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This study establishes an integrated theoretical framework to comprehensively examine the factors influencing Chinese consumers’ second-hand clothing (SHC) purchase intention. Utilizing a randomly sampled dataset of 654 Chinese consumers, structural equation modeling (SEM) was conducted using AMOS software. The analysis demonstrates that our integrated model exhibits superior predictive power for SHC purchase intention compared to existing frameworks, achieving statistically satisfactory results. The findings provide support for all hypothesized relationships among the theoretical constructs, while the significant mediating effects of the proposed mediators were also confirmed. Notably, invariance tests revealed the moderating effect of past purchase experience.
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1 Introduction

The fast fashion industry has undergone rapid expansion in recent years, with companies increasingly accelerating production cycles to stimulate consumer purchasing frequency (Niinimäki et al., 2020). A prime example of this phenomenon is the Chinese market, where the emergence of ultra-fast e-commerce brands such as Shein has been facilitated by highly responsive, on-demand supply chains. These operational models enable the daily release of thousands of new products, thereby directly contributing to an unprecedented acceleration of consumption patterns. As the world’s largest textile producer and apparel market (Lang et al., 2019), Chinese fashion industry presents significant environmental challenges. The textile industry is regarded as one of China’s three most environmentally harmful sectors, contributing significantly to pollution through the discharge of wastewater, the emission of airborne pollutants, and the generation of toxic textile waste (Bjurbäck, 2015). Globally, over 30 million tons of clothing are discarded annually, creating severe resource depletion and urban pollution (Rausch and Kopplin, 2021). Furthermore, the fashion industry accounts for approximately 10% of global carbon emissions (Ro, 2020), exacerbating climate change concerns.

In response to these environmental impacts, growing consumer interest in sustainable alternatives has emerged, particularly in SHC consumption (Gopalakrishnan and Matthews, 2018). Academic research suggests that SHC adoption can significantly reduce textile waste and environmental pollution (Khurana and Tadesse, 2019; Machado et al., 2019). Chinese substantial population and dominant position in global apparel consumption make it a critical market for SHC growth (Su et al., 2019), with both environmental and economic benefits for sellers (Armstrong and Park, 2020).

Existing research on SHC consumption has predominantly employed Western-centric behavioral theories, particularly the Theory of Planned Behavior (TPB), to examine purchase intention (Kian et al., 2022; Madeline et al., 2023; Tryphena and Arul Aram, 2023). While TPB effectively predicts intention through attitude, perceived behavioral control (PBC), and subjective norm (Ajzen and Driver, 1991), significant gaps remain in understanding SHC adoption within specific cultural contexts. Previous studies have primarily focused on psychological and situational factors, often neglecting important cultural dimensions and moderating effects.

A critical oversight in existing literature is the inadequate consideration of face consciousness–a culturally salient construct in collectivist societies like China (Bao et al., 2003; Hwang, 2006). Prior research has either treated face consciousness unidimensionally or examined only its positive aspects (Li and Cui, 2021; Liu et al., 2021), failing to account for its potential inhibitory effects (e.g., stigma avoidance). The existing literature has examined several moderating factors influencing SHC purchase intention. Kian et al. (2023) established that prior purchase experience significantly moderates the relationship between perceived risks and SHC consumption. Similarly, Zahid et al. (2023) identified self-engagement as a critical moderator in the association between mindful consumption and SHC adoption. Further investigations have revealed that both generational differences (Liang and Xu, 2018) and cross-cultural variations (Xu et al., 2014) serve as important moderating factors affecting various determinants of SHC purchase behavior. Most recently, Kian et al. (2024) demonstrated that aesthetic risk moderates the impact of sanitary risk on purchase intention. However, despite these valuable contributions, a comprehensive examination of culturally specific and experience-based moderating variables within the SHC context remains absent from the extant literature.

This study addresses these gaps through three primary objectives. First, by adopting the TPB as the guiding framework, this study incorporates desire for gaining face, fear of losing face, and past purchase experience to develop a more robust model for understanding the SHC purchase intention of Chinese consumers. Second, the proposed model is empirically compared with the original TPB model to assess its predictive superiority. Third, the mediating and moderating roles of the identified research variables are examined to further clarify their influence on SHC purchase intention among Chinese consumers. By incorporating psychological, cultural, and experiential factors, this research offers a more comprehensive model for understanding SHC purchase intentions in culturally specific contexts.

This study contributes to the extant literature by integrating cultural constructs, specifically face consciousness, and past purchase experience into the TPB. This extended integrative model is proposed to investigate the cumulative effects of these factors, thereby confirming the utility of the proposed framework within the domain of SHC. The empirical findings provide actionable insights for marketing practitioners and offer a strategic blueprint for the enhancement of SHC purchase intentions.



2 Literature review


2.1 Theory of planned behavior

Theory of Planned Behavior was first developed by Ajzen and Driver (1991). At its core, TPB incorporates behavioral intention as a key determinant of action (Ajzen and Driver, 1991), reflecting an individual’s conscious decision-making or planned motivation. According to TPB, purchase intention and behavior can be accurately predicted through three primary factors: attitude, PBC, and subjective norm (Ajzen and Driver, 1991; Ajzen, 2002). In recent years, the TPB has been widely applied across various domains of consumer behavior research, including studies on sustainable clothing and SHC (Kian et al., 2022; Madeline et al., 2023; Tryphena and Arul Aram, 2023). Furthermore, its significant utility has also been demonstrated within pro-environmental contexts, such as the adoption of conservation agriculture practices (Valizadeh et al., 2023, 2024) and water conservation behaviors. In conclusion, the TPB has proven to be a valuable framework for analyzing the behavioral intentions of diverse populations across a wide range of disciplines. However, the theory overly relies on rational decision-making while neglecting the influence of cultural factors and emotions in green consumption contexts (ElHaffar et al., 2020).

According to Ajzen and Driver (1991), attitude is defined as the extent to which an individual holds a favorable or unfavorable evaluation regarding a specific behavior. When consumers perceive SHC consumption as socially beneficial and morally correct, they are more likely to develop positive purchase intention. Empirical evidence consistently demonstrates that attitude serves as a significant predictor of purchase intention in sustainable fashion and SHC contexts. Kian et al. (2022) identified attitude as a robust determinant of SHC purchase intention, while Madeline et al. (2023) confirmed its predictive power specifically among young Australian female consumers. Beyond consumer behavior contexts, the critical role of attitude has been demonstrated across a diverse range of fields and population groups. For instance, Mohammadzadeh et al. (2025) identified a significant positive impact of stockmen’s attitude toward pro-animal behavior on their subsequent behavioral manifestation. Similarly, Valizadeh et al. (2023) established that farmers’ attitude toward water conservation significantly influenced both their corresponding intention and actual conservation behavior. Collectively, these findings underscore the broad applicability of the attitude construct in predicting and understanding behavior across disparate domains.

