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A B S T R A C T 

Objective: The objective of the article is to examine the role which environmental concern plays in explaining 
attitude towards second-hand shopping and the intention to go on a second-hand shop visit. 

Research Design & Methods: The Norm Activation Model, including an additional variable – environmental 
concern, was used as the main theoretical framework. The research was conducted in Spain and Poland in 
2019, with data collected among 403 respondents in Spain and 438 in Poland via the CAWI method, which was 
further processed using SEM. 

Findings: The research allowed to indicate that the influence of environmental concern on attitudes (AT) to-
wards second-hand shopping (SHS) is higher in Spain than in Poland, but the ascription of responsibility for 
environmental issues has a low level of impact on AT in both countries. The awareness of the consequences 
has a similar level of influence on AT in both countries and this to a highest degree. 

Implications & Recommendations: Providing products with a second life supports the development of a cir-
cular economy, but this requires positive attitudes of individuals, which may be built to the greatest degree 
by strengthening the ascription of responsibility for the environment. 

Contribution & Value Added: To fill a gap in literature on the subject in the study, it was aimed to develop a 
model explaining the impact of environmental concern on individuals’ attitudes towards second-hand shopping. 
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INTRODUCTION 

Second-hand shopping (SHS) intensively supports a circular economy, the fast development of which 
has been observed due to the increasing threat of climate catastrophe. SHS is defined as buying goods 
which were previously possessed by someone else (Roux & Guiot, 2008). It is an old phenomenon. For 
hundreds of years, people have exchanged, sold, bought and used second-hand products, but this did 
not attract much attention of researchers (Damme & Vermoesen, 2009). The rising power of produc-
tion and producers, as well as new products in general were in focus. For years, second-hand products 
were associated with poverty, people used second-hand products mainly because they could not af-
ford to buy new ones or they experienced a shortage of products, which was characteristic for socialist 
countries (Rulikova, 2019). However, what we have been observing for about 30 years, is the rapid 
growth of used product consumption, also in wealthy countries (Guiot & Roux, 2010). This has also 
gained a lot of interest of researchers in recent years (Abbes, Hallem, & Taga, 2020; Fernando, Siva-
kumaran, & Suganthi, 2018; Herjanto, Scheller-Sampson, & Erickson, 2016; Liang & Xu, 2018; Michno, 
2019; Schallehn, Seuring, Strähle, & Freise, 2019). It is a kind of paradox that people who can afford to 
buy new items prefer to buy used ones. Why do they do that? The motivation is complex but it includes 
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economic factors (on the basis of price orientation, the power of bargaining, as well as critical orienta-
tion); ideological motivation – the need to be unique and nostalgia (Padmavathy, Swapana, & Paul, 
2019), as well as hedonic and recreational motives – treasure hunting (Guiot & Roux, 2010). Ecological 
reasons for buying second-hand products have also been tested, but the results are not clear. Some 
results show that purchasing vintage or second-hand clothing is not directly motivated by ecological 
awareness (Cervellon, Wigley, Carey, & Harms, 2012). But other research provides evidence that the 
perceived sustainability of buying second-hand products positively influences the attitude towards 
buying them (Ek Styvén & Mariani, 2020). What is also important, there is great diversity of environ-
mental reasons or being willing to act sustainably among consumer groups (Clausen, Blättel-Mink, Erd-
mann, & Henseling, 2010). The aim of this article is to examine the role of environmental concern (EC) 
in explaining second-hand shopping and then the intention to visit a second-hand shop. The Norm 
Activation Model was used as the main theoretical framework because environmental behaviour is 
related to people’s values (Poortinga, Steg, & Vlek, 2016; Saleem, Eagle, Yaseen, & Low, 2018). We 
took EC into account by including a separate variable used for measuring general attitudes towards 
environmental issues and by designing two other independent variables derived from NAM: ascription, 
of responsibility as well as consequence awareness within the context of the environment. To the best 
of our knowledge, there have been no studies in which a model has been built and tested that would 
explain the attitude toward second-hand shopping or the intention to make a second-hand shop visit 
using the above mentioned variables.  

