Add t onally, t nvest gates the role of d g tal platforms, soc al med a, and 

nfluencer market ng n shap ng the percept on of second-hand luxury as a v able and des rable 

opt on. Understand ng consumer behav or s cruc al n dec pher ng the success of th s trend. 

The l terature rev ew exam nes factors nfluenc ng consumers' dec s ons to engage n onl ne 

second-hand luxury shopp ng. It explores the psycholog cal mot vat ons, soc al nfluences, and 

perce ved benef ts that dr ve consumers toward susta nable and access ble luxury consumpt on. 

The year of publ cat on, authors, t tles, and sources of the publ cat ons ncluded n the research 

are presented n Table 2. Prom nent concepts n the publ cat ons nclude susta nab l ty, fash on, 

perce ved value n consumer behav ors, technology, nteract on des gn, geograph cal and 

cultural d fferences, collaborat ve consumpt on, and the shar ng economy.  
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Tablo 2. Araştırmaya Dah l Olan Yayınlar 

Year Authors Publ cat on T tle Source 
2017 Cass dy, T.D. Conceptual z ng Susta ned H gh-Qual ty Fash on 

Products n a Devalue-Dom nated Marketplace 
Fash on Pract ce 

2019 Zamp er, R.L. 
,De Far as, R.C.P., 
P nto, M.R. 

Authent c ty n d scurs ve pract ces of the onl ne market 
for second-hand luxury cloth ng 

Qual tat ve Report 

2019 Turunen, L.L.M. 
, Pöyry, E. 

Shopp ng w th the resale value n m nd: A study on 
second-hand luxury consumers 

Internat onal Journal 
of Consumer Stud es 

2020 De Ma o, B., & Coste-
Man ère, I. 

The Impact of COVID-19 on Consumer Behav or n the 
Luxury Industry. 

Internat onal 
Conference on 
Mult d sc pl nary 
Research 

2020 Neeratt paramb l, N. 
N., & Bell , S. M. 

Why rent a dress?: A study on rent ng ntent on for 
fash on cloth ng products. 

Ind an Journal of 
Market ng 

2021 Arr go, E. Collaborat ve consumpt on n the fash on ndustry: A 
systemat c l terature rev ew and conceptual framework. 

Journal of Cleaner 
Product on 

2021 Q , W., & Yang, P. Research on the Interact on Des gn of Mob le APP for 
Second-hand Luxury Goods Transact on 

4th Internat onal 
Conference on 
Art f c al 
Intell gence and B g 
Data (ICAIBD) 

2022 Lan, L. H., & 
Watk ns, J. 

Pre-owned fash on as susta nable consumer sm? 
Opportun t es and challenges n the V etnam market 

Journal of Fash on 
Market ng and 
Management: An 
Internat onal Journal 

2022 Lou, X., Ch , T., 
Janke, J., & Desch, G. 

How do perce ve value and r sk affect purchase ntent on 
toward second-hand luxury goods? An emp r cal study of 
US consumers 
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Cass dy (2017) d scusses unsusta nable pract ces ar s ng from the devaluat on of fash on due to 

overconsumpt on n the fash on ndustry and onl ne auct on culture. The study suggests a 

potent ally opt m st c future for luxury fash on brands by adopt ng onl ne tools and consumer 

behav or trends toward susta nab l ty. The research also analyzes the mpact of onl ne auct ons 
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on the devaluat on of fash on n the market. It also d scusses the challenges luxury brands face 

n ma nta n ng qual ty n a market dr ven by lower pr ces and access b l ty. Explor ng the 

concept of style compet t on and the potent al to offer consumers more personal zed fash on 

opt ons, the study proposes a conceptual bus ness model for luxury fash on brands to adapt to 

new technolog es and consumer preferences for a susta nable future. A l terature rev ew of 

consumer prof les was conducted, nclud ng luxury, second-hand, and auct on consumers. In 

th s context, the study exam ned the effects of onl ne auct on culture on the pr c ng and 

access b l ty of luxury goods. The research suggests that susta nable, h gh-qual ty fash on 

products can thr ve n a devalued market by cap tal z ng on onl ne culture and susta nab l ty 

trends. 