Subjective norm, as conceptualized by Ajzen and Driver (1991), represents an individual’s perception of social pressure to perform or avoid a particular behavior, influenced by the attitudes of significant others (Ajzen and Fishbein, 1980). When individuals perceive that important referent groups approve of SHC consumption, this social influence serves as a powerful motivator for behavioral intention. Extensive empirical research has established the significant role of subjective norm in shaping purchase intention within sustainable fashion contexts. Kian et al. (2022) identified a positive correlation between subjective norm and SHC purchase intention, while Sobuj et al. (2021) specifically demonstrated this normative influence among young Bangladeshi consumers. The robustness of the subjective norm construct is further corroborated by recent research within environmental domains. For instance, a strong influence of farmers’ subjective norms regarding water conservation on their adoption decisions was identified by Valizadeh et al. (2023). This finding is further supported by a meta-analysis conducted by Morren and Grinstein (2021), which confirmed that subjective norm is a consistent predictor of pro-environmental behavior across diverse cultural contexts.

Perceived behavioral control is conceptually defined as an individual’s self-assessment of the ease or difficulty associated with executing a specific behavior (Ajzen and Madden, 1986). Empirical evidence suggests that consumers’ perceived level of control over SHC purchases is positively correlated with their purchase intention. Within the domain of sustainable fashion research, PBC has been consistently identified as a significant determinant of consumer behavior. This relationship was substantiated by Chaturvedi et al. (2020), who demonstrated PBC’s strong predictive power regarding sustainable clothing purchase intentions. Further validation was provided by Kian et al. (2022), whose findings confirmed the positive effect of PBC on SHC consumption decisions. The relevance of PBC is also demonstrated within the domain of environmental conservation behaviors. Recent research by Valizadeh et al. (2024) established that among Iranian landowner farmers, PBC significantly predicted the intention to apply conservation agriculture technologies and practices. Furthermore, PBC was identified as a stronger predictor of this intention than either attitude or subjective norm, thereby reinforcing the cross-contextual validity of this critical component of the TPB. Taking these factors into account, we propose that:

H1: Attitude positively affects consumers’ SHC purchase intention.

H2: Subjective norm positively affects consumers’ SHC purchase intention.

H3: PBC positively affects consumers’ SHC purchase intention.



2.2 Face consciousness

Face consciousness (Mianzi consciousness), deeply rooted in Confucian cultural values, represents a critical factor influencing consumer behavior in collectivist societies like China (Huang et al., 2019). This construct refers to an individual’s concern for maintaining social prestige and reputation (Li and Wang, 2020), which subtly shapes consumption patterns. Consumers with high face consciousness actively seek to enhance their social standing while avoiding behaviors that might cause embarrassment or loss of status (Li et al., 2015). Given the paramount importance of social perception in Chinese culture, face consciousness emerges as a crucial determinant of purchasing decisions.

In recent years, research has begun exploring how face consciousness influences sustainable consumption behaviors (Wei and Jung, 2017; Chen K. et al., 2019; Wei and Shen, 2025). Recent research has revealed contradictory findings regarding face consciousness’s impact on sustainable consumption. While some studies demonstrate positive associations with sustainable fashion adoption (Wei and Jung, 2017) and new energy vehicle purchases (Chen K. et al., 2019), others show negative correlations with energy-saving behaviors or connections to conspicuous consumption (Wang et al., 2018). These discrepancies likely stem from the conventional unidimensional treatment of face consciousness in their research context which fails to distinguish between its two fundamental aspects: desire for gaining face and fear of losing face (Zhang et al., 2011).

The desire for gaining face reflects individuals’ motivation to enhance their social standing, while fear of losing face represents anxiety about social disapproval (Kopania, 2020). These distinct dimensions involve separate psychological processes (Wei and Shen, 2025) and yield divergent consumption outcomes. Within SHC context, a positive purchase intention can be cultivated by the perception that SHC symbolizes environmentally friendly attributes (Inhwa et al., 2021) or a distinctive taste (Machado et al., 2019), as these perceptions are associated with face-gaining behaviors. Conversely, a negative purchase intention can be triggered by associations with financial constraints or hygiene concerns (Inhwa et al., 2021), which are perceived as face-losing behaviors. The significant influence of face consciousness on consumers’ continued purchase intention for organic food has been empirically confirmed by Qi et al. (2023), underscoring its relevance to the SHC domain.

According to TPB, attitude is established as a primary antecedent of behavioral intention (Ajzen and Driver, 1991). It is posited that face consciousness serves as a formative factor in shaping attitude toward SHC. Consumers with a high desire for gaining face are likely to evaluate SHC more favorably, as these products are perceived as effective instruments for facilitating the attainment of valued social goals, such as gaining respect or winning social approval. Conversely, consumers with a high fear of losing face tend to evaluate SHC more negatively, based on the perception that such products could potentially diminish their social standing, for instance, by damaging their reputation. These subsequently formed attitudes are then translated into corresponding purchase intentions. This mediating role of attitude is supported by the work of Long and Abd Aziz (2022), who found that face gaining exerts an indirect impact on behavioral intention through attitude. Furthermore, Li and Su (2007) established that face consciousness, representing both social reputation and status identity, significantly impacts consumption attitudes and purchase intentions.

Face consciousness assumes particular significance in Confucian collectivist cultures, where social norms serve as fundamental determinants of individual behavior (Kim and Nam, 1998; Jin and Kang, 2010; Cho et al., 2013). This psychological construct plays a pivotal role in maintaining social norms, as individuals with heightened face consciousness demonstrate greater sensitivity to the social impressions created by their actions (Zhao et al., 2019). Within Confucian relational frameworks (Bao et al., 2003; Hwang, 2006), such individuals consistently prioritize external evaluations over personal preferences when making consumption decisions.

The theory of reasoned action (Ajzen and Fishbein, 1977) provides a theoretical foundation for understanding how subjective norms - defined as perceived social pressures from significant referent groups to perform or not perform a behavior- influence behavioral intentions. The consumption of SHC is often strongly governed by such norms (Kian et al., 2022). As face consciousness is inherently linked to the perception of social expectations, individuals with strong face consciousness are considered to be particularly susceptible to these normative influences (Bao et al., 2003) and are frequently motivated to engage in pro-social behaviors when perceived social pressures exceed specific thresholds (Leary and Kowalski, 1990). This relationship is further elucidated by Hawkins et al. (2020), who demonstrated that face consciousness operates as a cultural value that primarily shapes consumer behavior through normative mechanisms. Supporting this view, Long and Abd Aziz (2022) found that face gaining exerts an indirect impact on outbound travel intention through subjective norm, a finding that underscores the broader applicability of this normative pathway. Based on the above theoretical synthesis, we propose the following hypotheses:

H4: Desire for gaining face positively affects consumers’ SHC purchase intention.

H5: Fear of losing face negatively affects consumers’ SHC purchase intention.

H6: Desire for gaining face indirectly affects consumers’ SHC purchase intention through attitude.