Our study was conducted among 842 respondents from two countries, Poland and Spain, which 
strongly differ in terms of environmental concern; in Poland it is rather low, whereas in Spain it may 
be considered one of the highest in Europe (Poortinga et al., 2018). Structural equation modelling was 
implemented to conduct data analysis. The article has the following structure: the concept of environ-
mental concern and its impact on consumer behaviour is first presented; then, second-hand shopping 
both in Poland and in Spain; and – as the last part of literature review – the hypotheses are developed. 
Finally, the method of collecting and processing the data is described, the results discussed and the 
conclusions presented. 

LITERATURE REVIEW 

The notion of concern for the environment and its influence on consumer behaviour 

Environmental concern may be defined as one’s perception and conviction that humans cause danger to 
the natural environment, and at the same time, are paradoxically, willing to protect it (Fransson & 
Gärling, 1999). Researchers apply this term when referring to a myriad environment-related conceptions, 
emotions and knowledge, as well as attitudes, values or behaviours (Bamberg, 2003). This concept en-
tails, inter alia, three aspects: i) the rational awareness of a problem, ii) emotional affection due to a 
problem, and iii) willingness to undertake action in solving a given problem (Franzen & Vogl, 2013).  

Environmental concern may be considered as the awareness of consequences when applying the 
norm activation theory of altruism proposed by Schwartz (1977). Empirical evidence indicates that 
concern for the environment may have major influence on pro-environmental behaviour. From this 
perspective, it seems to induce a sense of responsibility towards action, pushing a norm that is per-
sonal, or moral obligation towards acting in a certain manner (Kumar, Manrai, & Manrai, 2017). Pro-
environmental norms mirror the degree to which an individual experiences some personal obligation 
towards contribution to solving an environment-related issue (Stern, 2000). 

Attitudes concerning environmental issues are dependent on the relative significance that an indi-
vidual places on himself, humankind, as well as the planet as a whole (Klöckner, 2013). According to Stern 
and Dietz (1994), the aforementioned attitudes may be connected to environmental consequences, cat-
egorised as egoistic or social-altruistic, and furthermore, biospheric outcomes concerning to three vari-
ous underlying orientations of values. This value-basis theory could be considered as an extension of the 
Schwartz (1977) norm-activation model of altruism. It would suggest that environmental issues come 
forth due to people becoming conscious of the detrimental effects on something valued by them. 
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It seems interesting to view not only personal differences, but also those at a national level when 
considering environmental concerns, which are strongly linked with wealth of the nation. People re-
siding in richer countries demonstrate greater concern for the environment. Individuals’ environmen-
tal concern is affected by how wealthy a country actually is (Klöckner, 2013). 

Nonetheless, differences from country to country are less defined than those found for individuals 
within a given country. According to Franzen and Vogl (2013), the environmental concern a person ex-
periences is based on socio-demographic factors, i.e. gender, age, annual income and level of education. 
Furthermore, environmental concern is also linked to general trust towards others, affiliation to a party, 
as well as post-material values. Females tend to experience more concern than males. This may have its 
explanation in viewing various social roles. Those younger exhibit higher concern than older individuals, 
probably for the reason that their upbringing was during times of media attention focused on this issue. 
Nevertheless, environmental concern first shows an increasing trend to then decrease along with the 
aging process. Income level is further connected with environmental concern. Along with an increase in 
income, the higher the level of concern for environmental problems. Two facts allow us to find an expla-
nation for this phenomenon. First of all, the affluent do not consider economic problems to be a concern. 
Thus, they may move on to other queries. Secondly, those with higher material status, as a rule, are more 
consumption-oriented, purchasing private goods and having a higher demand for public goods. Their 
willingness to pay the price for better-quality public goods is higher. Finally, education level is directly 
linked to environmental concern (Zsóka, Szerényi, Széchy, & Kocsis, 2013). If one’s knowledge regarding 
environmental problems is higher, their concern for these issues is analogously greater.  

