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Abstract 

The concept of second-hand shopping, which refers to reusing a garment, electronic device furniture, or any 

product previously worn or purchased by someone else but not used, is considered a significant phenomenon in 

today's social marketing environment, where discussions about carbon footprint take place, potentially altering 

shopping habits. This study investigated the motivations behind consumers' preferences for online second-hand 

shopping. The research population consisted of university students studying in the central district of Konya. The 

sample consists of students who had previously had online second-hand shopping experience from this population. 

The research addresses the limited explanations in the literature regarding this consumer behavior and also aims 

to assess the validity and reliability of Padmavathy et al.'s (2019) scale, translated into Turkish. Data were 

collected from 399 participants through an ethically approved online survey and analysis was performed using 

SPSS 25.0. software package. A total of 399 students were surveyed on a voluntary basis using convenience 

sampling. The findings indicate that online second-hand shopping is particularly prevalent among university 

students. The key factors that drive students to repurchase from such platforms include convenience, ease of use, 

price orientation, and bargaining power. This study is significant as it highlights the importance of social 

marketing practices. 

Keywords: Second-hand shopping, online second-hand shopping, consumer experience, circular fashion, personal 

carbon footprint 

Öz 

İkinci el alışveriş kavramı, daha önce başkası tarafından giyilmiş veya satın alınmış ancak kullanılmamış bir 

giysi, elektronik cihaz, mobilya veya herhangi bir ürünün yeniden kullanılması anlamına gelir ve karbon ayak izi 

tartışmalarının yapıldığı günümüz sosyal pazarlama ortamında alışveriş alışkanlıklarını potansiyel olarak 

değiştirebilecek önemli bir fenomen olarak kabul edilmektedir. Bu çalışma, tüketicilerin çevrimiçi ikinci el 

alışveriş tercihlerinin arkasındaki motivasyonları araştırmaktadır. Araştırmanın evreni, Konya’nın merkez 

ilçelerinde öğrenim gören üniversite öğrencilerinden oluşmaktadır. Örneklem, bu evrenden çevrimiçi ikinci el 

alışveriş deneyimi olan öğrencileri içermektedir. Araştırma, bu tüketici davranışıyla ilgili literatürdeki sınırlı 

açıklamaları ele almakta ve Padmavathy ve ark. (2019) tarafından geliştirilen ölçeğin Türkçeye çevrildikten 

sonra 

______________________________

1 Bu çalışma 23-25 Ağustos 2024 tarihinde "8th International Conference On Applied Economics And Business 
(ICAEB2024)" konferansında sunulan ve bildiriler kitabında yayınlanmayan "Consumer Motivation In The 
Online Second-Hand Shopping Experience" başlıklı özet bildiriden hazırlanmıştır.
Önerilen Atıf /Suggested Citation 

Akgün, V.Ö. & Mezde, A., 2024, The Impact of Consumer Motivation on Repurchase in Online Second-Hand 

Shopping Experience: An Application on Aimed at Measuring University Student Tendencies, Üçüncü Sektör 
Sosyal Ekonomi Dergisi, 59(4), 2643-2666. 

http://dx.doi.org/10.15659/3.sektor-sosyal-ekonomi.24.11.2555
mailto:ozlemakgun@selcuk.edu.tr
https://orcid.org/0000-0002-0597-7318
mailto:aycammezde@gmail.com
https://orcid.org/0000-0001-7472-4157


Akgün, V.Ö. – Mezde, A., 2643-2666 

2644 

geçerlilik ve güvenilirliğini değerlendirmeyi amaçlamaktadır. Veriler, 399 katılımcıdan, etik onay alınmış 

çevrimiçi anket yoluyla toplanmış ve doğrulayıcı faktör analizi SPSS 25.0 yazılım paketi kullanılarak 

gerçekleştirilmiştir. 399 öğrenciye, kolayda örnekleme yöntemiyle gönüllük esasına dayalı anket yapılmıştır. 

Bulgular, çevrimiçi ikinci el alışverişin özellikle üniversite öğrencileri arasında yaygın olduğunu göstermektedir. 

Bu öğrencilerin bu tür platformlardan tekrar alışveriş yapmalarını tetikleyen temel faktörler arasında kullanım 

kolaylığı, fiyat odaklılık ve pazarlık gücü yer almaktadır. Bu çalışma, sosyal pazarlama uygulamalarının önemini 

vurgulaması bakımından önemlidir. 

Anahtar kelimeler: İkinci el alışveriş, çevrimiçi ikinci el alışveriş, tüketici deneyimi, döngüsel moda, kişisel 

karbon ayak izi 

1.Introduction

Digital transformation is one of the most discussed concepts of our time, and it is also a significant 

phenomenon that fundamentally changes daily life and consumer experience. In recent years, online 

shopping has increasingly gained popularity in Turkish society, just as it is around the world. The 

continuous evolution of the internet and the ongoing pace of technological innovations, along with 

factors such as the comprehensive integration of e-commerce into people's daily lives, are also having a 

significant impact on the second-hand product market. Especially during the Covid-19 pandemic, this 

type of shopping method has become a more preferred model compared to physical shopping. The 

dynamic structure of the market has lead to the emergence of new-generation shopping methods every 

day. Online shopping sites that sell second-hand products are also being shaped by new market 

conditions, just like in other sectors. Therefore, it is stated that changes in the market and consumer 

behavior have also affected the online second-hand market.  

Social views on sustainability and minimalism are significant factors driving the trend of online second-

hand shopping, encouraging people to reduce waste by reusing and repurposing products. 

(Gopalakrishnan & Matthews, 2020). As customers place higher value on platforms that facilitate 

product recycling and promote the circular economy, these changing attitudes align with environmental 

concerns. The landscape of the second-hand market is changing due to the increasing demand for 

sustainable online shopping options, forcing e-commerce companies to differentiate the products they 

offer. In conclusion, the market's adaptation to digital transformation and changing customer sentiments 

is driving the growth of niche online marketplaces for second-hand products and this trend is expected 

to accelerate in the coming years (Statista, 2022). 

Every year, a noticeable increase in the number of internet users is observed. As a natural consequence 

of this increase, a rise in the tendency to shop online is also expected. Thanks to the continuous 

improvements in security, payment, and delivery processes, the proportion of consumers preferring 

online platforms is increasing day by day. In this context, it has been observed that there is a noticeable 

increase in the number of consumers purchasing second-hand products, parallel to the rise in the number 

of online consumers. The global online second-hand shopping volume reached 11 billion dollars in 2012, 

increased to 22 billion dollars in 2019, and amounted to 33.03 billion dollars in 2020. For the year 2024, 

this figure is expected to exceed 64 billion dollars (Şen, 2021, p.2).   

The increase in demand for online second-hand shopping and its growing popularity in today's dynamic 

market environment raises curiosity about the shopping motivations of consumers who choose this 

method of shopping. Online shopping offers consumers various advantages such as financial savings, 

labor efficiency, time management, and personalization. This research focuses on how the benefits 

provided by the internet influence second-hand shopping motivations and their effects on repurchase 

intentions. The study aims to evaluate the motivations of university students for online second-hand 

shopping and their impact on purchase intentions. It is structured into seven sections: introduction, 

conceptual framework, methodology, findings, and discussion.The introduction provides an overview 

of the study, emphasizing the increasing digitalization and the growth of second-hand shopping, which 

underlines the need to understand consumer behavior in this area. The conceptual framework reviews 

national and international literature, examines key approaches and models related to second-hand 

shopping, online platforms, seller reliability, and consumers' risk assessments.The methodology section 

outlines the research design, including data collection, measurement tools, sample selection, and 
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analytical methods. In the findings section, results from the data analysis are presented, offering a 

detailed interpretation of survey and content analysis outcomes. The conclusion and discussion evaluates 

the practical implications of the findings, offering recommendations based on the research results and 

proposing directions for future studies. Finally, the limitations and further research section was included. 

The limitations were specified, and recommendations for future research were provided. 

2. Conceptual Structure 

2.1. Concepts of Second-Hand Shopping and Online Second-Hand Shopping 

Second-Hand Shoping 

Although second-hand shopping has a long history, it has recently gained more popularity and is 

becoming increasingly preferred by consumers. The French term "d'occasion," meaning second-hand, 

is derived from the Latin word "occasio," which refers to an opportunity or favorable deal for the 

consumer. Since second-hand products have been previously owned, they are often more affordable, 

making them attractive to consumers as "bargains," where the current buyer is not the "primary owner" 

(Roux and Guiot 2008, p.65). Second-hand shopping involves purchasing items that were previously 

owned by others (Roux and Guiot 2008, p.66-67; Habib and Sarwar 2021, p.131). It can also encompass 

the sale, rental, or shared use of items that are unused or no longer usable by the original owner, thus 

fitting within the broader sharing economy. This form of commerce helps individuals meet their needs 

while fostering a market that is sustainable in economic, environmental, and social dimensions (Phipps 

et al.,2013, p.1227-1234). Consumers' reasons for opting for second-hand products vary, often related 

to perceived qualities, brand reputation, cultural values, functional benefits, or economic advantages 

(Turunen and Pöyry 2019, p.549-556). Research indicates that factors such as quality, design, 

originality, and innovation play significant roles in second-hand purchasing decisions beyond just price. 