Zamp er et al. (2019) nvest gate how authent c ty s constructed through d scurs ve pract ces 

n Braz l's onl ne market for second-hand luxury cloth ng. They use cr t cal d scourse analys s 

to demonstrate how soc ocultural factors and el te d st nct on references nfluence judgments 

of authent c ty. The authors h ghl ght the role of authent c ty n the onl ne market for second-

hand luxury cloth ng n Braz l, enr ch ng ex st ng research w th ns ghts spec f c to the Braz l an 

context. The study conducted nterv ews n f ve stores n the onl ne market n Braz l, prov d ng 

a nuanced understand ng of how stores leg t m ze themselves and the r products n the onl ne 

luxury second-hand market. Add t onally, t d scusses the nfluence of d g tal nfluencers on 

shap ng consumer percept ons and leg t m z ng second-hand luxury tems. In th s context, 

soc ocultural, h stor cal, soc al, and cultural factors nfluence authent c ty n the second-hand 

luxury market. 

Turunen & Pöyry (2019) research second-hand luxury product purchases by focus ng on 

consumer shopp ng styles and mot vat ons. They conducted nterv ews w th F nn sh women to 

explore how consumers approach purchas ng second-hand luxury tems. The study also 

d scusses the nfluence of peer pressure and mpuls veness n onl ne purchas ng dec s ons. 

Sem -structured nterv ews were used to collect data on consumer behav ors related to 

purchas ng second-hand luxury tems. The research f nd ngs h ghl ght the mportance of 

consumer behav ors, such as the thr ll of d scovery and shopp ng consc ousness for fun n 

second-hand luxury shopp ng, focus ng on pr ce and qual ty cons derat ons. However, the study 

also dent f es that mpuls ve buy ng n the context of second-hand markets s dr ven by the 

un que nature of these markets and the fear of m ss ng out. 
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De Ma o & Coste-Man ère (2020) nvest gate the sh ft n consumer behav or towards luxury 

goods due to COVID-19, focus ng on the r se of onl ne shopp ng, m n mal sm, susta nab l ty, 

and changes n luxury exper ences. The study also d scusses strateg es luxury brands can adopt 

to adapt to the post-pandem c market env ronment. The research employs a survey-based 

methodology w th 255 part c pants from d fferent demograph c backgrounds. Accord ng to the 

research results, most consumers reduced spend ng on non-essent al tems due to the pandem c. 

Consumer pr or t es sh fted towards brand transparency, eth cs, and qual ty. Consumers have 

ncreased nterest n susta nable pract ces and corporate soc al respons b l ty. The growth n 

onl ne channels and the need for effect ve omn channel strateg es gave r se to second-hand 

luxury exper ences. 

Neeratt paramb l & Bell  (2020) focus on personal ty tra ts, att tudes, and percept ons of 

cloth ng rental to explore factors nfluenc ng women's ntent ons to engage n fash on cloth ng 

rental n Ind a. The study dent f es the role of thr ft ness, perce ved obsolescence, and past 

susta nable behav or n shap ng rental ntent ons among female consumers. Exam n ng 

psycholog cal and soc al factors nfluenc ng the ntent on to engage n fash on cloth ng rental 

among Ind an women, the study explores the mpact of nd v dual character st cs such as 

fash on nnovat veness and thr ft ness on rental ntent ons. The research surveyed 369 women 

nterested n rent ng fash on cloth ng between January and May 2019. Planned behav or, 

fash on nnovat veness, thr ft ness, perce ved obsolescence, and past susta nable behav or were 

analyzed through mult ple regress on. The f nd ngs suggest that thr ft ness negat vely mpacted 

rental ntent ons, wh le past susta nable behav or pos t vely nfluenced rental ntent ons. 

Perce ved obsolescence had a pos t ve mpact on the ntent on to rent. Att tudes towards rent ng, 

subject ve norms, and perce ved behav oral control pos t vely nfluenced rental ntent ons. 