Moreover, the orientation of values also regards environmental concerns. This may be explained 
by viewing the post-materialism hypothesis proposed by Inglehart (Inglehart, 1997). This theory indi-
cates that when faced with changes, a society tends to develop economic-wise, while an economic 
crisis causes further generations to have higher materialistic values (i.e. economic growth, stability of 
prices). Generations that grow up in the conditions of economic prosperity demonstrate stronger post-
material values (freedom as well as self-realisation). Post-material values have a positive connection 
with concerns for the environment for economic prosperity is not a matter to be solved. 
Environmental concern turns into environmental behaviour when people make the decision to act. 
There are several types of pro-environmental behaviours. Determinants of action and their influence 
are varied. One group of environment-related behaviours is linked with the concept of frugality (re-
duction of use, recycling, re-using objects) (Fujii, 2006). In this sense, second-hand buying could be 
considered as an environmental behaviour related to the concern about the limited availability of nat-
ural resources. An attitude that is frugal is connected with cooperative behaviour in dilemmas regard-
ing resources or behaviours concerning their conservation (Wilke, 1991). This requires motivation to 
save these resources, the concept of “efficiency”, as well as strong confidence placed in others. The 
other side of second-hand buying is linked to the fact that some people that buy and use second-hand 
products may do so simply because they do not have the money to afford to buy new ones. This could 
be in connection with the egoistic outcomes pointed to by Stern, Dietz, and Kalof (1993) as frugal be-
haviour can be explained because of monetary cost savings. 

The history of selling used products is quite long. Before the industrial revolution, when the supply 
of goods was not sufficiently large, all groups of people used to buy second-hand products, including 
even those affluent. Mass production caused a huge increase in supply, thus access to the offer of new 
products became much easier. The charity shops organised in Britain were very likely the first outlets 
oriented towards the sale of used products (Borusiak & Kucharska, 2019). 

Second-hand shopping in Poland 

In Poland people have used second-hand goods for years, but they did not buy them. They were distrib-
uted among family members or neighbours. The first shops with second-hand products appeared in Po-
land in the 60s of the 20th century and they offered products imported from Western Europe. They op-
erated as commission stores, so goods were purchased from individuals who obtained them in the form 
of private imports. Products sold in those shops were recognised as high-quality, unique, desirable and 
quite expensive (Berlińska, 2008). But at the beginning of the 1990s, a new type of shop appeared – 
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offering used products (mainly clothes) imported on a huge scale from Western Europe. The products 
were very cheap (they were sold by weight) and very poorly presented. At the same time, Poland started 
to undergo an economic transformation which, at first, resulted in a high level of unemployment. People 
shopped at second-hand stores because buying new clothes and other products was not within their 
economic reach, thus buying used products was associated with economic necessity and low material 
status. Due to the results of research conducted in Poland in 2019, subjective norms (injunctive) regard-
ing second-hand shopping were negatively related to second-hand product purchase intention. This 
means that bad associations with SHS still exist and second-hand shopping is not a desired behaviour. 
But what is also very important, the results of the same study show that personal norms regarding sec-
ond-hand products are positively related to SHS intentions (Borusiak, Szymkowiak, Horska, Raszka, & 
Żelichowska, 2020). It is hard to assess the size of the used products market in general. It consists of two 
main segments: cars and fashion. Buying used cars in Poland is regarded to be smart shopping (due to 
the significant price drop of a new car even after short usage), although automobiles are not actually sold 
in second-hand shops. The number of shops in Poland was estimated at over 30 000 entities in 2015 (and 
still growing), mainly selling clothes. Approximately half of Polish society visits them, mainly for economic 
reasons and due to economic motivation (Rybowska, 2017). 