H7: Fear of losing face indirectly affects consumers’ SHC purchase intention through attitude.

H8: Desire for gaining face indirectly affects consumers’ SHC purchase intention through subjective norm.

H9: Fear of losing face indirectly affects consumers’ SHC purchase intention through subjective norm.



2.3 Past purchase experience

Existing research has demonstrated important limitations in examining the TPB variables in isolation. While Kian et al. (2022) investigated the effects of TPB constructs on SHC purchase intention, they failed to account for consumers’ past purchase experience. This oversight is significant given that Hur (2020) established fundamental differences in decision-making processes between existing and potential SHC consumers. The incorporation of past behavior into the TPB framework has been shown to enhance predictive accuracy regarding behavioral intentions (Chien et al., 2012), as demonstrated across various consumption contexts (Cheng et al., 2005; Hsieh et al., 2016).

Past experience serves as a critical determinant of behavioral intentions, reflecting consumers’ familiarity with specific consumption behaviors. Research has identified both direct and indirect effects of past experience on intention formation (Liu et al., 2020), though the moderating mechanisms remain underexplored (Hsieh et al., 2016; Chen X. Y. et al., 2019). Understanding these moderating effects holds particular importance for marketing practitioners, as past experience represents an exogenous variable that necessitates differentiated communication strategies for experienced versus inexperienced consumer segments.

Empirical evidence supports the moderating role of past experience in shaping the relationships between TPB variables and behavioral intentions. Hsieh et al. (2016) demonstrated that prior visit experience moderated the effects of attitude and PBC on intentions among Taiwanese youth. Similarly, Kidwell and Jewell (2008) found that past experience amplified the influence of subjective norms and PBC on behavioral intentions. Based on this theoretical foundation, we propose the following hypotheses:

H10a: Past purchase experience moderates the relationship between attitude and SHC purchase intention.

H10b: Past purchase experience moderates the relationship between subjective norm and SHC purchase intention.

H10c: Past purchase experience moderates the relationship between PBC and SHC purchase intention.

Building upon this theoretical analysis, we present an integrated conceptual framework (Figure 1) that incorporates past purchase experience as key moderating variables.
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FIGURE 1
Comprehensive model.





3 Methodology


3.1 Question design

The research instrument comprised two distinct sections designed to systematically collect relevant data. The first section captured participants’ demographic characteristics and past purchase experience with SHC. The second section incorporated validated measurement scales utilizing a 5-point Likert format, assessing the following constructs: TPB variables (attitude, subjective norm, and PBC), Face consciousness (desire for gaining face, fear of losing face), SHC purchase intention. All measurement items were adapted from established instruments in prior studies (Ajzen, 2002; Zhang et al., 2011; Chu and Chen, 2016; Borusiak et al., 2020; Denley et al., 2020; Nie et al., 2020; Kim et al., 2022), with their reliability and validity having been previously verified. Furthermore, two attention-check questions were embedded within the survey instrument to screen for inattentive respondents and to safeguard the integrity and reliability of the collected data. The questionnaire underwent a rigorous translation and validation process: (1) Bilingual researchers performed bidirectional translation (English-Chinese-English) to ensure linguistic equivalence; (2) Four doctoral experts reviewed the instrument and provided feedback; (3) Twenty randomly selected participants completed a pilot test, leading to refinement of ambiguous items. The final measurement items are presented in Table 1.


TABLE 1 Scale items.


	Construct
	Item
	References





	Desire for gaining face
	DGF1: i can show my social responsibility of environmental protection to others by purchasing SHC.
	Zhang et al., 2011



	DGF2: i can win much more social approval by purchasing SHC.



	DGF3: i can improve people’s impression of me by buying SHC.



	Fear of losing face
	FLF1: i worry that others will look down upon me if I purchase SHC.
	Zhang et al., 2011; Silva et al., 2021



	FLF2: i’m afraid of being criticized by others for purchasing SHC.



	FLF3: i avoid purchasing SHC because it might damage my reputation.



	Perceived behavioral control
	PBC1: it is on my own will to purchase SHC.
	Chu and Chen, 2016; Nie et al., 2020



	PBC2: i have the opportunity and resources to purchase SHC.



	PBC3: i possess the knowledge and ability to purchase SHC.



	PBC4: i can purchase SHC without any help.



	Attitude
	ATT1: it is good to purchase SHC.
	Ajzen, 2002



	ATT2: it is pleasant to purchase SHC.



	ATT3: it is valuable to purchase SHC.



	ATT4: it is beneficial to purchase SHC.



	Subjective norm
	SN1: my family support me to purchase SHC.
	Denley et al., 2020; Nie et al., 2020



	SN2: my classmates support me to purchase SHC.



	SN3: my teachers support me to purchase SHC.



	SN4: the mass media support me to purchase SHC.



	Purchase intention
	PI1: i’m very likely to purchase SHC in the future.
	Borusiak et al., 2020



	PI2: certainly, i will purchase SHC.








3.2 Sample

The study focused on Chinese consumers as the target population. Data collection was conducted through an online survey platform1 from January to March 2024. This platform facilitated random sampling procedures as demonstrated in previous research (Lu et al., 2019). To enhance the representativeness of the sample of Chinese consumers, a stratified random sampling method was employed, utilizing geographic region as the stratification variable. Mainland China was divided into several major regions (e.g., Northern, Southern, Eastern, Western, and Central). Quotas were established for each geographic stratum. This approach was designed to ensure the sample was drawn from a diverse array of geographic clusters, thereby improving its national representativeness. To improve participation rates, a nominal incentive of 2 RMB, distributed via digital red envelopes, was offered to respondents upon the survey’s completion.

Participants were explicitly instructed to complete the questionnaire independently and provide truthful responses based on their actual experiences. The data collection process yielded 654 valid responses. As shown in Table 2, 57.0% of the respondents were females. The main age group of respondents was 21–30, representing the core demographic for SHC purchases in China. The demographic profile of our sample aligns with the characteristics of the primary SHC consumer base in China, suggesting strong representativeness of the target population. This alignment enhances the practical significance and applicability of our findings to the Chinese SHC market.


TABLE 2 Demographic information and SHC past purchase experience of participants.