However, the study d d not f nd a s gn f cant mpact of fash on nnovat veness on rental 

ntent ons. Therefore, perce ved obsolescence has a pos t ve mpact, and thr ft ness hurts rental 

ntent ons. Att tude, subject ve norms, and perce ved behav oral control pos t vely nfluence 

rental ntent ons. Past susta nable behav or and fash on nnovat veness do not s gn f cantly 

nfluence rental ntent ons. In th s regard, the authors suggest custom zed market ng strateg es 

based on consumer prof les to ncrease part c pat on n fash on rental and encourage the 

trans t on from ownersh p to exper ent al consumpt on. 

Arr go (2021) conducted a systemat c l terature rev ew, analyz ng 101 art cles to explore 

collaborat ve consumpt on n the fash on ndustry from customer, bus ness, and susta nab l ty 
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perspect ves. Accord ng to the research, collaborat ve consumpt on assoc ated w th the shar ng 

economy promotes resource eff c ency and cost sav ngs and prov des a susta nable alternat ve 

to trad t onal consumpt on n the fash on ndustry. Var ous forms of collaborat ve consumpt on, 

such as fash on rental and second-hand sales, have rap dly grown due to consumer hab ts 

emphas z ng conven ence and cost consc ousness. Us ng systemat c l terature rev ew and 

b bl ometr c analys s w th descr pt ve stat st cs and content analys s, the research prov des a 

comprehens ve overv ew of collaborat ve fash on consumpt on l terature and develops a 

conceptual framework to understand collaborat ve consumpt on n the fash on ndustry. The 

study offers ns ghts nto consumer behav ors and mot vat ons for fash on consumpt on. Three 

research themes are dent f ed: customer perspect ve, bus ness perspect ve, and c rcular 

economy and susta nab l ty perspect ve. The f nd ngs nd cate a growth n research on 

collaborat ve consumpt on n fash on s nce 2012, w th s gn f cant momentum from 2018 

onward. D fferences n percept ons of fash on rental among Amer can and Ch nese consumers 

are part cularly h ghl ghted. Collaborat ve consumpt on n fash on offers a susta nable 

consumpt on form that reduces env ronmental mpact. The study synthes zes a hol st c v ew 

through a systemat c l terature rev ew, prov d ng a conceptual framework for collaborat ve 

consumpt on modes n the fash on ndustry. 

Q  & Yang (2021) nvest gated the user exper ence n second-hand luxury mob le appl cat ons 

by compar ng the eff c ency of two mob le appl cat ons for nteract on des gn. The study 

emphas zes that luxury demand has ncreased w th ncome and that the second-hand luxury 

market prov des access to a h gh-qual ty l festyle for low and m ddle- ncome levels. It s noted 

that d fferent second-hand luxury e-commerce platforms exh b t var at ons n nteract on des gn, 

nfluenc ng user exper ence. The study used exper mental prototypes of X anyu APP and 

Hongbul n APP for user nteract on analys s. Real-t me mon tor ng of user transact ons was 

conducted us ng screen record ng software for quant tat ve measurement, and subject ve user 

exper ence evaluat ons were collected through surveys for qual tat ve measurement. User 

sat sfact on and trust were analyzed by scor ng spec f c transact ons n the appl cat ons. 

Correlat on analys s was performed between observed user behav or patterns dur ng appl cat on 

usage, user sat sfact on, and usage eff c ency to assess nteract on eff c ency. A pos t ve 

correlat on was found between user sat sfact on and trust n Hongbul n APP. Consequently, t 

was concluded that vert cal platforms l ke Hongbul n prov de users w th a more eff c ent and 

comfortable nteract ve exper ence. To enhance user exper ence, the study recommends 
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focus ng on s mpl f ed log cal frameworks and v sual des gns that cons der the psychology of 

luxury buyers. 