The appeal of second-hand markets lies in the variety and abundance of goods, opportunities for 

haggling, and social interaction. Furthermore, the ability to negotiate prices adds excitement to the 

shopping experience, allowing consumers to buy desired products at reasonable prices (Kılıç, 2020, 

p.1020-1021). 

In the past, individuals who purchased second-hand products and wore second-hand clothes were 

characterized as having a lower income level (Weinstein, 2014, p.10-11). However, by the 1960s, this 

perception had begun to change. The demand of young people for these products has begun to be 

embraced by society, and during this period, shops selling second-hand products have also opened. 

These shops provide low-income individuals with the opportunity to obtain the products they need at 

more affordable prices. Additionally, the repair and resale of unused or outdated products in these shops 

have also been conducted (Yıldırım, 2011, p.38). The 2000s were characterized as a period of significant 

change and revitalization in second-hand shopping. Consumers began to change their behavior 

following the global financial crisis of 2008, showing increased interest in sustainability and turning to 

second-hand shopping as an alternative to traditional shopping methods. In today's marketing 

environment, second-hand shopping is no longer characterized solely as a behavior aimed at low-income 

groups; instead, it is regarded as a trend embraced by many (Herjanto et al., 2016, p.1-15). 

Online Second-Hand Shoping 

Online shopping, which refers to the act of purchasing goods or services through the Internet, involves 

buying goods from online platforms. This type of shopping behavior is sometimes referred to as "online 

purchasing behavior."  This behavior resembles traditional shopping habits in some aspects, but differs 

in others (Şeker, 2020, p.12-13): (a) In traditional shopping, sales representatives assist customers, 

whereas in online shopping, there are options such as product descriptions, information pages, gift 

options, search functions and email and phone support services. (b) In traditional shopping, sales 

promotions are offered, whereas in online shopping, special discounts, online games, links and other 

engaging sites are presented to consumers. (c) In traditional shopping, the store window display and 

atmosphere stand out, whereas in online shopping, the homepage layout, store organization, user 

interface, and graphic quality gain more importance. (d) In traditional shopping, store layout is of great 

importance, whereas in online shopping, screen depth, browsing and search functions, indexes, and 

visual mappings attract more attention. In traditional shopping, the location of the store, the number of 

stores, sales points, and branches are of critical importance, whereas in online shopping, a specific 

number of online retail connections becomes more decisive.  (f) In traditional shopping, payment is 
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usually made through the cashier, whereas in online shopping, the transaction is completed through the 

online shopping cart or order form. (g) While traditional shopping allows for the examination and tactile 

experience of products, online shopping limits the inspection and evaluation of products to image quality 

and reviews.  

In typical online shopping, potential customers turn to the internet when they need a product or service 

and research the relevant goods or services. During the search for other alternatives related to the goods 

or services they are looking for, potential consumers come across various options. Potential customers 

evaluate alternatives and choose the option most suitable for them. After the payment process is 

completed, other services, such as supply services and customer services are provided by the seller (Li 

and Zhang 2002, p.508). Online second-hand shopping, characterized by consumer-to-consumer 

marketing, is an e-commerce model in which individuals buy and sell products directly to one another. 

This model has gained substantial popularity in recent years, especially during the COVID-19 pandemic, 

which heightened the demand for online platforms as people sought to dispose of unused items and 

capitalize on the convenience of internet usage (Yasatekin and Polat 2021, p.79). With the rise in 

individual internet access, the "online second-hand market" has emerged, and platforms facilitating this 

type of commerce have become increasingly popular (Telli et al., 2021, p.11-12). These platforms 

function as virtual marketplaces, where consumers act as both buyers and sellers, with transactions often 

occurring at fixed prices or through timed auctions. Unlike traditional stores, these platforms earn 

revenue by commissions on sales rather than by selling their own products. Examples in Turkey include 

Letgo, Gittigidiyor.com, Sahibinden.com, and Dolap (Bozoğlu, 2019, p.9). Offering a wide variety of 

goods, these platforms benefit from the growing trend of conscious consumption and resource depletion 

awareness, which presents a significant opportunity for expansion (Yasatekin and Polat, 2021, p.80). 

2.2. The Concept of Consumer Motivation 

Motivation is a process that shapes individuals' behaviors and drives them to take action, evolving 

through stages, such as need recognition, arousal, behavior, and fulfillment. It is driven by desires, 

wants, and needs at different levels (Avcı, 2021, p.35). While consumer purchasing behaviors may 

appear similar, underlying motivations vary, making it essential for marketers to identify the factors 

influencing these decisions. By doing so, marketers can tailor goods and services to these motivations 

and achieve desired sales outcomes. For instance, parents might buy a computer if they show how it can 

enhance their children's skills (İslamoğlu and Altunışık 2008, p.89). In the context of online second-

hand shopping, economic motivations are often predominant, though environmental concerns and 

interest in vintage items also play significant roles (Yan et al., 2014, p.93). Motivations for purchasing 

second-hand items online typically fall into three categories: economic, suitability, and ideological 

motivations (Padmavathy et al., 2019, p.22). 

Economic Motivation 

Economic motivation expresses consumers' price awareness, such as finding cheaper prices, bargaining, 

or avoiding the main market for lower prices. Economic motivation is the desire to pay less and involves 

the pursuit of a fair price. This motivation also includes negotiations and the satisfactory role of the 

price. Consumers with economic motivation try to meet their needs without depriving themselves of the 

feeling of purchasing (Guiot and Roux 2010, p.360). If we were to classify them, motivations related to 

price could be grouped into four headings. These types of motivation are briefly expressed as follows 

(Williams and Paddock 2003, p.319): Motivation for lower payment (price), motivation for seeking a 

fair price, motivation for negotiating, motivation for the satisfactory role of price 

The satisfactory role of price motivation is related to the amount consumers need to adjust their budgets 

according to different types of prices, which often leads to priority management and price evaluations. 

Second-hand shopping stands out for consumers at this point. They can obtain their primary needs 

without experiencing purchasing deprivation and without putting much effort into price evaluation. This 

alleviates the budget pressure on consumers. The fact that second-hand products are much more 

affordable compared to new ones is one of the main factors driving consumers to purchase thems 

(Anderson and Ginsburgh 1994, p.42). 

Motivation for Suitability 

Conformity motivation in online second-hand shopping comprises two key dimensions: ease of use and 

utility (benefits). Ease of use plays a crucial role in motivating consumers to shop from online second-
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hand platforms. When consumers perceive a system, application, or website as beneficial and easy to 

use, they are more likely to repurchase (Venkatesh and Davis 2000, p.200). This convenience drives 

consumers to prefer online shopping, allowing them to search for and buy products from the comfort of 

their homes rather than visiting physical stores (Kollmann et al., 2012, p.192-193). As online shopping 

becomes more widespread, ease of use significantly enhances purchase intentions, with user-friendly 

websites and applications providing useful information that further strengthens this effect (Chen and 

Ching 2013, p.23). In the context of online second-hand shopping, ease of access to information, product 

availability, and accessibility are key factors influencing consumers, alongside economic benefits such 

as lower prices and recycling. Other conveniences, such as the ability to propose desired prices, negotiate 

easily, and access a wide variety of products, also encourage consumers to use these platforms. 

The benefit aspect is another key motivation driving consumers to shop for second-hand items online as 

it reflects their perceptions of the convenience and ease associated with online shopping. Perceived 

benefit refers to how consumers evaluate their shopping experiences and the ease of navigating online 

platforms. When consumers' expectations are met, they perceive the platform as more useful, leading to 

greater satisfaction (Limayem and Cheung 2011, p.93). Utilitarian consumption is a rational process in 

which consumers prioritize functionality, utility, and objective product characteristics, focusing on 

factors such as price, quality, and value, rather than enjoyment. Consumers driven by these factors make 

economically motivated, practical purchases without deriving pleasure from the process (Deniz and 

Erciş 2010, p.145). In online second-hand shopping, utilitarian motivations are prevalent, as consumers 

primarily aim to fulfill specific needs. They perceive the shopping process not as a source of enjoyment 

but as a means to meet their needs, but also benefit from economic advantages (Şen, 2021, p.18). 

Ideological Motivation 

Ideological motivations in consumer behavior encompass four key sub-motivations: desire to be unique, 

nostalgic pleasure, need for trust, and need to feel secure. The first two are hedonistic and driven by 

social interactions, while trust and security are functional motivations (Padmavathy et al, 2019, p.19-

22). The desire to be unique is defined by the need to differentiate oneself through the consumption of 

products that enhance personal and social images. Individuals seeking uniqueness often engage in 

distinct behaviors to gain respect and avoid negative emotions, driving their desire to stand  (Tian et al., 

2001, p.52). This motivation is particularly evident in consumers who purchase second-hand vintage 

products. Vintage items, which are at least 25 years old, offer classic designs, superior materials, and 

craftsmanship, allowing consumers to create a distinctive style that sets them apart from others (Reiley 

and DeLong 2019, p.65-67). Additionally, the rise of online second-hand stores and the wide availability 

of rare or discontinued products cater to consumers who want to feel unique and differentiate themselves 

in today’s digital marketplaces. 

Nostalgic haze expresses the tendency of consumers to possess authentic products that evoke their 

memories. Consumers interested in nostalgia feel longing for the past and experience both sadness and 

happiness (Baker and Kennedy 1994, p.170-171). Nostalgic experiences create positive psychological 

behaviors in individuals, such as positive mood, social connectedness, self-esteem, self-confidence, and 

a more positive perception of life. Due to nostalgia promoting these positive states, individuals tend to 

turn to nostalgic motivation when they experience negative situations (such as loneliness, 

meaninglessness, etc.) (Routledge, 2017, p.46). Second-hand stores provide an opportunity to find 

products from the past and motivate those who wish to experience nostalgic joy to shop. 