	Sample characteristics
	N
	%





	Gender
	
	



	Male
	281
	43.0%



	Female
	373
	57.0%



	Age



	<20
	41
	6.3%



	21–30
	357
	54.6%



	31–40
	188
	28.7%



	41–50
	61
	9.3%



	>50
	7
	1.1%



	Area of residency



	Remote
	309
	47.2%



	Regional
	139
	21.3%



	Metropolitan
	206
	31.5%



	Education level



	Secondary school or lower
	58
	8.9%



	Pre-university or equivalent
	126
	19.3%



	Bachelor degree
	369
	56.4%



	Master degree or higher
	101
	15.4%



	Second-hand clothing purchase experience



	Yes
	192
	29.4%



	No
	462
	70.6%








3.3 Data analysis

Structural equation modeling was employed as the primary analytical framework due to its capacity to evaluate complex relationships among multiple interrelated variables within a comprehensive theoretical model (Wang et al., 2022). This methodology offers three distinct advantages over conventional regression techniques. First, SEM incorporates measurement error estimation through its ability to model latent constructs using multiple observed indicators, thereby enhancing measurement precision (Wang et al., 2022). Second, the simultaneous equation estimation approach effectively addresses endogeneity concerns by mitigating potential bias from reciprocal causation (Cao and Yang, 2017). Third, SEM facilitates sophisticated mediation analysis by simultaneously estimating: (a) direct effects between exogenous and endogenous variables, (b) indirect effects mediated through intervening variables, and (c) total effects encompassing both pathways (Wang et al., 2022).

To evaluate the hypothesized relationships, covariance-based structural equation modeling (CB-SEM) was employed utilizing the AMOS software. The selection of CB-SEM over variance-based approaches (e.g., PLS-SEM) was justified by the study’s primary objective of confirming a pre-specified theoretical model, in alignment with the reflective nature of the measurement constructs (Hair et al., 2017). This methodology is particularly well-suited for the assessment of overall model fit through established indices such as the comparative fit index (CFI) and the root mean square error of approximation (RMSEA). The AMOS software was selected due to its robust maximum likelihood estimation algorithm, its intuitive graphical interface for model specification, and its seamless integration with SPSS for data management. These features collectively serve to minimize operational errors and enhance analytical efficiency for complex models of this nature.

The SEM analysis comprised two complementary components (Byrne, 2016). The measurement model, which examines relationships between observed variables and their underlying latent constructs. The structural model, which specifies causal relationships among unobserved latent variables.

Data analysis was conducted using SPSS and AMOS software, following a systematic four-stage process. Preliminary analysis contains examination of demographic characteristics and assessment of scale reliability and validity using SPSS. Subsequently, confirmatory factor analysis (CFA) was employed to assess the measurement model’s convergent and discriminant validity (Anderson and Gerbing, 1988) and to verify its overall fit (Hair et al., 2010). Following this, the structural model was evaluated. This evaluation was conducted through an examination of global model fit indices (Hu and Bentler, 1999) and an analysis of the hypothesized causal pathways. Finally, invariance tests including non-restricted invariance model, full-metric invariance model, baseline model, and nested model comparisons were used to do moderation analysis.

This comprehensive analytical approach ensured rigorous examination of both the measurement properties and structural relationships specified in our theoretical framework.




4 Results


4.1 Reliability and validity analysis

The reliability and validity of the measurement scales were rigorously evaluated using SPSS software. Cronbach’s alpha coefficients ranged from 0.823 to 0.872, exceeding the recommended threshold of 0.8, while the Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy yielded a value of 0.861 (Hair et al., 2012). These results demonstrate excellent internal consistency and validity across all constructs.



4.2 Confirmatory factor analysis (CFA)

Prior to conducting CFA, the assumption of multivariate normality was examined through a two-stage evaluation process (Kline, 2016). First, univariate statistics revealed that all scale items exhibited acceptable distributional properties, with skewness values below | 2| and kurtosis values below | 4| (Field, 2013). Second, Mardia’s standardized estimate of multivariate kurtosis was examined through the critical ratio value, confirming compliance with multivariate normality assumptions.

Then AMOS was used for confirmatory factor analysis. All factor loadings in the range of 0.725–0.811 (>0.7) and composite reliability (CR) values in the range of 0.803–0.867 (>0.7), which were both above the recommended threshold, indicating the measurement reliability, internal consistency and reliability were all good (Table 3). Moreover, the average variance extracted (AVE) values ranged from 0.578 to 0.625 (>0.5), signifying that the model had good convergent effectiveness (Bagozzi and Yi, 1988). The square root of all AVE in Table 4 were significantly greater than the relative values in their respective columns, meeting the judgment criteria of discrimination validity (Hair et al., 2017). Finally, ensuring the adequacy of SEM, we refined the model by removing items with high Chi-square values until it met fitting criteria (Segars, 1997). The χ2 = 1076.049, df = 663, p < 0.001, and the χ2/df value was 1.623 (<3). In addition, the fit indicators–GFI, AGFI, CFI and NNFI, values were 0.939, 0.946, 0.963, and 0.971 (>0.9), respectively. And the RMSEA value is 0.042 (<0.08), all pointing toward an excellent model fit (Rönkkö and Cho, 2022).


TABLE 3 Results of reliability and convergent.


	Constructs and items
	Loadings





	Desire for gaining face: AVE = 0.578, CR = 0.803, Cronbach’s alpha = 0.826



	DGF1
	0.753



	DGF2
	0.736



	DGF3
	0.785



	Fear of losing face: AVE = 0.621, CR = 0.832, Cronbach’s alpha = 0.831



	FLF1
	0.725



	FLF2
	0.795



	FLF3
	0.753



	Attitude: AVE = 0.625, CR = 0.862, Cronbach’s alpha = 0.859



	ATT1
	0.763



	ATT2
	0.787



	ATT3
	0.801



	ATT4
	0.794



	Subjective norm: AVE = 0.592, CR = 0.831, Cronbach’s alpha = 0.823



	SN1
	0.775



	SN2
	0.783



	SN3
	0.806



	SN4
	0.811



	Perceived behavioral control: AVE = 0.614, CR = 0.843, Cronbach’s alpha = 0.872



	PBC1
	0.773



	PBC2
	0.793



	PBC3
	0.803



	PBC4
	0.769



	Purchase intention: AVE = 0.618, CR = 0.867, Cronbach’s alpha = 0.865



	PI1
	0.793



	PI2
	0.807







TABLE 4 Results of discriminant reliability.


	Constructs
	DGF
	FLF
	ATT
	SN
	PBC
	PI





	DGF
	0.760
	
	
	
	
	



	FLF
	0.072
	0.788
	
	
	
	



	ATT
	0.175
	−0.297
	0.791
	
	
	



	SN
	0.238
	−0.361
	0.162
	0.769
	
	



	PBC
	0.025
	−0.075
	0.057
	0.078
	0.784
	



	PI
	0.272
	−0.313
	0.226
	0.337
	0.317
	0.786






DGF, desire for gaining face; FLF, fear of losing face; ATT, attitude; SN, subjective norm; PBC, perceived behavioral control; PI, purchase intention.






4.3 Structural model

To address potential common method bias inherent in self-report questionnaire designs, variance inflation factor (VIF) was computed to assess multicollinearity among latent constructs (Ahmed et al., 2024). All VIF values ranged between 1.169 and 1.231, substantially below the conservative threshold of 2.0, thereby confirming the absence of problematic multicollinearity and ensuring the robustness of subsequent analyses.