Lan & Watk ns (2022) nvest gate the growth and challenges of second-hand fash on SMEs n 

V etnam, h ghl ght ng consumer mot vat ons and susta nab l ty percept ons n th s market. The 

study also reveals the nterest of young consumers n second-hand fash on due to the r nterest 

n un queness. Qual tat ve data were collected through sem -structured, n-depth nterv ews 

w th founders or owners of second-hand fash on SMEs n V etnam. The research, nvolv ng 

f ve nd v duals aged between 25 and 40, who are nfluencers n the ndustry and consumers, 

exam nes the mot vat ons of second-hand fash on bus nesses and the mpact of susta nable 

fash on narrat ves on consumer cho ces. Accord ng to the research f nd ngs, the key mot vat on 

for young V etnamese consumers s a un que personal style, wh le older consumers seek 

branded and affordable luxury. 

Lou et al. (2022) exam ne the factors nfluenc ng U.S. consumers' ntent ons to purchase 

second-hand luxury goods, emphas z ng perce ved value and r sk. The study conducted onl ne 

surveys w th consumers and appl ed mult ple regress on analys s. The f nd ngs suggest that 

perce ved emot onal, soc al, qual ty and green values pos t vely nfluence consumers' ntent ons 

to purchase second-hand luxury products. However, perce ved econom c value and perce ved 

r sk d d not play a s gn f cant role n consumers' ntent ons to purchase second-hand luxury 

goods. Add t onally, younger female consumers w th lower educat on and ncome levels appear 

more adaptable to second-hand luxury goods. The study also reveals ecolog cal awareness 

gu des second-hand luxury consumpt on, part cularly among young consumers. Wh le the 

second-hand luxury market n the U.S. s well-establ shed, t s less effect ve n nfluenc ng 

purchase dec s ons based on pr ce benef ts and perce ved r sk. 

Slaton & Pookulangara (2022) a m to understand the consumpt on behav ors, bel efs, and 

purchase ntent ons of consumers engag ng n second-hand luxury consumpt on n the context 

of onl ne shopp ng. The study ut l zes the Theory of Planned Behav or to expla n consumer 

behav or n onl ne second-hand luxury consumpt on. Researchers conducted an onl ne survey 

and collected data from 270 consumers from Generat on Y and Generat on Z. Structural 

equat on model ng was employed to analyze the data. The f nd ngs nd cate that consumer 

bel efs, nclud ng env ronmental consc ousness, frugal ty, onl ne reta l ng, and fash on 

consc ousness, pos t vely nfluence consumers' att tudes and purchase ntent ons for second-

hand luxury products from onl ne secondary luxury reta lers. Overall, the study prov des 
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ns ghts nto the consumpt on behav ors of consumers who prefer second-hand luxury products 

n the context of onl ne shopp ng and emphas zes the mportance of consumer bel efs and the 

Theory of Planned Behav or framework n understand ng att tudes and purchase ntent ons. 

Thus, the study contr butes to the l terature by us ng the Theory of Planned Behav or framework 

and comb n ng the bel efs of consumers ncl ned towards second-hand luxury products. 

Aycock et al. (2023) focus on exam n ng young adult consumers' mot vat ons and perce ved 

values wh le shopp ng n onl ne second-hand luxury fash on stores. The study a ms to 

nvest gate the mot vat ons and perce ved values that lead young consumers to recommend 

onl ne second-hand luxury fash on reta lers and the r w ll ngness to purchase from these 

env ronments. The researchers used sat sfact on theory and mental account ng theory n the 

study, collect ng data from 190 part c pants through an onl ne survey. Structural equat on 

model ng was employed for data analys s. The study developed a theoret cal framework us ng 

ut l ty and sat sfact on theory and mental account ng theory to explore mot vat ons and 

perce ved value n second-hand luxury fash on shopp ng. The f nd ngs suggest that cr t cal and 

fash on mot vat ons pos t vely nfluence the perce ved value of shopp ng at onl ne second-hand 

luxury fash on reta lers among young adult consumers. Add t onally, perce ved value 

s gn f cantly nfluences young adult consumers' w ll ngness to recommend and purchase from 

these reta lers. Furthermore, fash on mot vat on nd rectly nfluences recommendat on and 

purchase ntent ons through perce ved value. Approx mately 44% of part c pants had purchased 

one to f ve new luxury fash on products, nd cat ng s gn f cant nterest n the market. Overall, 

the results h ghl ght the mportance of perce ved value n gu d ng young adult consumers' 

purchase ntent ons and w ll ngness to recommend onl ne second-hand luxury fash on reta lers. 