With the widespread use of the internet, communication between businesses and consumers has become 

routine, underscoring the critical role of trust in initial interactions. In online second-hand shopping, 

consumer trust in both the platform and products is crucial, as it directly influences purchase intentions 

and trust in the seller (Lee and Lee 2016, p.85). Trust is built when consumers evaluate a product or 

service based on factors such as safety, reliability, and the seller's fulfillment of promises. Consumers 

who trust a platform often demonstrate this through repeat purchases (Lu et al., 2010, p.347). However, 

the reliability of online platforms, especially concerning luxury products, remains a challenge as 

consumers tend to feel more insecure when purchasing high-value items. A major concern is the 

authenticity of luxury goods, which creates uncertainty. To address this, many online second-hand 

platforms now offer services such as authenticity checks and documentation to build consumer trust and 

mitigate the risks associated with buying luxury products (Şen, 2021, p.56). 



Akgün, V.Ö. – Mezde, A., 2643-2666 

2648 

 

2.3. The Concept of Repurchase 

Repurchase intention is defined as consumers' intention to repurchase the same goods or services in the 

future after making an initial purchase. The intention to purchase is a concrete reflection of  consumers’ 

buying tendencies. Intention to purchase is generally considered a necessary step to guide consumers 

towards buying goods or services (Zhuang et al., 2021, p.3). Consumers repurchase when they truly 

benefit from the goods or services they have previously purchased and believe that they are of high 

quality. Consumers have certain expectations regarding the products they purchase, based on their needs. 

This situation is considered as an important opportunity for sellers. When consumers are satisfied with 

a product, they evaluate it and decide whether to repurchase it or not. Customer satisfaction with a 

product influences repeat purchases and encourages recommendations to other consumers (Razak et al., 

2019, p.96-98). 

There are many variables that affect consumers' purchase intention. First of all, a good analysis of 

consumer expectations and responding to these expectations accordingly creates the intention to 

repurchase among consumers (Mezde, 2023, p.51). Consumer expectations are listed as follows 

(Odabaşı, 2000, p.12); 

 Consumers have become more conscious due to the influence of advancing technology, making 

them more inquisitive and selective. As a result of this, they want to feel valued and choose 

businesses that appreciate them.  

 Consumers expect the quality of goods or services offered to them to be high and the price to 

be low.  

 Consumers expect goods or services to be offered to meet their needs.  

 Consumers expect communication characterized by warm relationships and a trustworthy 

connection, and they desire the continuity of this.  

Consumers whose expectations are met generally repurchase products from the same business to form 

a loyal customer base. There is an inverse relationship between an increase in consumer brand loyalty 

and the likelihood of shopping from competing businesses (Akgün et al, 2023, p.134). The effectiveness 

of complaint management is an important factor in consumers’ repurchase decisions. Although 

consumer complaints may seem like a negative situation, consumers tend to repurchase goods or services 

from businesses that respond quickly to their complaints and find solutions (Ertek, 2023, p.195). One of 

the most important factors affecting the intention to repurchase in the online shopping experience is 

trust. It is stated that, with an increase in consumer confidence, cognitive dissonance will decrease, and 

consequently, the intention to repurchase will increase. It has been suggested that, trust directly 

influences the intention to repurchase and also affects it indirectly through cognitive dissonance 

(Ayazlar and Yüksel 2011, p.258). Trust has a positive effect on repurchases. Many businesses' ability 

to gain a competitive advantage in online shopping and encourage consumers to shop again from the 

same virtual store is primarily related to the reliability of their websites. Consumers who feel this trust 

are shopping again at the same virtual store (Liu and Arnett 2000, p.31). The support provided through 

live chats during online shopping is one of the factors that influences repeat online purchases. Many 

online retail businesses provide consumers with the opportunity to communicate with representatives 

who offer live chat options to resolve issues, answer questions, and assist with navigation and searching 

on their websites. Live support is important for the success of online sales sites (Turel and Connelly 

2013, p.681). 

 2.4. Literature Review 

The studies conducted as a result of the literature review on the online second-hand shopping experience, 

consumer motivation, and repurchase intentions are summarized as follows:  

Guiot and Roux (2010) In their study titled "A Second-hand Shoppers’ Motivation Scale: Antecedents, 

Consequences, and Implications for Retailers", they developed a "Second-hand Shopping Motivation 

Scale." IETMÖ - This scale, referred to as the Second-Hand Consumption Motivation Scale, is a three-

factor scale. These scales include critical motivation, economic motivation, and hedonic motivation. In 

a study conducted in France with 708 participants, individuals with low-income levels make up 39% of 

the sample, utilizing both qualitative and quantitative methods. In this study, it has been pointed out that 

online second-hand shopping will hold an important place in the future. This study explains the trends 
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behind why consumers shop second-hand and, accordingly, four consumer categories. These consumer 

categories have been classified as curious, frugal, nostalgic, and regular shoppers. The results of the 

study shared findings that support the critical motivation, economic motivation, and hedonic motivation 

aspects of this type of shopping. It is believed that the high economic motivation observed in this study 

coinciding with the economic crisis in France at that time contributed to the elevated economic 

motivation. In the article titled "Second-hand Clothing Shopping Among College Students: The Role of 

Psychographic Characteristics" by Yan, Bae, and Xu (2015), the aim is to examine whether consumers 

who purchase second-hand clothing differ from those who do not in terms of various psychographic 

variables such as environmental awareness, perception of cleanliness, price sensitivity, and curiosity 

about vintage clothing, and how they differ. For this purpose, the survey method, which is one of the 

quantitative research methods, has been used, and 152 university students participated in the survey. 

The study found that university students who shop at second-hand clothing stores are more 

environmentally conscious, sensitive to high prices, and have a strong motivation to wear vintage 

clothing to create a vintage style and demonstrate "green" sensibility. This study shows that among 

university students who shop for second-hand clothing, they do so not only for economic reasons but 

also to create style and feel special. It has also been found that some consumers' belief that second-hand 

products are dirty prevents them from shopping. In their study titled "The Role of Fashionability in 

Second-hand Shopping Motivations," Ferraro, Sands, and Govan (2016) examined the factors that 

include modern consumers' second-hand shopping behaviors and their motivations for adapting to 

fashion. In the study using the survey method, one of the nice research methods, most of the participants 

are individuals under 40 years of age. Participants who shop at second-hand stores have been segmented 

into three distinct groups: occasional fashion followers, fashion hedonists, and adventure-seeking 

treasure hunters. They have revealed that the vast majority of consumers are influenced by trendy 

elements when shopping. In this regard, it has been noted that sellers' consideration of the fashion 

element will have an impact on their sales. The study concluded that consumers who shop for second-

hand items have four different motivations. These motivations are critical, economic, recreational, and 

fashion motivations. In their thesis titled "Drivers and Motivations for Second-hand Shopping: A Study 

of Second-hand Consumers," Haraldsson and Peric (2017) aimed to investigate the factors that drive 

consumers to purchase second-hand products. In the study, qualitative methods such as interviews and 

focus group discussions were used. For this purpose, interviews were conducted with a total of four 

volunteers and four employees from five different second-hand stores operated by foreign companies. 

As a result of the study, it was concluded that factors such as finding unique products, excitement, and 

self-fulfillment drive consumers to make purchases. In their article titled "An Exploratory Study on 

Second-Hand Clothing Motivations and Sustainability," İşçioğlu and Yurdakul (2018) aimed to 

understand the motivations and perceptions of sustainability among consumers in Turkey who purchase 

and do not purchase second-hand clothing. In the study, one-on-one interviews were conducted with 

twenty individuals from various regions of Turkey, each with different demographic backgrounds. The 

results indicate that the motivations for purchasing second-hand items are focused on economic, 

entertainment, and nostalgia factors, which aligns with the literature. It has been observed that 

participants are motivated to adapt to fashion trends and are also aware of sustainability issues; however, 

this awareness does not directly influence their purchases of second-hand clothing. In the article titled 

"Selling Second-hand Luxury: Empowerment and Enactment of Social Roles" by Turunen, Cervellon, 

and Carey (2019), the aim is to examine the meaning and value of products from the seller's perspective 

rather than the consumer's. In their ongoing study, they conducted interviews with 18 female consumers, 

focusing on how the sale of second-hand luxury products contributes in terms of value, financial aspects, 

and social impact. The increase in second-hand luxury consumption has been expressed in studies as 

enabling consumers to purchase products that they would normally not be able to afford financially. The 

study also revealed that the demand and sales of products in the second-hand market have increased, 

leading to an enhancement and strengthening of their brand value. According to the results of the study, 

participants indicated that by selling second-hand luxury products, they assumed a sustainable consumer 

role. In addition, it has been revealed that the sale of second-hand luxury goods provides social status 

and promotes sustainable consumption behavior. In their study titled "Online Second-hand Shopping 

Motivation - Conceptualization, Scale Development, and Validation," Padmavathy, Swapana, and Paul 