Then, we conducted SEM analysis on the research hypothesis. Results showed our proposed integrated model had better explanatory power and higher goodness-of-fit index than TPB model in terms of SHC purchase intention. The integrated model had the superiority and a batter fit (χ2 = 1628.611; df = 551; p < 0.01; χ2/df = 2.956; CFI = 0.912; NNFI = 0.936; SRMR = 0.059; RMSEA = 0.062) than TPB (χ2 = 661.365; df = 125; p < 0.001; χ2/df = 5.291; CFI = 0.843; NNFI = 0.923; SRMR = 0.083; RMSEA = 0.073) in predicting purchase intention. Moreover, our integrated model explained 51.7% variance in this decision. In contrast, the TPB model explained 36.3% variance in SHC purchase intention whereas the integrated model combining TPB and face consciousness explained 46.6% variance in SHC purchase intention. Results back our model’s effectiveness clearly.

The structural model results verified our hypotheses. Figure 2 and Table 5 show that attitude (β = 0.203, p < 0.001), subjective norm (β = 0.215, p < 0.01), and PBC (β = 0.162, p < 0.01) positively affected purchase intention, thus H1, H2, and H3 were all accepted. Desire for gaining face (β = 0.128, p < 0.001) positively influenced consumers’ SHC purchase intention, and fear of losing face (β = −0.156, p < 0.001) negatively influenced consumers’ SHC purchase intention. Therefore, H4 and H5 were accepted. The hypothesized effect of both desire for gaining face and fear of losing face on attitude and subjective norm were evaluated. Results revealed that desire for gaining face positively affected attitude (β = 0.112, p < 0.01) and subjective norm (β = 0.131, p < 0.001). In addition, fear of losing face negatively influenced attitude (β = −0.139, p < 0.01) and subjective norm (β = −0.187, p < 0.001).


[image: Diagram depicting a structural equation model with factors influencing purchase intention. Variables include desire for gaining face, fear of losing face, attitude, subjective norm, perceived behavioral control, and purchase experience. Lines indicate direct, mediating, and moderating effects with various standardized coefficients and significance levels.]
FIGURE 2
Results of the structural model.



TABLE 5 Path coefficients and direct effect of hypothesis.


	Relations
	Path coefficient
	S.E.
	CR
	P-values
	Result





	ATT→PI
	0.203
	0.037
	5.244
	0.000
	H1 accepted



	SN→PI
	0.215
	0.042
	2.783
	0.006
	H2 accepted



	PBC→PI
	0.162
	0.039
	5.058
	0.002
	H3 accepted



	DGF→PI
	0.128
	0.041
	4.146
	0.000
	H4 accepted



	FLF→PI
	−0.156
	0.038
	3.432
	0.000
	H5 accepted



	DGF→ATT
	0.112
	0.045
	3.263
	0.003
	–



	FLF→ATT
	−0.139
	0.040
	3.932
	0.005
	–



	DGF→SN
	0.131
	0.046
	3.352
	0.000
	–



	FLF→SN
	−0.187
	0.025
	4.467
	0.000
	–



	Good-of-fit statistics for the integrated model
 χ2 = 1628.611 (df = 551, p < 0.01), CFI = 0.912, NNFI = 0.936, SRMR = 0.059, RMSEA = 0.062
	Total variance explained:
 R2 of ATT = 0.497
 R2 of SN = 0.541
 R2 of PBC = 0.315
 R2 of PI = 0.517
	Total effect on purchase intention:
 DGF = 0.181
 FLF = −0.226
 ATT = 0.203
 SN = 0.215
 PBC = 0.162






DGF, desire for gaining face; FLF, fear of losing face; ATT, attitude; SN, subjective norm; PBC, perceived behavioral control; PI, purchase intention.




Subsequently, we further study the indirect effect of constructs. Results (Table 6) indicated that desire for gaining face (β = 0.053, p < 0.05) and fear of losing face (β = −0.070, p < 0.01) had an indirect effect on purchase intention. Therefore, H6, H7, H8 and H9 were accepted. The above results suggest that the constructs in our integrated framework had an important mediating effect on the formation of intention.


TABLE 6 Standardized indirect-effect.


	Indirect effect of
	On



	
	PI





	DGF
	0.053*



	FLF
	−0.070**






DGF, desire for gaining face; FLF, fear of losing face; PI, purchase intention. *P < 0.05, **p < 0.01.






4.4 Non-restricted and full-metric invariance models

To evaluate the hypothesized moderating role of past purchase experience in our integrated model, a series of measurement invariance tests were conducted. The sample was stratified into two distinct groups: 462 participants without prior SHC purchase experience and 192 participants with such experience.

The analysis commenced with the establishment of a non-restricted baseline model, which demonstrated acceptable fit indices (χ2 = 2652.174, df = 1358, p < 0.001, RMSEA = 0.061; CFI = 0.908; IFI = 0.912). Subsequently, a full-metric invariance model was specified, constraining all parameters to be equal across groups while maintaining good model fit (χ2 = 2686.146, df = 1388, p < 0.001, RMSEA = 0.061; CFI = 0.901; IFI = 0.907). The critical comparison between these nested models revealed no statistically significant difference [Δχ2(30) = 33.972, p > 0.01], supporting the establishment of full metric invariance. This finding indicates that the measurement properties of our constructs remain equivalent across groups with differing purchase experiences. Complete results of the measurement invariance analysis are presented in Table 7.


TABLE 7 Results of measurement and structural-invariance models.


	Measurement-invariance models for experienced (N = 192) and inexperienced (N = 462) in SHC purchase



	Models
	χ2
	df
	Δ χ2
	Full-metric invariance





	Non-restricted model
	2652.174
	1358
	Δχ2 (30) = 33.972, p > 0.01 (not significant)
	Accept



	Full-metric invariance
	2686.146
	1388
	
	


	Other Goodness-of-fit indices of the non-restricted model: RMSEA = 0.061;CFI = 0.908; IFI = 0.912



	Other Goodness-of-fit indices of the full-metric invariance: RMSEA = 0.061;CFI = 0.901; IFI = 0.907



	Structural-invariance model for experienced (N = 192) and inexperienced (N = 462) in SHC purchase



	Paths
	Experienced
	Inexperienced
	Baseline model (freely estimates)
	Nested model (constrained to be equal)



	
	Coefficients
	P-values
	Coefficients
	P-values
	
	



	ATT←PI
	0.310
	0.006
	0.174
	0.009
	χ2 (1346) = 2425.367
	χ2 (1347) = 2433.437a



	SN←PI
	0.195
	0.035
	0.224
	0.007
	χ2 (1346) = 2425.367
	χ2 (1347) = 2425.630b



	PBC←PI
	0.176
	0.002
	0.061
	0.095
	χ2 (1346) = 2425.367
	χ2 (1347) = 2432.356c



	Chi-square difference test:
	Other goodness-of-fit indices of the baseline model:



	aΔχ2 (1) = 8.070, p < 0.05 (H10a-accepted)
	RMSEA = 0.069;CFI = 0.900; IFI = 0.906



	bΔχ2 (1) = 0.263, p > 0.05 (H10b-rejected)
	


	cΔχ2 (1) = 6.989, p < 0.01 (H10c-accepted)
	





ATT, attitude; SN, subjective norm; PBC, perceived behavioral control; PI, purchase intention.

aThe constraint of equality on the path coefficients ATT→PI.

bThe constraint of equality on the path coefficients SN→PI.

cThe constraint of equality on the path coefficients PBC→PI.