The f nd ngs prov de emp r cal ev dence of the mportance of perce ved value for young 

consumers engag ng n second-hand luxury shopp ng, offer ng manager al mpl cat ons to 

enhance perce ved value and appeal to these consumers. 

K m-V ck & Yu (2023) nvest gate the ntent ons of Gen Z consumers n the U.S. to purchase 

new or second-hand luxury products through d g tal resale platforms. The study focuses on 

exam n ng the luxury purchas ng ntent ons of Generat on Z on d g tal resale platforms, 

cons der ng the r current s tuat ons and observ ng the r potent al adopt on of luxury goods 

through trad t onal and d g tal channels. Target ng m ddle-class Gen Z consumers n the U.S., 

the study collected data from 452 users through an onl ne survey. Scheffe, ANOVA tests, and 

post-hoc analys s were employed to compare purchase ntent ons among d fferent ownersh p 



 

 EMIDWORLD’23 1ST International Congress On Economics Public Finance Business & Social Sciences 

 

09-11 NOVEMBER 2023 KÜTAHYA/TÜRKİYE 649

 

groups. The research f nd ngs nd cate that owners of second-hand luxury tems have a h gher 

ntent on to purchase on d g tal resale platforms than those w th non-luxury or new luxury tems. 

Gen Z consumers prefer P2P resale apps and onl ne luxury cons gnment reta lers over Facebook 

Marketplace and other onl ne second-hand luxury reta lers. However, no s gn f cant d fference 

n purchase ntent ons was found between non-luxury and new luxury tem owners. Gen Z's 

reta l channel preferences are also sh ft ng towards d g tal resale platforms, d st ngu sh ng them 

from prev ous generat ons. Gen Z consumers, espec ally those already own ng second-hand 

luxury tems, are l kel er to purchase luxury tems on d g tal resale platforms. Notable 

preferences were observed among owners of second-hand luxury tems for P2P resale apps and 

onl ne luxury cons gnment reta lers. Wh le trad t onal reta l channels rema n popular, d g tal 

second-hand sales platforms are ga n ng ncreas ng nterest due to Gen Z's technolog cal 

knowledge and nterest n susta nable consumpt on. The study prov des ns ghts nto Gen Z's 

reta l preferences and offers valuable ns ghts for those target ng Gen Z consumers and the 

luxury resale ndustry. 

In conclus on, both stud es contr bute to understand ng key factors nfluenc ng young 

consumers, part cularly Generat on Z, n the r ntent ons and mot vat ons regard ng second-

hand luxury fash on consumpt on. The stud es shed l ght on the s gn f cance of perce ved value, 

mot vat ons, and the role of d g tal platforms n shap ng consumer behav or n the luxury resale 

market. The f nd ngs offer pract cal mpl cat ons for reta lers and marketers target ng these 

consumer segments. 

S ngh & Basu (2023) rev ewed 197 onl ne consumer shopp ng behav or art cles n advanced 

countr es. They used the SPAR-4-SLR systemat c l terature rev ew protocol to collect data and 

appl ed the TCCM (Theory, Context, Character st cs, and Methodology) framework to structure 

the rev ew. Content analys s was performed to evaluate the l terature. Accord ng to the study, 

there s an observed dens ty of research on the top c n advanced countr es, part cularly n the 

Un ted States. The study suggests that future research d rect ons n onl ne consumer shopp ng 

behav or should nclude nvest gat ng second-hand products. Add t onally, the need for further 

research on payment methods and onl ne serv ce qual ty n onl ne second-hand shopp ng was 

emphas zed. The study also h ghl ghted the necess ty for more theory-focused research n the 

f eld. 