Second-hand shopping in Spain 

There are not many studies concerning second-hand buying in Spain. Traditionally, Spanish people 
have bought and used second-hand products for generations. This behaviour was linked to scarcity 
and poverty. Nowadays, two additional orientations are related to second-hand buying: fashion and 
sustainability. It can be said that it is more probable that consumers who are materialistic and envi-
ronmentally-friendly will support the latter than those who are not. According to Mercado Nacional 
de los Mercados y la Competencia (MNMC) (2019), in 2018, 32% of second-hand buying was books 
and music, electronics totalled 14% (smartphones, ipads, etc.), 13% clothes and shoes, 11% was dedi-
cated to furniture. The rest included sports (7%), cars (6%) and bicycles (6%). Furthermore, the value 
of second-hand buying through e-commerce in Spain grew from almost 20 million Euros in 2014 to 
almost 36 million Euros in 2017 (MNMC, 2019). This illustrates that it is a growing sector for some types 
of products, especially those related to an old-fashioned image. 

In general, it is not clear how much second-hand buying is due to sustainability concern, to fashion 
or financial reasons in Spain. However, according to the Second Hand Effect report (2016), CO2 emis-
sions in Spain decreased in 2016 by more than 700 000 tons thanks to the used products market de-
velopment. Among all the categories presented in the report, the so-called “vehicle” sales supported 
gas emission reduction the most - by 0.6 million tons. This reduction in the emission of carbon is equiv-
alent to eliminating the negative results of all the traffic that a city like Madrid generates in almost 
three months or the production of almost three million sofas. Regarding savings generated in other 
categories, 65 000 tons stand out in the “home” sector or the 60 000 in "electronics". They are followed 
by such categories as “children and babies” (13 072) and “leisure and sports” (13 702).  

Hypotheses development 

As mentioned above, the Norm Activation Model (NAM) was applied as the main theoretical frame-
work. The NAM is widely used for explaining the motives of altruistic, pro-social behaviour which ben-
efits other people (Bamberg, 2012; Saleem et al., 2018; Schwartz, 1977). Pro-environmental behaviour 
is regarded to be a special case of pro-social behaviour. According to the NAM, a person’s pro-social 
and pro-environmental personal norms, intentions as well as behaviours can be explained by two main 
variables or constructs: awareness of consequences (AOC) and ascription of responsibility (AOR). Being 
aware of consequences suggests whether a person is aware of any negative consequences that may 
be experienced by others or for those things an individual values when not acting in a pro-social man-
ner. Ascribing responsibility is described by feelings of responsibility for negative consequences of not 
being pro-social. They influence pro-social behaviour with a personal norm as a mediator (De Groot & 
Steg, 2009). In the current study, AOC is related to the consequences of second-hand shopping for the 
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environment. According to the objective of this study, the awareness of consequences may be consid-
ered an important element predicting the attitude towards second-hand shopping (SHS) on the envi-
ronment, which enables us to formulate the first hypothesis as follows: 

H1: Being aware of the consequences (AOC) related to second-hand shopping on the environ-
ment has a positive correlation with the attitude towards second-hand shopping (AT) both 
in Poland (H1a) and in Spain (H1b). 

The second variable –ascription of responsibility in this study is also related to environmental is-
sues, thus, our second hypothesis was erected as the following: 

H2: Ascribing responsibility for environmental concerns (AOR) has a positive correlation with the 
attitude towards second-hand shopping (AT), both in Poland (H2a) and in Spain (H2b). 

As the main focus of this research is connected with environmental concerns, we included that 
variable into the research model and formulated the following hypothesis: 

H3: Environmental concern (EC) is positively related to the attitude towards second-hand shop-
ping (AT), both in Poland (H3a) and in Spain (H3b). 

The final hypothesis is based on the assumption derived from the Theory of Planned Behaviour, 
stating that individual behaviour can be predicted, inter alia, by a certain attitude towards a given 
behaviour (Ajzen, 1991). This enables formulation of the hypothesis number four as: 

H4: Attitudes towards (AT) thrift shopping have a positive correlation with intention of visiting 
a second-hand shop (ITV), both in Poland (H4a) and in Spain (H4b). 

The proposed research framework is presented in Figure 1. 
 

 

Figure 1. Research framework 

Source: own elaboration. 