(2019) developed a scale to measure the motivations of second-hand shopping consumers. In the study, 

consumers' online motivations were identified through exploratory factor analysis. The motivations for 
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online second-hand shopping have been categorized into three groups. These are economic motivation, 

suitability motivation, and ideological motivation. The study investigating the motivational factors 

influencing the purchase of second-hand products on online platforms has revealed that economic 

factors are decisive. Factors such as price, reliability, and negotiation ability have been identified as 

economic motivation factors. Additionally, the study concluded that the motivations for purchasing 

second-hand products online have a positive effect on the intention to repurchase. The study titled "Wise 

Consumer Choices in Online Secondhand Luxury (OSHL) Shopping: An Integrated Model of 

Motivations, Attitudes, and Purchase Intentions for OSHL as Wise, Conspicuous, and Sustainable 

Consumption" (2024) explores Chinese consumers' attitudes and key purchasing determinants regarding 

online secondhand luxury consumption (OSHL) using a mixed-methods approach. In the first study, a 

thematic analysis of comments from the Chinese Q&A platform Zhihu identified three distinct attitudes 

toward OSHL: it is perceived as wise, ostentatious, and sustainable. Key motivational factors 

influencing OSHL consumption were also identified, including product characteristics, personal values, 

and platform features, which together shape positive attitudes toward OSHL. In the second study, these 

qualitative findings were empirically tested, revealing how product, consumer, and channel-related 

factors influence the perception of OSHL as intelligent, conspicuous, and sustainable consumption, as 

well as their effect on repurchase intentions. The research offers valuable insights for OSHL marketers 

aiming to better engage Chinese consumers in the digital luxury resale market. 

 3. Method 

 3.1. Research Model 

This study examines the effect of consumer motivation on repurchase intentions in the experience of 

online second-hand shopping. In the study, the 'Online Second-hand Shopping Motivation' scale 

developed by Padmavathy, Swapana, and Paul (2019) was used to evaluate the motivational factors of 

consumers. In this context, components such as price focus, bargaining power, opposition focus, utility, 

the need to be unique, nostalgia, trust, and guarantee have been included in the model.Each of these 

components is crucial for understanding consumers' attitudes towards second-hand products and their 

intentions to repurchase on online platforms. The study provides significant insights into the increasing 

popularity of online second-hand shopping and the effects of consumer motivations on repurchase 

behavior in this process. 

Figure 1. Research model 
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In preparing the research, a literature review was conducted addressing the concepts of second-hand 

shopping and online second-hand shopping, as well as the concepts of consumer motivation and 

repurchase. In the process of preparing a survey to determine the effect of consumer motivation on 

repurchase in the online second-hand shopping experience, previous research related to the topic has 

been utilized. The data obtained from the survey results were statistically analyzed using the SPSS 25.0 

software.  

3.2. The Population and Sample of The Research 

The population of the research consists of university students studying in the central district of Konya. 

In this universe, there are approximately 60.200 students studying at a foundation and a state university. 

The sample consists of students who have previously had online second-hand shopping experiences 

from this population. For this purpose, survey was conducted with 399 students from this group who 

have experience with online second-hand shopping. Survey was conducted with 399 voluntary students. 

Ethics committee approval has been obtained from KTO Karatay University for the survey study. 

To determine the sample size, a table from the research of Altunışık et al., (2012) was used. According 

to research, a sample size of 382 is sufficient for a population of 60,200, and 399 students were included 

in the study. In the study, the convenience sampling method was applied. 

3.3. Data Collection Tool 

To collect research data, the survey technique was utilized from primary data sources. To evaluate the 

motivations for online second-hand shopping, the study by Padmavathy et al. (2019) has been utilized. 

The 38 statements used in the survey were measured using a 5-point Likert scale, where participants 

could evaluate their thoughts by marking one of the options ranging from 1 to 5 (1=Strongly disagree, 

2=Disagree, 3=Neither agree nor disagree, 4=Agree, 5=Strongly agree). The Turkish version of the scale 

used in the research is included in the appendix. The prepared survey form consists of 3 sections. The 

first section of the survey form includes questions about gender, age, income status, the most frequently 

preferred category in online second-hand shopping, which online second-hand shopping platform they 

prefer, and how many times they have shopped on these platforms. In the second section, questions 

aimed at identifying consumers' motivations for online second-hand shopping are included. In the third 

section, questions have been asked to understand consumers' intentions to repurchase. 

3.4. Data Analysis 

In this study, the analysis of the collected data was conducted using the SPSS 25.0 software package. In 

the analysis of the data, descriptive statistics were used to examine the arithmetic mean, frequency, and 

percentage values. Additionally, it was examined whether the Likert scale data from the online second-

hand motivation and repurchase intention scale used in the study exhibited a normal distribution.  

4. Findings  

The Reliability of The Data Collection Tool 

Below, Table 1 presents the reliability coefficients of the scales and sub-dimensions used in the survey 

form for the research. 

Table 1. Reliability Coefficients of Scales 

Scale Measurement Range 
Number of 

Items 

Cronbach's Alpha 

Coefficient 

Motivation for Online Second-Hand Shopping  

                            (Price Focus)  

                       (Bargaining Power)  

                     (Opposition-focused)  

                                 (Utility)  

                             (Ease of Use)  

                   (The Need to Be Unique)  

                               (Nostalgia)  

                                  (Trust)  

                     (Guarantee/Security)  

5-point Likert scale 

(from1 to 5 ) 

33 

4 

3 

4 

4 

4 

4 

3 

3 

4 

0,986 

0,953 

0,940 

0,952 

0,956 

0,954 

0,942 

0,953 

0,950 

0,951 

            Repurchase Intention 
5-point Likert scale 

(from1 to 5 ) 
      5              0,957 
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According to the results of the reliability analysis conducted, it has been observed that the Cronbach 

Alpha values of the scales and sub-dimensions are greater than 0.70 (see Table 1). The results obtained 

indicate that the scales are reliable. 

Descriptive Statistics 

39,8% of the survey participants are male, while 60,2% are female. 47,9% of the participants in the 

survey are aged between 18-23, 30,1% are aged between 24-30, 13,5% are aged between 31-35, and 

8,5% are aged 36 and older. 24,8% of the respondents have an income level of up to 12.000, 21,6% have 

an income level between 12.001 and 19.999, 24,1% have an income level between 20.000 and 29.999, 

15,5% have an income level between 30.000 and 39.999, and 14,0% have an income level of 40.000 

and above. What is the category you most frequently prefer for online second-hand shopping? Since 

multiple answers could be given to the question, a total of 684 responses were provided, with the 

following distribution: 17,70% for cars, 24,57% for clothing (fashion and accessories), 13,30% for film, 

books, and music, 11,98% for household items, 19,00% for electronics, 10,68% for white goods, and 

2,77% for other options. In the other option, it is specified as cosmetics and small personal items. 

According to these results, it has been observed that a large majority of the participants in the research 

engage in online second-hand shopping for clothing (fashion and accessories). Which online second-

hand shopping platforms do you use? Since the question could receive multiple answers, a total of 703 

responses were collected from 399 participants, with 19,92% of these responses being from Letgo, 

29,59% from Sahibinden, 14,22% from Gittigidiyor, 19,77% from Dolap, and 11,80% from Gardrops. 

33% of the participants' responses consist of the other option, with platforms like Trendyol being 

mentioned. According to this research, the most used online second-hand platform is Sahibinden.  26,3% 

of the participants in the survey have shopped 1-2 times, 17,5% have shopped 3-4 times, 15,5% have 

shopped 5-6 times, 13% have shopped 7-8 times, and 27,6% have shopped 9 times or more through the 

relevant platforms. 

Correlation Analysis 

Correlation and regression analyses have been utilized in the evaluation of research hypotheses. The 

primary aim here is to examine whether there is a relationship between the variables. A correlation 

analysis has been conducted for this purpose. Later, regression analysis was utilized in examining the 

causality between the variables. Table 8 shows the correlation level between online second-hand 

shopping motivation and repurchase intention variables.  

 H1= There is a significant relationship between consumer motivation in online second-hand shopping 

and repurchase intention. 

Table 2. The Correlation Level Between Online Second-Hand Shopping Motivation and 

Repurchase Intention Variables 

 

 

Motivation for Online 

Second-Hand Shopping 

Repurchase Intention 

 

Motivation for Online Second-Hand 

Shopping 
                       1 ,749** 

          Repurchase Intention                   1 

**. P< 0.01 (2-tailed). 

When Table 2 is examined, it is observed that the correlation level between the variables of Online 

Second-Hand Shopping Motivation and Repurchase Intention is statistically significant (p<0.01) and 

there is a positive relationship (0,749). According to this result, "H1 = There is a significant relationship 

between consumer motivation in online second-hand shopping and repurchase." The hypothesis 

formulated as '...' has been accepted. 

The results of the correlation analysis for all variables of the research are presented below in Table 3. 
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Table 3. The Correlation Level Among All Variables of The Research 
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Motivation for Online 

Second-Hand 

Shopping  

1 ,884** ,878** ,903** ,918** ,922** ,874** ,784** ,885** ,910** ,749** 

Price Focus   1 ,855** ,842** ,830** ,790** ,681** ,550** ,706** ,751** ,700** 

Bargaining Power   1 ,856** ,809** ,788** ,697** ,558** ,693** ,742** ,670** 

Opposition-focused    1 ,881** ,836** ,710** ,562** ,710** ,764** ,675** 

Utility     1 ,878** ,723** ,615** ,761** ,778** ,708** 

Ease of Use      1 ,771** ,645** ,778** ,822** ,705** 

The Need to Be Unique       1 ,821** ,767** ,789** ,612** 

Nostalgia        1 ,811** ,732** ,524** 

Trust         1 ,865** ,660** 

Guarantee/Security          1 ,698** 

Repurchase Intention           1 

 **. p<0.01 (2-tailed).  

When Table 3 is examined, it can be seen that there is a statistically significant (p<0.01) and positive 

relationship across all the scales and dimensions used.  