K  et al. (2024) a med to explore the att tudes, determ nants of purchase, and mot vat ng factors 

for Ch nese consumers engag ng n onl ne second-hand luxury product shopp ng. The study 
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employed a m xed-methods approach to def ne th s phenomenon as consp cuous and 

susta nable consumpt on. Themat c analys s of narrat ves from the Ch nese quest on-and-

answer platform Zh hu was conducted us ng the qual tat ve method. At the same t me, 

quant tat ve data were collected through onl ne surveys from 311 part c pants us ng Qualtr cs 

and Sojump n the quant tat ve method. Harman's s ngle-factor and coll near ty tests were 

appl ed to address common method b as and var ance nflat on. Qual tat ve analys s revealed 

three att tude d mens ons for onl ne second-hand luxury product consumpt on among Ch nese 

consumers: w se, consp cuous, and susta nable consumpt on percept ons. The v tal 

mot vat onal factors d scovered were product features, personal values, and onl ne platform 

features. Add t onally, consumers were found to evaluate the r consumpt on based on rat onal 

cues l ke pr ce and preferred qual ty. Therefore, onl ne second-hand luxury product purchas ng 

was perce ved as ntell gent, allow ng consumers to save money and feel sat sf ed w th the r 

expend tures. Ch nese consumers were nfluenced by product features, personal values, and 

onl ne platform features n the r onl ne second-hand luxury product consumpt on. They also 

perce ved second-hand luxury products as nnovat ve and susta nable cho ces. Income level was 

dent f ed as a moderat ng factor, soften ng the relat onsh p between these att tudes and onl ne 

second-hand luxury product consumpt on and affect ng repurchase ntent on. H gh ncome 

m t gated the mpact of mot vat onal onl ne second-hand luxury product consumpt on. These 

f nd ngs gu de onl ne second-hand luxury product marketers to better engage w th Ch nese 

consumers n the d g tal market. In conclus on, the study presents an ntegrated model for 

mot vat on, att tude, and purchase ntent on n onl ne second-hand luxury product consumpt on. 

5. Background Analys s 

The publ cat ons ncluded n the research are presented n Table 3 w th deta ls such as study 

des gns, methods, countr es, document types, and c tat on counts. Accord ng to th s, there s 

one publ cat on n 2017, two publ cat ons n 2019, two publ cat ons n 2020, two publ cat ons 

n 2021, three publ cat ons n 2022, three publ cat ons n 2023, and one publ cat on for the year 

2024. One publ cat on follows a theoret cal study des gn, f ve follow a qual tat ve des gn, s x 

follow a quant tat ve des gn, and two follow a m xed-methods study des gn. Moreover, var ous 

methods were employed n these publ cat ons, nclud ng L terature Rev ew, B bl ometr c 

Analys s, Cr t cal and Text-Or ented D scourse Analys s, Content Analys s, ch -square and t-

test, mult ple regress on analys s, Correlat on Analys s, Sem -Structured Interv ew, Structural 

Equat on Model ng, Scheffe test, ANOVA tests, and Post-Hoc Analys s, Themat c Analys s, 
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S ngle-Factor Test, and Coll near ty TestAmong these publ cat ons, the Un ted States s the 

most frequently stud ed country, followed by Ch na and Ind a. Out of the total, 12 publ cat ons 

are art cles, and 2 are conference papers. Notably, the work of Turunen & Pöyry (2019) rece ved 

the h ghest number of c tat ons among these publ cat ons. 

Table 3. Class f cat on of Publ cat ons 

Authors Study 
Des gn 

Methods Country Document 
Type 

C tat on 

Cass dy (2017) Theoret cal L terature Rev ew İng ltere Art cle 11 
Zamp er et al. 
(2019) 
 

Qual tat ve Eleşt rel ve Met n Yönel ml  
Söylem Anal z  

Braz l Art cle 12 

Turunen & 
Pöyry (2019) 

Qual tat ve Içer k Anal z  F nland a Art cle 94 

De Ma o & Coste-
Man ère (2020) 

Quant tat ve Anket, k -kare ve t-test  Fransa Proceed ng 
Paper 

3 

Neeratt paramb l & 
Bell  (2020) 

Quant tat ve Anket ve çoklu regresyon 
anal z  

H nd stan Art cle 4 

Arr go (2021) Qual tat ve L terature Rev ew and 
B bl ometr c Analys s 

İtalya Art cle 46 

Q  & Yang (2021) Quant tat ve 
and 
Qual tat ve 

Anket, Içer k Anal z , 
Korelasyon Anal z   

Ç n Proceed ng 
Paper 

1 

Lan & Watk ns 
(2022) 