RESEARCH METHODOLOGY 

The study both in Poland and Spain was conducted using a self-administered questionnaire. It con-
tained questions concerning five constructs (variables); attitude towards second-hand shopping (AT), 
environmental concern (EC), ascription of responsibility for environmental issues (AOR), being aware 
of the consequences of a SHS for the environment (AOC), intending to make a visit to a second-hand 
shop (ITV). The respondents provided their comments on the 1-7-point Likert scale 7 (1 – meaning “I 
strongly disagree” to 7 – denoting “I strongly agree”). The list of items used in the questionnaire is 
presented in Table 1. Participants were recruited from among undergraduate and graduate students 
of various fields. Participation in the study was voluntary, and participants did not receive any remu-
neration in Spain (Alicante, Seville, Valencia and Madrid) or in Poland (Poznań, Wrocław, Kraków). Ad-
ditionally, the authors applied snowball sampling in order to increase the sample size. In total, 841 
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fully-completed surveys were collected between January and November 2019, including 438 from Po-
land and 403 from Spain. The number of participants in both groups is statistically equal to Chi2 (1) = 
1.38, p = 0.24. In the case of Polish respondents, the average age was 24.24 (SD = 6.24, min = 17, max 
= 68). The study involved 327 women (75.68%) and 111 men (25.34%). The average age in the Spanish 
group was 22.44 (SD = 2.56) and 329 were women (81.63%). 

Table 1. Constructs and items applied in the research 

Construct Item Source 

Attitude towards sec-
ond-hand shopping 
(AT) 

AT1. I am satisfied when I buy used products. (Joshi & Rahman, 
2017; Maichum, Pari-
chatnon, & Peng, 
2016) 

AT2. I think buying a used product is beneficial. 

AT3. I think buying a used product is a good idea. 

Environmental con-
cern  
(EC) 

EC1. I have great concern for the state of the environment in 
the world. 

(Maichum et al., 2016) 

EC2. I feel readiness to reduce my consumption to play my 
part in protecting the environment. 

EC3. Major social changes are needed to protect the environ-
ment. 

Ascription of responsi-
bility for environmen-
tal issues (AOR) 

AOR1. All customers need to take on responsibility for envi-
ronmental problems that are caused by industry. 

(Shin, Im, Jung, & 
Severt, 2018) 

AOR2. I think that every customer is partly responsible for 
the environmental deteriorations caused by industry. 

Awareness of conse-
quences of SHS  
for the environment  
(AOC) 

AOC1. In my opinion, second-hand shopping may help de-
crease the pace of exhausting natural resources. 

(Shin et al., 2018) 

AOC2. It is plausible that the second-hand may influence the 
environment. 

AOC3. The second-hand sector may have effects on climate 
changes. 

Intention to go to  
a second-hand store  
(ITV) 

ITV1. I am planning to visit a second-hand shop (brick & mor-
tar or e-commerce). 

(Shin et al., 2018) 

Source: own study. 

This study was carried out in two stages, as in the proposal by Anderson and Gerbing (1988), indi-
cating to conduct a separate analysis of validity and reliability of the constructs, as well as to test the 
hypotheses on the basis of the assumed research model applying structural equation modelling. This 
made it possible to estimate multiple regression equations conceptualised in the model implementing 
latent variables (Hair, Black, Babin, & Anderson, 2009). The R programming environment plus Lavaan, 
Psych and semTools suites were utilised in our analysis. 

RESULTS AND DISCUSSION 

Confirmatory analysis was conducted to assess the measurement model reliability and validity (Table 
2). CFA results, taking a division into two groups into account, suggest compliance with the values 
proposed by Hair et al. (2012) (χ2 = 198.92; CFI = 0.98; TLI = 0.97; GFI = 0.96; IFI = 0.98; χ2/df = 2.84; 
p<0.00, as well as RMSEA = 0.06).  