According to Table 3, the correlation analysis conducted by evaluating all the scales shows that the 

highest correlation level is between Utility and Purchase Intention (0,708), while the lowest correlation 

level is between Nostalgia and Purchase Intention (0,524). It is observed that the correlation levels 

between the other dimensions are moderate. 

 According to the results in Table 3, the research hypotheses provided below have been accepted. 

H1a=There is a significant relationship between price focus in online second-hand shopping and 

repurchase intention (Accepted). 

H1b=There is a significant relationship between bargaining power in online second-hand shopping and 

repurchase intention (Accepted). 

H1c= There is a significant relationship between the focus on opposition in online second-hand shopping 

and repurchase intention (Accepted). 

H1d= There is a significant relationship between the utility dimension in online second-hand shopping 

and repurchase intention((Accepted). 

H1e= There is a significant relationship between ease of use in online second-hand shopping and 

repurchase intention (Accepted). 

H1f= There is a significant relationship between the need to be unique in online second-hand shopping 

and repurchase intention (Accepted). 

H1g= There is a meaningful relationship between nostalgia in online second-hand shopping and 

repurchasing (Accepted). 

H1h= There is a significant relationship between the trust dimension in online second-hand shopping 

and repurchase intention (Accepted). 

H1ı=There is a significant relationship between the size of the guarantee in online second-hand shopping 

and repurchase (Accepted). 
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After detecting the correlation between the variables, regression analysis has been utilized to explain the 

causality between the variables.  

H2= In online second-hand shopping, consumer motivation has a significant impact on repurchase 

ıntention. 

To examine the causal relationship between consumer motivation in online second-hand shopping and 

repurchase intention, 

Repurchase Intention = b0 + b1 Online Second-hand Shopping Motivation+ ε  

Models have been proposed and regression analysis has been conducted. The results are presented below 

in Table 4. 

Table 4. The Relationship Between Consumer Motivation and Repurchase Intention in Online 

Second-Hand Shopping 

Dependent  

Variables 

 

R2 ΔR2 

Independent 

Variables 

 

B 
Std. 

Error 
Beta t F 

Repurchase 

Intention  
0,561 0,560 

Fixed Term 0,557 0,128  4,361* 

507,484* 

 Online 

Second-

Hand 

Shopping 

Motivation 

0,825 0,037 0,749 22,527* 

Note: *p<0,001 

When examining the results in Table 4, it is observed that the model is statistically significant 

(F=507,484 and p<0,001). According to the results of the regression analysis, the R2 (percentage of 

explained variance) and F (significance level of the regression model) values indicate that the 

Repurchase Intention in this sample can be explained by the Motivation for Online Second-Hand 

Shopping. It is statistically possible to predict the variable of Intention to Repurchase with the variable 

of Online Second-Hand Shopping Motivation (t=22,527* and p=0,000) (p<0,001). The intention to 

repurchase explains 0,561 (R2) of the variance in the variable of online second-hand shopping 

motivation. In this context, it is observed that the results obtained support the second hypothesis, which 

states that "Consumer motivation in online second-hand shopping has a significant effect on 

repurchase." 

H2a= In the experience of online second-hand shopping, the dimension of price focus has a significant 

effect on repurchase. 

To examine the causal relationship between Price Focus and Repurchase Intention, 

Repurchase Intention = b0 + b1 Price Focus + ε  

Models have been proposed and regression analysis has been conducted. The results are provided below 

in Table 5. 

Table 5. The Effect of Price Focus on Repurchase Intention in Online Second-Hand Shopping 

Experience 

Dependent  

Variables 
R2 ΔR2 

Independent 

Variables 
B Std.Error Beta t F 

Repurchase 

Intention 
0,489 0,488 

Fixed Term 0,966 0,127  7,632* 
380,668* 

Price Focus 0,679 0,035 0,700 19,511* 

Note: *p<0,001 

When examining the results in Table 5, it is observed that the model is statistically significant 

(F=380,668 and p<0,001). According to the results of the regression analysis, the R2 (the percentage of 

explained variance) and F (the significance level of the regression model) values indicate that the 

Repurchase Intention in this sample can be explained by the Price Focus dimension. It is statistically 

possible to predict the Repurchase Intention variable with the Price Orientation dimension (t=19,511* 

and p=0,000) (p<0,001). It explains the intention to repurchase at a rate of 0,489 (R2) in terms of price 



Akgün, V.Ö. – Mezde, A., 2643-2666 

2655 

 

focus. In this context, the results obtained indicate that "the price focus dimension in the online second-

hand shopping experience has a significant effect on repurchase." It can be seen that the H2a hypothesis 

in the form of ...is supported. 

H2b= The bargaining power dimension in online second-hand shopping has a significant effect on 

repurchase intention. 

To study the causal relationship between Bargaining Power and Repurchase Intention, 

Repurchase Intention = b0 + b1 Bargaining Power + ε  

Models have been proposed and regression analysis has been conducted. The results are provided below 

in Table 6. 

Table 6. The Effect of Bargaining Power Dimension on Repurchase Intention in Online Second-

Hand Shopping Experience 

Dependent  

Variables 
R2 ΔR2 

Independent  

Variables 
B Std.Error Beta t F 

Repurchase 

Intention 
0,450 0,448 

Fixed Term 1,037 0,133  7,814* 

324,167* Bargaining 

Power 
0,659 0,037 0,670 18,005* 

Note: *p<0,001 

When examining the results in Table 6, it is observed that the model is statistically significant 

(F=324,167 and p<0,001). According to the results of the regression analysis, the R2 (the percentage of 

explained variance) and F (the significance level of the regression model) values indicate that the 

Repurchase Intention in this sample can be explained by the Bargaining Power dimension. It is 

statistically possible to predict the Repurchase Intention variable with the Bargaining Power dimension 

(t=18,005* and p=0,000) (p<0,001). It explains the intention to repurchase at a rate of 0,450 (R2) in 

terms of bargaining power. In this context, the results obtained indicate that "the dimension of 

bargaining power in online second-hand shopping has a significant effect on repurchase." It can be seen 

that the H2b hypothesis is supported. 

H2c= There is a significant effect of opposition-focused orientation on repurchase in online second-hand 

shopping. 

To examine the causal relationship between the Opposition, Focus Dimension and the Repurchase 

Intention, 

Repurchase Intention = b0 + b1 Opposition Focus + ε  

Models have been proposed and regression analysis has been conducted. The results are provided below 

in Table 7. 

Table 7. The Effect of Opposition-Focused Dimension on Repurchase Intention in Online Second-

Hand Shopping Experience 

Dependent  

Variables 
R2 ΔR2 

Independent  

Variables 
B Std.Error Beta t F 

Repurchase 

Intention 
0,456 0,454 

Fixed Term 0,930 0,137  6,805* 

332,414* Opposition-

Focused 
0,683 0,037 0,675 18,232* 

Note: *p<0,001 

When examining the results in Table 7, it is observed that the model is statistically significant 

(F=332,414 and p<0,001). According to the results of the regression analysis, the R2 (percentage of 

explained variance) and F (significance level of the regression model) values indicate that the intention 

to repurchase in this sample can be explained by the dimension of opposition focused. It is statistically 

possible to predict the Repurchase Intention variable with the Opposition Focus dimension (t=18,232* 

and p=0,000) (p<0,001). It explains the intention to repurchase at a rate of 0,456 (R2) in terms of 

opposition-focused dimension. In this context, the results obtained indicate that "the dimension of 

opposition-focusedness in online second-hand shopping has a significant effect on repurchase." It can 

be seen that the H2c hypothesis is supported. 
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H2d= The utility dimension in online second-hand shopping has a significant impact on repurchase 

intention. 

To examine the causal relationship between the dimension of Utility and Repurchase Intention,  

Repurchase Intention = b0 + b1 Utility + ε  

Models have been proposed and regression analysis has been conducted. The results are provided below 

in Table 8. 

Table 8. The Effect of The Utility Dimension in Online Second-Hand Shopping Experience on 

Repurchase Intention 

Dependent  

Variables 
R2 ΔR2 

Independent  

Variables 
B 

Std. 

Error 
Beta t F 

Repurchase 

Intention 
0,501 0,500 

Fixed Term 0,875 0,128  6,830* 
398,483* 

Utility 0,708 0,035 0,708 19,962* 

Note: *p<0,001 

When examining the results in Table 8, it is observed that the model is statistically significant 

(F=398,483 and p<0,001). According to the results of the regression analysis, the R2 (percentage of 

explained variance) and F (significance level of the regression model) values indicate that the 

Repurchase Intention for this sample can be explained by the Utility dimension. It is statistically possible 

to predict the Repurchase Intention variable with the Utility dimension (t=19,962* and p=0,000) 

(p<0,001). It explains the intention to repurchase at a rate of 0,501 (R2) in terms of the utility dimension. 

In this context, the results obtained indicate that "the utility dimension in online second-hand shopping 

has a significant effect on repurchase." It can be seen that the H2d hypothesis is supported. 