4.5 Structural-invariance models

A baseline model was established by incorporating structural relationships among study variables into the full-metric invariance framework. The baseline model demonstrated excellent fit to the empirical data (χ2 = 2425.367, df = 1346, p < 0.01; RMSEA = 0.069; CFI = 0.900; IFI = 0.906).

To examine the hypothesized moderating effects, this baseline model was systematically compared with a series of nested models in which specific structural paths were constrained to equality across groups with and without SHC purchase experience. The invariance testing revealed significant findings. A statistically significant difference emerged in the relationship between attitude and purchase intention across consumer groups [Δχ2(1) = 8.070, p < 0.05], supporting H10a. No significant difference was found for the path between subjective norm and purchase intention [Δχ2(1) = 0.263, p > 0.05], leading to the rejection of H10b. The association between PBC and purchase intention differed significantly between groups [Δχ2(1) = 6.989, p < 0.01], confirming H10c. These results, comprehensively presented in Figure 2 and Table 7, demonstrate that past purchase experience serves as an important moderator in the formation of SHC purchase intentions, particularly influencing the effects of attitude and perceived behavioral control.




5 Discussion and implications


5.1 Discussion

The analysis reveals distinct patterns in SHC purchase intention among Chinese consumers. Notably, subjective norm demonstrates stronger predictive power than attitude within the TPB framework. This finding contrasts with previous research (Cao and Yang, 2017) and likely reflects Chinese collectivist cultural context, where social influences outweigh individual attitudes in consumption decisions.

The dual dimensions of face consciousness emerge as significant predictors, with the desire for gaining face positively influencing SHC evaluations while fear of losing face exerts negative effects. These results findings are consistent with prior research emphasizing positive face motivations (Wei and Jung, 2017; Chen K. et al., 2019) but contrast with studies that focus on negative face concerns, such as the work by Wang et al. (2018). This discrepancy is likely attributable to a fundamental difference in research context. The study by Wang et al. (2018) was situated within the domain of energy-saving behaviors, wherein reduced consumption constitutes the pro-environmental action. In this context, face consciousness was shown to promote a status-seeking lifestyle, thereby discouraging energy-saving behaviors. Conversely, the present study examines SHC consumption, which itself represents a form of sustainable consumption. Within this context, sustainable consumption is adopted as a means to enhance one’s social reputation and image. Furthermore, although Wei and Shen (2025) considered the effects of both “gain face” and “avoid losing face” on green consumption behavior simultaneously, they both have positive effects on green consumption behavior. The unique characteristics of SHC - simultaneously symbolizing environmental consciousness and potential social stigma - likely explain these divergent findings compared to general green consumption research.

The results indicate that attitude and subjective norm mediate the relationship between the two dimensions of face consciousness and the intention to purchase SHC products. This finding suggests that face consciousness serves as a significant antecedent of both attitude and subjective norm, a conclusion that is consistent with prior research by Li and Su (2007) and Long and Abd Aziz (2022).

Regarding the moderating effect of past purchase experience on consumers’ SHC purchase intention, results showed that past purchase experience exerts an important moderator on the SHC purchase intention through the TPB. This result is consistent with the finding of Koay et al. (2022). However, the influence of subjective norm on purchase intention is insignificantly different between experienced and non-experienced consumers, which is inconsistent with the findings of Koay et al. (2022). The primary reason for this discrepancy lies in differences in research contexts. Koay et al. (2022) focused on intention to engage in digital piracy, whereas this study concentrated on SHC purchase intention. Compared with the former, clothing presents one’s image more directly. So, regardless of whether there is a purchase experience or not, the influence of subjective norm on intention is significant. Furthermore, the finding that past purchase experience does not moderate the relationship between subjective norm and purchase intention. Although prior experience typically empowers people to rely more on personal knowledge than on external social cues (Chi-Ming et al., 2016), this tendency was not observed within the context of SHC consumption. This suggests that the influence of social norms may be so potent in this domain that their impact remains undiminished even in the presence of direct personal experience.



5.2 Theoretical implications

This study makes several significant theoretical contributions to the literature on SHC consumption. The TPB has been widely applied to predict purchase intention for various green products (Kian et al., 2022; Madeline et al., 2023; Tryphena and Arul Aram, 2023). However, existing literature indicates that critical gaps persist in emerging consumption contexts. Notably, few studies have integrated cultural factors with TPB to examine consumers’ SHC purchase intentions (ElHaffar et al., 2020). To address this gap, the current study responds to longstanding criticisms of TPB’s overreliance on rational decision-making by incorporating the cultural dimension of face consciousness (both desire for gaining face and fear of losing face) alongside experience-based factors.

Structural model comparisons revealed that integrating desire for gaining face, fear of losing face, past purchase experience, attitude, subjective norm, and PBC into a unified framework effectively explains the formation of consumers’ SHC purchase intention. The proposed theoretical model offers greater comprehensiveness and explanatory power in predicting purchase intention, with potential extensions to other sustainable consumption behaviors. Furthermore, structural invariance testing demonstrated that the effects of attitude and PBC on purchase intention are moderated by consumers’ past purchase experiences. From a theoretical standpoint, this study provides critical validation for the necessity of incorporating consumers’ prior purchase experience when analyzing SHC purchase intention.



5.3 Practical implications

The findings yield several important implications for enterprises and policymakers, though these should be considered in light of the study’s methodological limitations. As this research employed a cross-sectional design with self-reported data from Chinese consumers, and the cultural specificity of face consciousness constructs suggests these implications may be most directly applicable to similar cultural contexts. Practitioners should view these recommendations as empirically-informed starting points for strategy development that require validation through market testing and adaptation to local conditions.

First, attitude directly affects consumers’ SHC purchase intention and mediates the relationship between face consciousness and purchase intention, suggesting that marketing strategies could consider emphasizing cultivating positive attitude toward SHC. This might be achieved by highlighting the multidimensional value proposition of SHC–including environmental benefits and emotional appeal–through digital marketing channels (Kian et al., 2022). Concurrently, potential consumer concerns, particularly perceived risks associated with second-hand fashion consumption, should be proactively addressed (Kian et al., 2024).

The significant influence of subjective norm indicates that marketing strategies might leverage social networks to amplify positive word-of-mouth (Tu and Hu, 2018). Given the pervasive role of social media in shaping consumer behavior, SHC brands and government agencies could consider encouraging existing customers and influencers to share favorable experiences (Joshi et al., 2025), thereby potentially fostering a social environment conducive to SHC adoption.