All items of factor loading were above the level of 0.71, exceeding the recommended value of 0.6 
(Chin, Gopal, & Salisbury, 1997). Furthermore, in order to conduct measurements of scale reliability, 
internal consistency was assessed applying Cronbach’s α (Hair et al., 2012; Jarvis et al., 2003). The 
values obtained for Cronbach’s α were within the range of 0.85 to 0.93 in the Polish group, and from 
0.71 to 0.87 in the Spanish group, demonstrating good and very good consistency, as suggested in the 
work by Hair et al. (2012). To measure convergent and discriminant validity, two parameters were 
applied, that is Composite Reliability (CR) and Average Variance Extracted (AVE) were applied in addi-
tion to standardised factor loading. The AVE values came between 0.52-0.82, giving a total of 0.68, 
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exceeding the acceptable threshold of 0.5, as proposed by Hair et al. (2009). The CR values also sur-
passed the acceptable limit equalling 0.6, the values within the range of 0.77 to 0.94, totalling 0.96. 
The values obtained exceed the recommended values across both sets of data, indicating internal con-
sistency of variables (Bagozzi & Yi, 1988). The AVE square root was also greater than the correlation 
between all of the constructs, which further suggests a good level of adequacy (Table 3). On the basis 
of the results presented above, it may be assumed that the presented conceptual model represents 
good validity, both being convergent and discriminant, as well as reliable. 

Table 2. Confirmatory factor analysis 

Country Construct Item Loading p-value Cronbach’s α CR AVE 

Poland AOC AOC1 0.903 *** 0.93 0.93 0.82 

  AOC2 0.939 ***    

  AOC3 0.884 ***    

 AOR AOR2 0.917 *** 0.92 0.92 0.85 

  AOR3 0.931 ***    

 AT AT4 0.898 *** 0.93 0.88 0.77 

  AT5 0.856 ***    

  AT6 0.868 ***    

 EC EC1 0.84 *** 0.85 0.86 0.75 

  EC2 0.886 ***    

 ITV ITV1 1 ***    

Spain  AOC AOC1 0.891 *** 0.77 0.76 0.52 

  AOC2 0.599 ***    

  AOC3 0.714 ***    

 AOR AOR2 0.918 *** 0.87 0.88 0.78 

  AOR3 0.845 ***    

 AT AT4 0.747 *** 0.87 0.82 0.64 

  AT5 0.808 ***    

  AT6 0.858 ***    

 EC EC1 0.765 *** 0.71 0.71 0.55 

  EC2 0.719 ***    

 ITV ITV1 1 ***    

Note: α – Cronbach’s α, CR – Composite Reliability, AVE – Average Variance Extracted, *** ≤ 0.001 
Source: own calculations. 

Table 3. Correlations between constructs 

Group AOC AOR AT EC ITV 

PL 0.91 
    

 0.63 0.92 
   

 0.60 0.50 0.88 
  

 0.51 0.53 0.46 0.87 
 

 0.49 0.46 0.64 0.42 NAx 

ES 0.72 
    

 0.39 0.88 
   

 0.64 0.41 0.80 
  

 0.43 0.38 0.53 0.74 
 

 0.30 0.12 0.38 0.36 NAx 
Note: values distinguished in bold represent the AVEsquare root x = Construct was measured using one item 
Source: own calculations. 

Empirical analysis applying the assumed theoretical model allowed to reveal a good fit (χ2 = 182.92; 
CFI = 0.98; TLI = 0.97; GFI = 0.96; IFI = 0.98; χ2/df = 2.47; RMSEA = 0.06), which may also be imple-
mented in the assessment of influence on attitudes towards second-hand shopping and the intention 
to go to a second-hand shop via evaluation of the structural model with regard to size and significance 
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of path coefficients as well as R². All analysed path-coefficients in both groups were statistically signif-
icant and exceeded the 0.10 benchmark (Hair et al., 2012) – see Table 4. The results allow to suggest 
that AT formation via the following three components: AOC, AOR and EC, has positive and direct influ-
ence on ITV both in Poland and in Spain. Consequently, the results support all the hypotheses formu-
lated in this study. This variance, which is explained via the model in the Polish group, was 48% for ITV 
and 49% for AT, while in the case of the Spanish data, R2 was 17% and 58%, respectively. 