H2e= The ease-of-use dimension in online second-hand shopping has a significant impact on repurchase 

intention. 

 To examine the causal relationship between Ease of Use and Repurchase Intention, 

Repurchase Intention = b0 + b1 Ease of Use + ε  

Models have been proposed and regression analysis has been conducted. The results are provided below 

in Table 9. 

Table 9. The Effect of Ease-Of-Use Dimension in Online Second-Hand Shopping Experience on 

Repurchase Intention 

Dependent  

Variables 
R2 ΔR2 

Independent  

Variables 
B 

Std. 

Error 
Beta t F 

Repurchase 

Intention 

 

0,497 0,496 

Fixed Term 0,965 0,125  7,735* 

392,594* 
Ease of Use 0,694 0,035 0,705 19,814* 

Note: *p<0,001 

When examining the results in Table 9, it is observed that the model is statistically significant 

(F=392,594 and p<0,001). According to the results of the regression analysis, the R2 (percentage of 

explained variance) and F (significance level of the regression model) values indicate that the 

Repurchase Intention in this sample can be explained by the Ease-of-Use dimension. It is statistically 

possible to predict the Repurchase Intention variable using the Ease-of-Use dimension (t=19,814* and 

p=0,000) (p<0,001). It explains the intention to repurchase at a rate of 0,497 (R2) in terms of ease of use. 

In this context, the results obtained indicate that "the ease-of-use dimension in online second-hand 

shopping has a significant effect on repurchase." It can be seen that the H2e hypothesis is supported. 

H2f= The need to be unique in online second-hand shopping has a significant impact on repurchase 

intention. 

 To examine the causal relationship between the Need to be Unique and Repurchase Intention, 

Repurchase Intention = b0 + b1 Need to be Unique + ε  

Models have been proposed and regression analysis has been conducted. The results are provided below 

in Table 10. 
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Table 10. The Effect of The Need To Be Unique Dimension in Online Second-Hand Shopping 

Experience on Repurchase Intention 

Dependent  

Variables 
R2 ΔR2 

Independent  

Variables  
B 

Std. 

Error 
Beta t F 

Repurchase 

Intention 

 

0,374 0,373 

Fixed Term 1,398 0,132  10,628* 

237,481* Need to be 

Unique 
0,598 0,039 0,612 15,410* 

Note: *p<0,001 

When examining the results in Table 10, it is observed that the model is statistically significant 

(F=237,481 and p<0,001). According to the results of the regression analysis, the R2 (percentage of 

explained variance) and F (significance level of the regression model) values indicate that the intention 

to repurchase in this sample can be explained by the dimension of the need to be unique. It is statistically 

possible to predict the variable of Intention to Repurchase with the dimension of Need to be Unique 

(t=15,410* and p=0,000) (p<0,001). It explains the intention to repurchase at a rate of 0,374 (R2) in 

terms of the need to be unique. In this context, the results obtained indicate that "the need to be uniquene 

in online second-hand shopping has a significant effect on repurchase." It can be seen that the H2f 

hypothesis is supported. 

H2g= The nostalgia aspect in online second-hand shopping has a significant impact on repurchase 

behavior. 

To examine the causal relationship between Nostalgia and Repurchase Intention, 

Repurchase Intention= b0 + b1 Nostalgia + ε  

Models have been proposed and regression analysis has been conducted. The results are presented below 

in Table 11. 

Table 11. The Effect of The Nostalgia Dimension in Online Second-Hand Shopping Experience on 

Repurchase Intention 

Dependent  

Variables 
R2 ΔR2 

Independent  

Variables 
B Std.Error Beta t F 

Repurchase 

Intention 
0,275 0,273 

Fixed Term 1,877 0,126  14,916* 
150,539* 

Nostalgia 0,471 0,038 0,524 12,269* 

Note: *p<0,001 

When examining the results in Table 11, it is observed that the model is statistically significant 

(F=150,539 and p<0,001). According to the results of the regression analysis, the values of R2 (the 

percentage of explained variance) and F (the significance level of the regression model) indicate that the 

Repurchase Intention in this sample can be explained by the Nostalgia dimension. It is statistically 

possible to predict the Repurchase Intention variable with the Nostalgia dimension (t=12,269* and 

p=0,000) (p<0,001). It explains the intention to repurchase with a nostalgia dimension of 0,275 (R2) 

ratio. In this context, the results obtained indicate that "the nostalgia dimension in online second-hand 

shopping has a significant effect on repurchase." It can be seen that the H2g hypothesis is supported. 

H2h= The dimension of trust in online second-hand shopping has a significant impact on repurchase 

intentions. 

To examine the causal relationship between Trust and Repurchase Intention, 

Repurchase Intention = b0 + b1 Trust + ε  

Models have been proposed and regression analysis has been conducted. The results are presented below 

in Table 12. 

Table 12. The Effect of The Trust Dimension on Repurchase Intention in Online Second-Hand 

Shopping Experience 

Dependent  

Variables 
R2 ΔR2 

Independent  

Variables 
B 

Std. 

Error 
Beta t F 

Repurchase 

Intention 
0,436 0,434 

Fixed Term 1,221 0,126  9,655* 
306,387* 

Trust 0,637 0,036 0,660 17,504* 

Note: *p<0,001 



Akgün, V.Ö. – Mezde, A., 2643-2666 

2658 

 

When examining the results in Table 12, it is observed that the model is statistically significant 

(F=306,387 and p<0,001). According to the results of the regression analysis, the R2 (the percentage of 

explained variance) and F (the significance level of the regression model) values indicate that the 

Repurchase Intention in this sample can be explained by the Trust dimension. It is statistically possible 

to predict the Repurchase Intention variable with the Trust dimension (t=17,504* and p=0,000) 

(p<0,001). It explains the intention to repurchase with a trust dimension of 0,436 (R2). In this context, 

the results obtained indicate that "the dimension of trust in online second-hand shopping has a 

significant effect on repurchase." It is observed that the H2h hypothesis in the form of ... is supported. 

H2ı= In online second-hand shopping, the size of the guarantee has a significant impact on repurchase 

intention. 

To examine the causal relationship between Guarantee and Repurchase intention, 

Repurchase intention = b0 + b1 Guarantee + ε  

Models have been proposed and regression analysis has been conducted. The results are provided below 

in Table 13. 

Table 13. The Effect of Guarantee Dimension on Repurchase Intention in Online Second-Hand 

Shopping Experience 

Dependent  

Variables 
R2 ΔR2 

Independent  

Variables 
B 

Std. 

Error 
Beta t F 

Repurchase 

Intention 
0,487 0,485 

Fixed Term 1,028 0,124  8,270* 
376,232* 

Guarantee 0,687 0,035 0,698 19,397* 

Note: *p<0,001 

When examining the results in Table 13, it is observed that the model is statistically significant 

(F=376,232 and p<0,001). According to the results of the regression analysis, the values of R2 (the 

percentage of explained variance) and F (the significance level of the regression model) indicate that the 

Repurchase Intention in this sample can be explained by the Guarantee dimension. It is statistically 

possible to predict the Repurchase Intention variable with the Gurantee Dimension (t=19,397* and 

p=0,000) (p<0,001). It states the intention to repurchase at a guarantee dimension of 0,487 (R2). In this 

context, the results obtained indicate that "the size of the guarantee in online second-hand shopping has 

a significant effect on repurchase." It can be seen that the hypothesis in the form of H2ı is supported. 

According to these results, the research hypotheses provided below have been accepted. 

H2a= In the online second-hand shopping experience, the price focus dimension has a significant effect 

on repurchase intention (Accepted). 

H2b= The bargaining power dimension in online second-hand shopping has a significant impact on 

repurchase intention (Accepted). 

H2c= There is a significant effect of opposition-focused orientation on repurchase in online second-hand 

shopping (Accepted). 

H2d= The utility dimension in online second-hand shopping has a significant impact on repurchase 

intention (Accepted). 

H2e= The ease-of-use dimension in online second-hand shopping has a significant impact on repurchase 

intention (Accepted). 

H2f= The need to be unique in online second-hand shopping has a significant impact on repurchase 

behavior (Accepted). 

H2g= The Nostalgia Dimension in Online Second-Hand Shopping Has a Significant Impact on 

Repurchase Intentions (Accepted). 

H2h= The dimension of trust in online second-hand shopping has a significant impact on repurchase 

intentions (Accepted). 

H2ı= There is a significant effect of the guarantee dimension repurchase in online second-hand shopping 

(Accepted). 

5. Conclusion  
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In recent years, the popularity of online shopping has been steadily increasing in Turkey, just as it is 

around the world. Online second-hand shopping sites offer consumers advantages in many ways. 

Consumers' attitudes and intentions on this matter are important, and a detailed examination of 

approaches to such products is necessary. This study examines the experiences and consumption 

motivations of consumers who shop on online second-hand shopping sites. To evaluate the motivations 

for online second-hand shopping, a scale developed inspired by the study by Padmavathy et al. (2019) 

has been preferred. The 38 statements used in the survey were measured using a 5-point Likert scale, 

where participants could evaluate their thoughts by marking one of the options ranging from 1 to 5 

(1=Strongly disagree, 2=Disagree, 3=Neither agree nor disagree, 4=Agree, 5=Strongly agree). In the 

survey, 399 university students with experience in online second-hand shopping participated.  