Qual tat ve Sem -Structured Interv ew V etnam Art cle 3 

Lou et al. (2022) Quant tat ve Anket, Korelasyon ve Çoklu 
Regresyon Anal z   

ABD Art cle 2 

Slaton  & 
Pookulangara 
(2022) 

Quant tat ve Anket ve Structural Equat on 
Model ng 

ABD Art cle 1 

Aycock et al. (2023) Quant tat ve Anket ve Structural Equat on 
Model ng 

ABD Art cle 4 

K m-V ck & Yu 
(2023) 

Quant tat ve Anket, Scheffe, ANOVA 
testler  ve Post-Hoc Anal z  

ABD Art cle 4 

S ngh & Basu 
(2023) 

Qual tat ve İçer k Anal z  H nd stan Art cle 6 

K  et al. (2024) 
 

Quant tat ve 
and 
Qual tat ve 

Anket, Temat k Anal z, Tek 
Faktörlü Test ve 
Eşdoğrusallık Test  

Ç n Art cle 1 

6. Conclus on and Future Research 

The systemat c l terature rev ew delves nto onl ne second-hand luxury shopp ng, explor ng ts 

nuances w th n bus ness, market ng, and consumer behav or. Th s exam nat on sheds l ght on 

the susta nable and access ble character st cs of th s burgeon ng trend. In conclus on, th s 

systemat c l terature rev ew prov des a comprehens ve overv ew of the landscape surround ng 

onl ne second-hand luxury shopp ng. Integrat ng perspect ves from bus ness, market ng, and 

consumer behav or contr butes to the academ c d scourse on the susta nable and access ble 



 

 EMIDWORLD’23 1ST International Congress On Economics Public Finance Business & Social Sciences 

 

09-11 NOVEMBER 2023 KÜTAHYA/TÜRKİYE 652

 

nature of th s evolv ng trend. As bus nesses cont nue to adapt to chang ng consumer preferences, 

the f nd ngs of th s rev ew offer valuable ns ghts for pract t oners and researchers al ke. 

In recent years, the luxury fash on ndustry has s gn f cantly transformed w th the r se of onl ne 

shopp ng, susta nab l ty, and second-hand trends. The systemat c l terature rev ew reveals that 

publ cat ons generally focus on consumer behav ors, bel efs, and purchase ntent ons, 

h ghl ght ng the surge of onl ne second-hand luxury consumpt on. Furthermore, stud es 

emphas ze the role of susta nab l ty and resource eff c ency n onl ne second-hand luxury 

shopp ng. Consumer bel efs such as m n mal sm, env ronmental awareness, and frugal ty 

pos t vely nfluence att tudes and ntent ons toward purchas ng onl ne second-hand luxury 

tems. 

The major ty of stud es prov de ns ghts nto collaborat ve consumpt on n the fash on ndustry. 

The COVID-19 pandem c has also sh fted consumer pr or t es towards brand transparency, 

eth cs, qual ty, and susta nab l ty. In th s context, the l terature d scusses the changes n 

consumer behav or towards second-hand luxury consumpt on due to COVID-19, propos ng 

strateg es for luxury brands to adapt to new market cond t ons. On the other hand, stud es 

underscore the mportance of nteract on des gn eff c ency n onl ne second-hand luxury mob le 

appl cat ons, d scuss ng user exper ence. The l terature also presents models for consumer 

att tudes and determ nants of purchas ng second-hand luxury tems onl ne, ncorporat ng 

mot vat on, att tude, and purchase ntent on. 

The growth of the second-hand luxury market can be l nked to the chang ng att tudes of 

consumers towards own ng used luxury goods. Consumers are mot vated by susta nable 

pract ces, the exc tement of f nd ng un que products, and the asp rat on to access luxury brands 

at affordable pr ces. Buyers of second-hand luxury tems are gu ded by funct onal, 

psycholog cal, emot onal, and symbol c factors. Add t onally, the second-hand luxury market 

s undergo ng a generat onal sh ft, w th M llenn als (Y generat on) and Generat on Z adopt ng 

these products faster, d splay ng a change n consumpt on hab ts w th a pr or ty on susta nab l ty. 