Table 4. Effects between factors 

Group 
Endogenous 

variable 

Exogenous 

variable 
Beta B SE p-value Hypothesis 

PL AT AOC 0.43 0.60 0.08 *** H1a: supported 

ES AT AOC 0.49 0.75 0.11 *** H1b: supported 

PL AT AOR 0.16 0.22 0.08 ** H2a: supported 

ES AT AOR 0.10 0.16 0.08 * H2b: supported 

PL AT EC 0.22 0.31 0.08 *** H3a: supported 

ES AT EC 0.35 0.54 0.11 *** H3b: supported 

PL ITV AT 0.69 0.68 0.05 *** H4a: supported 

ES ITV AT 0.41 0.29 0.04 *** H4b: supported 
Note: * = <.05, ** = <.01, *** = <.001 
Source: own calculations. 

The differences are evident: in Spain, the influence of environmental concerns on the attitude 
towards second-hand shopping is much higher than in Poland. The influence of the other two varia-
bles on the attitude is similar in Spain and in Poland. But what is also interesting, the influence of 
attitudes towards second-hand shopping on individuals’ intentions to go to a second-hand store is 
higher in Poland than in Spain. 

The objective of the study was to analyse the role played by environmental concern in explaining 
the attitude towards second-hand shopping and the intention to go to a thrift shop. The Norm Activa-
tion Model, including an additional variable – environmental concern – is used as a theoretical frame-
work. This model explains motivation for altruistic behaviour which benefits other people. The re-
search was conducted in Poland and Spain. These two countries demonstrate vast differences regard-
ing environmental concern. Spain shows one of the greatest environmental concern levels, but Poland 
is rated with its low level (Poortinga et al., 2018). 

The study was based on four hypotheses. The first three hypotheses look at factors that create peo-
ple’s attitudes. These are the awareness of the consequences of second-hand shopping for the environ-
ment (AOC), ascription of being responsible for environmental issues (AOR), and concern for it (EC); 
which have a positive correlation with the attitude towards shopping at second-hand stores (AT). The 
last hypothesis relates to how attitude becomes behaviour (Theory of Planned Behaviour); the attitude 
towards second-hand shopping (AT) has a positive connection with the intention to go to a second-hand 
shop (ITV). The results confirmed all the hypotheses formulated in the current study. Therefore, it can be 
said that awareness can create attitude, and attitude can lead to action. However, the reasons for this 
action can be different. That is to say, people can be aware that their actions have an effect but the 
reasons for their actions may not necessarily be related to this awareness. In such a sense, there are 
differences between Spanish and Polish attitudes and behaviours. These results reveal two facts: 

− the effects of environmental concern on attitudes towards second-hand shopping are greater in Spain, 

− the influence of the attitude towards second-hand shopping is higher in Poland. 

The variance that can explained by this model in the Polish group was 48% for ITV and 49% for AT, 
in the case of the Spanish dataset, R2 was 17% and 58%, respectively. This result is in coherence with 
the findings obtained by Poortinga et al. (2018): 95.7% of Spanish people agree with the sentence that 
climate change is at least in part due to the activities undertaken by humans (89% in Poland). These 
differences may be explained by the socio-economic differences between these two countries. En-
gagement in climate change seems to be weaker (with exceptions) in Central and Eastern Europe. This 
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could be seen as a lasting confidence in the generation of fossil-based electricity, however, it is also 
the economic state and the pace of transformation among society that is experienced in this field 
(Balžekiene & Telešiene, 2017). People living in wealthier countries tend to show higher environmental 
concern (Klöckner, 2013), but this environmental concern does not necessarily imply that people take 
all actions positively influencing the environment. In fact, differences that are individual within a coun-
try seem to be more strongly defined than those found among various countries (Franzen & Vogl, 
2013). In this sense, according to Poortinga et al. (2018), the opinion that the impact of climate change 
will be bad (that could be understood as an environmental concern) is supported by 87.9% in Spain 
(which is the highest number among all countries), but only by 66.3% in Belgium, 67.2% in Finland, 
71.0% in Norway and 77.4% in Germany. All these countries are wealthier than Spain. This opinion is 
shared by 70.4% of Polish people. Furthermore, there may be a link with location, the more to the 
south of Europe, the higher the environmental concern as these areas may be more exposed to climate 
change effects. However, this idea is in contradiction to the fact that fossil fuel taxes appear to have 
more popularity in given Western European countries (Nordic), with a majority only in Sweden and 
Finland. The tax has the least popularity in Poland and Russia, while being relatively unpopular in the 
remaining East European and some South European countries, i.e. Spain and Portugal (Poortinga et al., 
2018). It may be stated that Spanish people are aware of climate change effects but are not willing to 
pay for avoiding them. This could also explain second-hand buying in Spain. 