6. Discussion 

It can be seen that 39.8% of the participants in the survey are male, while 60.2% are female. Research 

has found no differences in terms of gender (Steffen, 2016, p. 203). Therefore, it is concluded that the 

predominance of women does not have an effect on the sample. It is observed that 47.9% of the 

participants in the survey are in the age range of 18-23, 30.1% are in the age range of 24-30, 13.5% are 

in the age range of 31-35, and 8.5% are aged 36 and above. The majority of the participants are 

individuals under 40 years old. In parallel with this study, it has been observed that a large portion of 

the participants in other studies are individuals under the age of 40 (Padmavathy, vd., 2019; Luo, vd., 

2020). When looking at the income levels of the survey participants, in summary, the analysis of 

participants' income levels reveals that a significant portion (24.8%) earns up to 12,000 TL, while other 

groups span from 12,001 TL to above 40,000 TL, highlighting a diverse income distribution. 

Comparatively, previous studies such as Guiot and Roux (2010) and Steffen (2016) reported varying 

income levels among participants. Regarding second-hand shopping preferences, the most popular 

categories include clothing (24.57%) and cars (17.70%). These findings align with Akın's (2020) 

research, where clothing was also the top choice in second-hand shopping, although electronic products 

were ranked second, showing a slight variation in consumer behavior across studies. According to the 

survey results regarding which online second-hand shopping platform is the most used, 19.92% of 

participants use Letgo, 29.59% use Sahibinden, 14.22% use Gittigidiyor, 19.77% use Dolap, and 11.80% 

use the Gardrops application. According to this research, the most used online second-hand platform is 

Sahibinden, while the Letgo app ranks second. According to the study conducted by Akın (2020), the 

most preferred online shopping application is Letgo, while the Sahibinden application ranks fourth. In 

the study conducted by Şen (2021), the Dolap application ranked first, while the Letgo application 

similarly placed second. In the study conducted by Karadere (2023), similarly to Şen (2021), the Dolap 

application ranks first and the Letgo application ranks second. The study reveals that consumer 

motivation plays a critical role in shaping repurchase intentions in online second-hand shopping. 

Economic, ideological, and practical factors are key motivational sources driving this behavior. The 

study’s findings align with previous research, such as Padmavathy, Swapana, and Paul (2019), who also 

identified a positive link between consumer motivation and repurchase intention. Economic motivations, 

particularly the focus on price, are significant drivers, as highlighted by Roux and Guiot (2008) during 

an economic crisis, and by Waight (2013), who found that cost concerns were crucial for new mothers 

in England. Conversely, studies like Steffen (2016) and Şen (2021) found that not all consumers are 

price-sensitive, with some making purchases based on other factors. However, Karadere (2023) supports 

the finding that price advantages, particularly through platforms like Dolap, remain a primary factor 

influencing repurchase decisions in online second-hand markets, where competition and affordability 

are key attractions for consumers. One of the findings of the study is that bargaining power in online 

second-hand shopping has a significant impact on repurchase intention. The ability to negotiate 

positively influences consumers' likelihood of making repeat purchases. Similarly, Arnold and Reynolds 

(2003) in their study noted that consumers who are focused on bargaining tend to shop again due to their 

desire to make purchases at a discount. In their study, Giurgea and Bâldea (2020) concluded that 

consumers can negotiate more easily through online second-hand shopping applications, which allows 

them to shop lower prices. In his study, Akın (2020) identified that one of the key motivations guiding 

consumers in online second-hand shopping is having bargaining power, paralleling this research.The 

study found that the ease-of-use dimension in online second-hand shopping positively affects consumers' 

attitudes towards second-hand products. Previously, Yılmaz and Mutlu (2020), Yılmaz and Tümtürk 
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(2015), and Nazir et al. (2012) have obtained similar results on this subject. Online second-hand 

shopping provides individuals with convenience and comfort. In contrast to this study, Çelik and 

Sökmen (2018) observed that perceived ease of use does not have a positive effect on consumer 

satisfaction. In his study Levi (2019) noted that, similarly to this research, the convenience of online 

second-hand shopping applications, which allow consumers to shop quickly with just a couple of clicks 

anytime and anywhere, significantly influences their repurchase intentions and preferences for these 

applications. 

7. Limitation and Further Research 

The study has concluded that the security and guarantee aspects have a significant impact on repurchase. 

In the digital age we are in, while second-hand platforms offer many advantages to consumers, they also 

contain risks regarding security and guarantees. In his study, Şen (2021) stated that the preference for 

practices that improve security and guarantees, parallel to this study, is increasing day by day. In his 

study, Vasic et al. (2018) stated that when consumers have concerns about security and reliability in 

online second-hand shopping applications, their intention to repurchase decreases. There are some 

limitations in this research. It is difficult to say that our results represent a general community, as the 

participants in the survey are limited to university students in Konya. Although there are many studies 

on the subject in the literature, the number of studies conducted specifically among university students 

is limited. This study, interms of contributing to the literature for future research, could serve as a 

precursor for new studies by being expanded. Another constraint could be the increasing number of 

online second-hand shopping sites every day. The study can be redone among those that are gaining 

popularity through newly created applications. As a result, online second-hand shopping is widely used, 

especially among university students in the central district of Konya. The most important factors that 

encourage students to repurchase in these applications are as follows: usability holds the highest 

importance, while ease of use, price sensitivity, and bargaining power follow as subsequent factors. In 

the digital age, the fact that young people can adapt to digital innovations more quickly is due to the 

ease-of-use factor, and the fact that students have more limited budgets also makes price sensitivity an 

important factor. Among university students, the lowest factor affecting repurchase intention is 

presented in this study as the nostalgia dimension. It is explained that the fact that this dimension is the 

focus of interest for only a small segment of students is one of the reasons for its low score. 
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Genişletilmiş Özet 

Bugünün dinamik pazar ortamında online ikinci el alışverişe olan talebin artışı ve giderek artan 

popülaritesi, bu tür alışveriş yöntemini seçen tüketicilerin alışveriş motivasyonlarının neler olduğu 

konusunda merak uyandırmaktadır. Online alışveriş, tüketicilere maddi açıdan, emek tasarrufu, zaman 

ve kişiselleştirme açısından çeşitli avantajlar sunmaktadır. İnternetin sağladığı bu faydaların, ikinci el 

alışveriş motivasyonlarını nasıl şekillendirdiği ve yeniden satın almaya etkileri bu araştırmanın 

konusunu oluşturmaktadır. Bu bağlamda gerçekleştirilen çalışma, yüksek öğretim öğrencilerinin online 

ikinci el alışveriş yapmalarında etkili olan motivasyonlarını ve yeniden satın almaya etkilerini ölçmeyi 

amaçlamaktadır. Çalışma; giriş, kavramsal yapı, yöntem, bulgular, sonuçlar ve tartışmadan oluşan beş 

bölümden oluşmaktadır.  

Bu araştırma, online ikinci el alışveriş sitelerinden alışveriş yapan tüketicilerin deneyimlerini anlamak 

ve tüketim motivasyonlarını ortaya koymak ana amacıyla gerçekleştirilmiştir. Bu amaç doğrultusunda 

yüksek öğretim öğrencileri üzerinde bir saha araştırması gerçekleştirilmiştir. Bu amaca yönelik olarak 

birincil veri seti kullanılmıştır. Birincil verinin elde edilmesi amacı ile nicel araştırma yöntemlerinden 

anket tekniği uygun bulunmuştur. Anket Google forms üzerinden oluşturulan anket formu ile çevrimiçi 

ortamda yapılmıştır. 

Araştırmanın evrenini Konya il merkezinde okuyan yüksek okul öğrencileri oluşturmaktadır.  Bu 

evrende, yaklaşık 60.200 adet bir vakıf ve bir devlet üniversitesinde öğrenim gören öğrenciler yer 

almaktadır. Örneklem ise bu evrenden daha önce online ikinci el alışveriş deneyimi olan öğrencilerden 

oluşmaktadır. Veriler, 399 katılımcıdan, etik onay alınmış çevrimiçi anket yoluyla toplanmış ve 

doğrulayıcı faktör analizi SPSS 25.0 yazılım paketi kullanılarak gerçekleştirilmiştir. 399 öğrenciye, 

kolayda örnekleme yöntemiyle gönüllük esasına dayalı anket yapılmıştır. 

Araştırma verilerini toplamak için, birincil veri kaynaklarından anket tekniğinden yararlanılmıştır.  

Online ikinci el alışveriş motivasyonlarını değerlendirmek için, Padmavathy vd. (2019) çalışmasından 

faydalanılmıştır. Ankette kullanılan 38 ifade, katılımcıların düşüncelerini 1 ile 5 arasında olan 

seçeneklerden birini işaretleyerek değerlendirebildiği 5’li Likert ölçeğiyle ölçülmüştür (1=Kesinlikle 

katılmıyorum, 2=Katılmıyorum, 3=Ne Katılıyorum Ne Katılmıyorum, 4=Katılıyorum, 5=Kesinlikle 

katılıyorum). Araştırmada kullanılan ölçeğin Türkçe formu EK’te yer almaktadır. Hazırlanan anket 

formu 3 bölümden oluşmaktadır. Anket formunun ilk bölümünde cinsiyet, yaş, gelir durumu, online 

ikinci el alışverişte en sık tercih edilen kategori, hangi online ikinci el alışveriş platformunu tercih 

ettikleri ve bu platformlardan kaç kez alışveriş yaptıklarına dair sorulara yer verilmiştir. İkinci bölümde, 

tüketicilerin online ikinci el alışveriş motivasyonlarını belirlemeye yönelik olan sorulara yer verilmiştir. 