Young consumers pr or t ze un queness n the r second-hand luxury purchases, wh le older 

consumers seek branded and reasonably pr ced second-hand luxury tems. Young consumers' 

mot vat ons and perce ved value s gn f cantly mpact the r w ll ngness to recommend and 

purchase from onl ne second-hand luxury fash on reta lers. 
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Consumers perce ve onl ne second-hand luxury shopp ng as an nnovat ve and susta nable 

consumpt on cho ce nfluenced by product features, personal values, and platform features. 

Therefore, onl ne platforms have been cruc al n prov d ng second-hand luxury tems. However, 

when engag ng n second-hand luxury shopp ng, t s essent al to shop through trustworthy 

platforms, stores, or sellers. Research ng popular second-hand luxury shopp ng platforms or 

stores and check ng references can ensure a secure shopp ng exper ence. Technolog cal 

advancements n ver f cat on methods, deta led product descr pt ons, h gh-qual ty mages, and 

flex ble return pol c es are seen as prom s ng for overcom ng challenges. F nally, another 

cruc al outcome of th s research s the h gh research ntens ty on onl ne second-hand luxury 

shopp ng behav ors n developed countr es. From a bus ness standpo nt, the emergence of 

onl ne second-hand luxury shopp ng has presented new opportun t es and challenges. 

Compan es operat ng n th s space must nav gate the del cate balance between cater ng to 

consumer demands for luxury goods and embrac ng susta nab l ty. The study nvest gates how 

bus nesses strateg cally pos t on themselves to cap tal ze on th s trend wh le cons der ng the 

econom c and env ronmental mpl cat ons. Understand ng the soc o-cultural factors that 

nfluence the authent c ty judgments of marketers n the second-hand luxury market can help 

them engage w th consumers more effect vely, contr but ng to the growth of the ndustry. 

Part cularly, cater ng to the un que style preferences of young consumers n the resale of luxury 

products w ll propel the sector forward. Second-hand luxury tems attract attent on due to 

mot vat ons related to susta nab l ty and cost sav ngs. Therefore, emphas z ng susta nab l ty and 

affordab l ty n the sector can be h ghl ghted even more. 

Accord ng to the l terature rev ew f nd ngs, future research n onl ne second-hand luxury 

consumer shopp ng behav or, espec ally n payment methods and serv ce qual ty, requ res more 

theory-focused nvest gat ons. Onl ne second-hand luxury consumer behav or research has 

predom nantly concentrated on more developed countr es. However, conduct ng these stud es 

n develop ng countr es w ll enr ch the l terature. Add t onally, Generat on Z shows a s gn f cant 

nterest n d g tal sales platforms. The mpact of Generat on Z on ntent ons to purchase second-

hand luxury tems n th s f eld can be analyzed across d fferent onl ne channels. Furthermore, 

there s a grow ng nterest among young consumers n env ronmental mpact, and future 

research focus ng on susta nable collaborat ve consumpt on models s l kely to rece ve attent on 

n the l terature. 
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On the other hand, exam n ng the mot vat ons and att tudes of consumers towards second-hand 

luxury goods n d fferent cultural contexts w ll s gn f cantly enhance the l terature. L terature 

rev ews on second-hand luxury tems emphas ze the need to enhance consumer nteract on 

des gn eff c ency, nd cat ng a gap n th s area. Evaluat ng the user exper ence n second-hand 

luxury mob le appl cat ons w ll f ll a s gn f cant gap n future research. F nally, t s observed 

n the publ cat ons that qual tat ve and quant tat ve stud es are abundant, but a m nor ty of 

m xed-method research comb nes both qual tat ve and quant tat ve methods. Academ cs 

research ng second-hand luxury tems are encouraged to employ m xed-method research 

approaches, comb n ng qual tat ve and quant tat ve methods, to make a more substant al 

contr but on to the l terature n th s f eld. 
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