The complexity of the reasons for second-hand buying is also demonstrated by the fact that the 
awareness of the consequence of second-hand shopping for the environment (AOC) and ascription of 
responsibility towards environmental issues (AOR) have similar influence in both countries. 

CONCLUSIONS 

In order to understand second-hand buying habits, it must be taken into account that second-hand 
product purchase is a clear, sustainable behaviour, but can also be related to fashion-oriented actions 
or nostalgia (Padmavathy, Swapana, & Paul, 2019). In many countries (also in Poland and Spain), SHS 
is also reinforced by the growth of on-line second-hand shopping (MNMC, 2019). Furthermore, an-
other motivation for buying second-hand goods can be poor personal financial situation (Rulikova, 
2019) and/or frugality, or the opportunity to buy a product of fairly good quality for a low price (Raszka 
& Borusiak, 2020). It seems clear that there is no easy explanation. As pointed out by Poortinga et al., 
(2018), Europeans, on average, seem to express more concern about energy costs than about climate 
change; one of the most greatly effective policies being reduction of carbon emission, increasing taxes 
on fossil fuels, which are considered far less favourable than other policies presented in the study. So, 
it could be said that people in both countries know the importance of their actions for the environment 
and that they are aware that second-hand shopping has a positive effect on the environment, but the 
main reasons for purchasing second-hand items are different in each country. This is also reinforced 
by differences in explained variances. Furthermore, some of the reasons for second-hand buying are 
not necessarily linked to environmental concern. 

The current research could enable politicians and managers to be aware of how people understand 
environmental concern and link this concept to their own consumption behaviours, i.e. the attitude 
towards second-hand shopping. Effective communication campaigns promoting used-product pur-
chases should implement environmental concern as an argument encouraging people to embrace sec-
ond-hand shopping. These campaigns could contain presentations of the consequences of business 
models like fast fashion and build consumer responsibility towards the environment. 

There are several limitations of the current study. The first is connected with the size and structure 
of the sample. The sample is not representative as respondents were mainly young; the average 
age among Polish respondents was 24.24 (SD = 6.24) and among those Spanish, 22.44 (SD = 2.56); 
while women made up the majority of the sample. This could bias the results, as it is known that young 
people and women are more environmentally concerned. Another limitation is the method of data 
collection: the applied technique of self-reporting may cause the results to be biased because of the 
effects of social desirability. Also important seems the fact that no specific products were considered 
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in the current research trial, and it is possible that the meaning of environmental concern on attitudes 
towards second-hand purchases depends on the type of product or even the retail format where it is 
sold (for example, it may be more favourable on second-hand online platforms). 

In future research, it would be interesting to find out the determinants of attitudes towards sec-
ond-hand purchases other than environmental concern, both in Poland and Spain, and to examine the 
strength of their impact on these attitudes. In further studies, the influence of environmental concern, 
responsibility ascription as well as consciousness of outcomes on attitudes towards second-hand pur-
chase in other countries could also be considered in order to verify Inglehart’s post-materialism hy-
pothesis. Future research could be devoted to the influence of concern for the environment on inten-
tion to behave in an eco-friendly fashion, especially those which are connected with a willingness to 
accept making economic sacrifices in order to ensure proper protection of the environment. 
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