Üçüncü bölümde ise tüketicilerin yeniden satın alma niyetlerini anlamaya yönelik sorular sorulmuştur. 

Ankete katılım gösteren kişilerin %39,8’inin erkek, %60,2’sinin kadın katılımcıların oluşturduğu 

görülmektedir. Ankete katılan katılımcıların %47,9’unun 18-23 yaş aralığında ve %30,1’inin 24-30 yaş 

aralığında, %13,5’inin 31-35 yaş aralığında ve %8,5’inin 36 yaş ve üzeri bir yaş aralığında olduğu 
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görülmektedir. Katılımcıların çoğunluğunu 40 yaş altı bireyler oluşturmaktadır. Ankete katılım 

gösterenlerin gelir durumuna bakıldığında, katılımcıların %24,8’inin 12.000’e kadar gelir seviyesinde, 

%21,6’sının 12.001 ve 19.999 arası gelir seviyesinde, %24,1’inin 20.000 ve 29.999 arası gelir 

seviyesinde, %15,5’inin 30.000 ve 39.999 arası gelir seviyesinde ve %14,0’ının 40.000 ve üzeri gelir 

seviyesinde olduğu görülmektedir. İkinci el alışverişte en sık tercih edilen kategoriler incelendiğinde; 

%17,70 oranında araba, %24,57 oranında giyim (moda ve aksesuar), %13,30 oranında film, kitap ve 

müzik, %11,98 oranında ev eşyaları, %19,00 oranında elektronik, %10,68 oranında beyaz eşya ve %2,77 

oranında diğer seçeneği seçilmiştir. Diğer seçeneğinde ise kozmetik ve küçük kişisel eşyalar şeklinde 

belirtilmiştir. Bu sonuçlara göre araştırmaya katılım gösteren kişilerden büyük çoğunluğunun giyim 

(moda ve aksesuar) konusunda online ikinci el alışveriş yaptıkları gözlemlenmektedir. Online ikinci el 

alışveriş platformlarından hangisinin en çok kullanıldığı ile ilgili anket sorusu sonucuna göre 

katılımcıların %19,92’si Letgo, %29,59’u Sahibinden, %14,22’si Gittigidiyor, %19,77’si Dolap, 

%11,80’i Gardrops uygulamasını kullanmaktadır. Bu araştırmaya göre en fazla kullanılan online ikinci 

el platformu Sahibinden olurken Letgo uygulaması ikinci sırada yer almaktadır. Çalışmada, online ikinci 

el alışverişte tüketici motivasyonunun yeniden satın alma üzerinde anlamlı bir etkisi bulunduğu sonucu 

elde edilmiştir. Padmavathy, Swapana, Paul (2019) tarafından yapılan çalışmada yeniden satın almaya 

tüketici motivasyonunun pozitif bir etkisi olduğu belirlenmiş ve çalışma sonuçlarına göre, tüketicileri 

online ikinci el alışverişe yönlendiren motivasyon kaynakları ekonomik, ideolojik ve pratik unsurlar 

olarak tanımlanmıştır. Çalışmada, online ikinci el alışveriş deneyiminde fiyat odaklılık boyutunun 

yeniden satın alma üzerinde pozitif bir etkisi olduğu belirlenmiştir. Roux ve Guiot (2008) tarafından 

Fransa'da gerçekleştirilen çalışmada benzer şekilde ekonomik motivasyonun önemli olduğu sonucu 

ortaya çıkmıştır. Çalışmanın yapıldığı dönemin büyük bir ekonomik kriz dönemine denk gelmesi 

nedeniyle de ekonomik motivasyonun yüksek çıktığı sonucuna varılmıştır. Bu durum, ekonomik 

koşulların tüketici davranışları üzerindeki etkisini vurgulamaktadır. Waight (2013) İngiltere’de yaptığı 

çalışmada ikinci el alış verişte fiyatların yeniden satın alma üzerinde etkili olduğunu ortaya çıkarmıştır. 

Fakat bu çalışma, yeni anne olmuş kadınları kapsadığından, annelerin hem doğum nedeniyle henüz 

çalışma hayatına dönmüş olmaları hem de yeni doğmuş bir bebeğin masraflarının yüksek olması, 

sonucun bu yönde çıkmasında etkili olmuştur. Steffen (2016) tarafından Almanya’ da yürütülen 

çalışmada Alman tüketicilerin fiyat odaklı olmadan yani fiyattan etkilenmeden alışveriş yaptıkları 

sonucu ortaya çıkmıştır. Benzer şekilde Şen (2021) tarafından yapılan çalışmada da farklı satın alma 

tarzına sahip tüketicilerle anket yapılmış ve online ikinci el alışverişte ekonomik boyutların önemli 

olmadığı tüketicilerin farklı nedenlerden dolayı alışveriş yaptığı sonucuna varılmıştır. Bu tür 

uygulamalarda ikinci el ürünlerin fiyat açısından çok daha uyguna sunuldukları veya bu 

uygulamalardaki rekabetin tüketiciler tarafından daha cazip oldukları belirtilmiştir. 

Çalışma sonuçlardan biri de online ikinci el alışverişte pazarlık gücünün yeniden satın alma üzerinde 

anlamlı bir etkisi bulunduğu sonucudur. Pazarlık yapabilme imkânı tüketicilerin yeniden satın almalarını 

pozitif yönde etkilemektedir. Çalışmayla benzer şekilde Arnold ve Reynolds (2003) yaptıkları çalışmada 

pazarlık odaklı tüketicilerin indirimli alışveriş yapabilme arzusu ile yeniden alışveriş yaptıklarını 

belirtmiştir. Giurgea ve Bâldea (2020) yaptıkları çalışmada online ikinci el alışveriş uygulamaları 

sayesinde tüketiciler daha rahat pazarlık yapabilmekte bu sayede fiyatları düşürebilmektedir sonucuna 

varmışlarıdır. Akın (2020) yaptığı çalışmada bu çalışmaya paralel şekilde, online ikinci el alışverişe 

tüketicileri yönlendiren temel motivasyonlardan en önemlilerden birinin pazarlık gücünün olması olarak 

belirlemiştir. 

Çalışmada, online ikinci el alışverişte kullanım kolaylığı boyutunun, tüketicilerin ikinci el ürünlere 

yönelik tutumlarını olumlu yönde etkilediği belirlenmiştir. Daha önce bu konuda araştırmalar yapan 

Yılmaz ve Mutlu (2020), Yılmaz ve Tümtürk (2015), Nazir v.d. (2012) aynı doğrultuda sonuçlar elde 

etmiştir. Online ikinci el alışveriş kişilere kolaylık ve konfor sağlamaktadır. Bu çalışmaya zıt olarak 

Çelik ve Sökmen (2018) yaptıkları çalışmada algılanan kullanım kolaylığının tüketici tatmini üzerinde 

olumlu bir etkisinin olmadığını gözlemlemiştir. Levi (2019) yaptığı çalışmada bu çalışmayla paralel 

şekilde, online ikici el alışveriş uygulamalarının tüketiciye her an her yerde, bir iki tıkla hızlı bir şekilde 

alışveriş kolaylığı sağlamasının tüketicilerin yeniden satın almalarında ve bu uygulamaları tercih 

etmelerinde etkin olduğunu belirtmiştir. 

Çalışmada son olarak güvenlik ve teminat boyutunun yeniden satın alma üzerinde anlamlı bir etkiye 

sahip olduğu sonucu ortaya konmuştur. İçinde bulunduğumuz dijital çağda ikinci el platformlar 
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tüketicilere birçok avantajlar sunuyor olsa da güvenlik, teminat konularında riskler içermektedir. Şen 

(2021) yaptığı çalışmada bu çalışmaya paralel şekilde güvenlik, teminat konularında iyileştirmeler 

yapan uygulamaların tercih edilebilirliğinin her geçen gün arttığını belirtmiştir. Vasic v.d. (2018) yaptığı 

çalışmada tüketicilerin online ikinci el alışveriş uygulamalarından güvenlik ve güvenirlik açısından 

endişelenmeleri durumunda yeniden satın alma niyetlerinin azaldığını belirtmiştir. 

Sonuç olarak, Konya il merkezinde yüksek öğrenim gören öğrenciler arasında online ikinci el alışveriş 

yaygın olarak kullanılmaktadır. Bu uygulamalarda öğrencileri yeniden satın almaya yönlendiren 

faktörlerden en önemlileri; kullanışlılık en yüksek öneme sahipken kullanım kolaylığı, fiyat odaklılık 

ve pazarlık gücü olması onu takip eden faktörler olarak karşımıza çıkmaktadır. Dijital çağda gençlerin 

dijital yeniliklere daha hızlı ayak uydurabiliyor olması kullanım kolaylığı faktörünün ve öğrencilerin 

maddi olarak daha kısıtlı bütçelere sahip olmaları da fiyat odaklılık faktörünün önemli olmalarının 

sebeplerindendir. Yeniden satın almaya etkisi olan en düşük faktör, bu çalışma sonucunda nostalji 

boyutu olarak karşımıza çıkmaktadır. Bu boyutun öğrenciler arasında çok az bir kesimin ilgi odağı 

içerisinde olması, bu boyutun düşük çıkması nedenlerinden biri olarak açıklanmaktadır. 