The positive impact of PBC suggests that second-hand fashion brands should diversify sales channels, offering SHC not only in traditional brick-and-mortar stores but also through online platforms2.

The positive impact of PBC suggests that second-hand fashion brands may want to diversify sales channels, offering SHC not only in traditional brick-and-mortar stores but also through online platforms2.

Both the desire for gaining face and the fear of losing face were found to directly influence SHC purchase intention. Given the cultural specificity of these constructs, these strategies should be particularly tested in similar cultural contexts. Based on these findings, SHC brands could consider two strategic approaches: first, product quality might be enhanced to ensure that consumption is associated with face-gaining rather than face-losing outcomes, for instance, by offering high-quality, fashionable, and well-crafted products (Ferraro et al., 2016). Second, targeted marketing campaigns could be implemented to strengthen the association between SHC purchases and face-gaining attributes (e.g., by promoting the uniqueness and environmental friendliness of SHC) (Kian et al., 2022, 2023), or to weaken the association with face-losing perceptions (e.g., by countering the notion that SHC products are cheap or of low status).

The moderating role of past purchase experience underscores the potential need for SHC brand managers to segment consumers based on prior engagement. Understanding how purchase intentions are shaped by attitude and PBC across different consumer groups might enable marketers to tailor engagement strategies accordingly. Conversely, the finding that past purchase experience does not moderate the relationship between subjective norm and purchase intention suggests that strategies leveraging social influence–such as the use of testimonials, influencer partnerships, and the highlighting of social approval–are likely to be effective uniformly across both novice and experienced consumer segments. Consequently, marketing communications could consistently emphasize the social acceptance and increasing prevalence of SHC consumption to effectively target the entire market.

We recommend that organizations implement these suggestions as pilot programs with careful measurement of outcomes before full-scale implementation, particularly when applying them in cultural contexts different from the Chinese market studied here.




6 Conclusions, limitations and future research


6.1 Conclusion

The purpose of this study was to establish an integrated theoretical framework for the comprehensive examination of factors influencing Chinese consumers’ SHC purchase intention. This was achieved by integrating cultural factors, specifically face consciousness, and past purchase experience into the TPB, thereby extending existing integrative models. The proposed framework was generally supported by the empirical results. Hypothesis testing revealed that enhancing attitude, PBC, and subjective norm can effectively strengthen consumers’ intentions to purchase SHC products. Furthermore, both the desire for gaining face and the fear of losing face were found not only to directly affect purchase intention but also to exert an indirect influence through the mediating roles of attitude and subjective norm. Additionally, past purchase experience was identified as a significant moderator in the formation of SHC purchase intention, particularly influencing the paths from attitude and PBC. This research contributes to the further enrichment of literature pertaining to environmental sustainability, economic sustainability, and consumer behavior. Moreover, it offers actionable insights for marketing practitioners and provides a strategic blueprint for strategies aimed at enhancing SHC purchase intention.



6.2 Limitations and future research

This study provides significant insights into the drivers of SHC purchase intention within the Chinese consumer market. However, several limitations must be acknowledged, which also present avenues for future research. Primarily, due to budgetary constraints, the investigation was confined to the socio-cultural context of China and focused specifically on SHC products. Consequently, the findings and the proposed model relationships are inherently culturally bounded, and their direct generalizability to other cultural settings or to other second-hand product categories may be limited. It is, therefore, advised that the extrapolation of these findings to other contexts be approached with caution pending further validation. To establish the boundary conditions and assess the cross-cultural validity of the model, future studies are strongly encouraged to conduct replications across diverse cultural settings and with varied product categories.

Second, the data in this study were primarily derived from participant self-reports at a single point in time. Consequently, the findings represent static respondent feedback and lack insights into dynamic behavioral changes. It is recommended that subsequent research employ alternative methodological approaches, such as longitudinal designs, case studies, in-depth qualitative interviews, or grounded theory methodology, to further elucidate the influence of face consciousness on consumers’ purchase intention.

Third, the current study did not account for several contextual and psychological variables known to influence SHC consumption decisions. Key contextual factors, such as product quality, information quality, and service quality (Olga et al., 2024; Susana et al., 2021), were not considered. Additionally, relevant psychological constructs, including perceived risk, perceived value, and effort expectancy (Jun et al., 2022; Kian et al., 2023; Zahid et al., 2023) were omitted from the analytical framework. Future studies should integrate these variables to develop a more nuanced understanding of the determinants of SHC purchase intentions.




Data availability statement

The raw data supporting the conclusions of this article will be made available by the authors, without undue reservation.



Author contributions

QZ: Methodology, Writing – original draft, Writing – review & editing. XJ: Project administration, Visualization, Validation, Resources, Supervision, Funding acquisition, Conceptualization, Writing – review & editing. LZ: Investigation, Formal analysis, Software, Data curation, Writing – review & editing. NL: Supervision, Writing – review & editing.



Funding

The author(s) declare that financial support was received for the research and/or publication of this article. This research funding is Zhejiang Province Philosophy and Social Science Planning Project (No. 24NDJC170YB).



Conflict of interest

The authors declare that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.



Generative AI statement

The author(s) declare that no Generative AI was used in the creation of this manuscript.

Any alternative text (alt text) provided alongside figures in this article has been generated by Frontiers with the support of artificial intelligence and reasonable efforts have been made to ensure accuracy, including review by the authors wherever possible. If you identify any issues, please contact us.



Publisher’s note

All claims expressed in this article are solely those of the authors and do not necessarily represent those of their affiliated organizations, or those of the publisher, the editors and the reviewers. Any product that may be evaluated in this article, or claim that may be made by its manufacturer, is not guaranteed or endorsed by the publisher.



Footnotes


1      www.wenjuan.com

2      Taobao, JD.com



References

	Ahmed, R. R., Streimikiene, D., Streimikis, J., and Siksnelyte-Butkiene, I. (2024). A comparative analysis of multivariate approaches for data analysis in management sciences. Econ. Manag. 27, 192–210. doi: 10.15240/tul/001/2024-5-001

	Ajzen, I. (2002). Perceived behavioral control, self-efficacy, locus of control, and the theory of planned behavior. J. Appl. Soc. Psychol. 32, 665–683. doi: 10.1111/j.1559-1816.2002.tb00236.x

	Ajzen, I., and Driver, B. L. (1991). Prediction of leisure participation from behavioral, normative, and control beliefs: An application of the theory of planned behavior. Leis. Sci. 13, 185–204. doi: 10.1080/01490409109513137

	Ajzen, I., and Fishbein, M. (1977). Attitude-behavior relations: A theoretical analysis and review of empirical research. Psychol. Bull. 84, 888–918. doi: 10.1037/0033-2909.84.5.888

	Ajzen, I., and Fishbein, M. (1980). Understanding attitudes and predicting social behavior. Englewood Cliffs, NJ: Prentice- Hall.

	Ajzen, I., and Madden, T. J. (1986). Prediction of goal-directed behavior: Attitudes, intentions, and perceived behavioral control. J. Exp. Soc. Psychol. 22, 453–474. doi: 10.1016/0022-1031(86)90045-4

	Anderson, J. C., and Gerbing, D. W. (1988). Structural equation modeling in practice: A review and recommended two-step approach. Psychol. Bull. 103, 411–423. doi: 10.1037/0033-2909.103.3.411

	Armstrong, C. M. J., and Park, H. (2020). Online clothing resale: A practice theory approach to evaluate sustainable consumption gains. J. Sustain. Res. 2:e200017. doi: 10.20900/jsr20200017

	Bagozzi, R. P., and Yi, Y. (1988). On the evaluation of structural equation models. J. Acad. Market Sci. 16, 74–94. doi: 10.1007/bf02723327

	Bao, Y., Zhou, K. Z., and Su, C. (2003). Face consciousness and risk aversion: Do they affect consumer decision-making? Psychol. Market 20, 733–755. doi: 10.1002/mar.10094

	Bjurbäck, A. (2015). Environmental benefits of second hand-shopping environmental impacts of clothes and the benefits of the Emmaus Björkå second-hand business. Master’s thesis, Gothenburg University: Sweden.

	Borusiak, B., Szymkowiak, A., Horska, E., Raszka, N., and Zelichowska, E. (2020). Towards building sustainable consumption: A study of second-hand buying intentions. Sustainability 12:875. doi: 10.3390/su12030875

	Byrne, B. M. (2016). Structural equation modeling with AMOS: Basic concepts, applications, and programming. New York, NY: Routledge.

	Cao, X. S., and Yang, W. Y. (2017). Examining the effects of the built environment and residential self-selection on commuting trips and the related CO2 emissions: An empirical study in Guangzhou. China. Transp. Res. Part D 52, 480–494. doi: 10.1016/j.trd.2017.02.003

	Chaturvedi, P., Kulshreshtha, K., and Tripathi, V. (2020). Investigating the determinants of behavioral intentions of generation Z for recycled clothing: An evidence from a developing economy. Young Consum. 21, 403–417. doi: 10.1108/YC-03-2020-1110

	Chen, K., Ren, C., Gu, R., and Zhang, P. D. (2019). Exploring purchase intentions of new energy vehicles: From the perspective of frugality and the concept of ‘mianzi’. J. Clean. Prod. 230, 700–708. doi: 10.1016/j.jclepro.2019.05.135

	Chen, X. Y., Cheah, S., and Shen, A. (2019). Empirical study on behavioral intentions of short-term rental tenants—The moderating role of past experience. Sustainability 11:3404. doi: 10.3390/su11123404

	Cheng, S., Lam, T., and Hsu, C. H. (2005). Testing the sufficiency of the theory of planned behavior: A case of customer dissatisfaction responses in restaurants. Int. J. Hosp. Manag. 24, 475–492. doi: 10.1016/j.ijhm.2004.10.006

	Chien, G. C. L., Yen, I. Y., and Hoang, P. Q. (2012). Combination of theory of planned behavior and motivation: An exploratory study of potential beach-based resorts in Vietnam. Asia Pac. J. Tour. Res. 17, 489–508. doi: 10.1080/10941665.2011.627352

	Chi-Ming, H., Sung, H. P., and Regina, M. (2016). Application of the extended theory of planned behavior to intention to travel to Japan among Taiwanese youth: Investigating the moderating effect of past visit experience. J. Travel Tour. Mark. 33, 717–729. doi: 10.1080/10548408.2016.1167387

	Cho, Y. N., Thyroff, A., Rapert, M. I., Park, S. Y., and Lee, H. J. (2013). To be or not to be green: Exploring individualism and collectivism as antecedents of environmental behavior. J. Bus. Res. 66, 1052–1059. doi: 10.1016/j.jbusres.2012.08.020

	Chu, T. H., and Chen, Y. Y. (2016). With good we become good: Understanding e-learning adoption by theory of planned behavior and group influences. Comput. Educ. 92, 37–52. doi: 10.1016/j.compedu.2015.09.013

	Denley, T. J., Woosnam, K. M., Ribeiro, M. A., Boley, B. B., Hehir, C., and Abrams, J. (2020). Individuals’ intentions to engage in last chance tourism: Applying the value-belief-norm model. J. Sustain. Tour. 28, 1860–1881. doi: 10.1080/09669582.2020.1762623

	ElHaffar, G., Durif, F., and Dubé, L. (2020). Towards closing the attitude-intention-behavior gap in green consumption: A narrative review of the literature and an overview of future research directions. J. Clean. Prod. 275:122556. doi: 10.1016/j.jclepro.2020.122556

	Ferraro, C., Sands, S., and Brace-Govan, J. (2016). The role of fashionability in second-hand shopping motivations. J. Retail. Consum. Serv. 32, 262–268. doi: 10.1016/j.jretconser.2016.07.006

	Field, A. (2013). Discovering statistics using IBM SPSS statistics. London: SAGE Publications Ltd.

	Gopalakrishnan, S., and Matthews, D. (2018). Collaborative consumption: A business model analysis of second-hand fashion. J. Fash. Mark. Manag. 22, 354–368. doi: 10.1108/JFMM-05-2017-0049

	Hair, J. F., Black, W. C., Babin, B. J., and Anderson, R. E. (2010). Multivariate data analysis. New York, NY: Pearson.

	Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., and Thiele, K. O. (2017). Mirror, mirror on the wall: A comparative evaluation of composite-based structural equation modeling methods. J. Acad. Mark. Sci. 45, 616–632. doi: 10.1007/s11747-017-0517-x

	Hair, J. F., Sarstedt, M., Ringle, C. M., and Mena, J. A. (2012). An assessment of the use of partial least squares structural equation modeling in marketing research. J. Acad. Mark. Sci. 40, 414–433. doi: 10.1007/s11747-011-0261-6

	Hawkins, D. I., Mothersbaugh, D. L., and Kleiser, S. B. (2020). Consumer behavior: Building marketing strategy, 14th Edn. Dubuque: McGraw-Hill Education.

	Hsieh, C. M., Park, S. H., and McNally, R. (2016). Application of the extended theory of planned behavior to intention to travel to Japan among taiwanese youth: Investigating the moderating effect of past visit experience. J. Travel. Tour. Mark. 33, 717–729.

	Hu, L., and Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives. Struct. Equ. Model. 6, 1–55. doi: 10.1080/10705519909540118

	Huang, Y. S., Wang, Y. C., and Kuo, P. J. (2019). Face gain and face loss in restaurant consumers’ brand advocate behaviors. J. Hosp. Tour. Res. 43, 395–411. doi: 10.1177/1096348018813733

	Hur, E. (2020). Rebirth fashion: Secondhand clothing consumption values and perceived risks. J. Clean. Prod. 273:122951. doi: 10.1016/j.jclepro.2020.122951

	Hwang, K. K. (2006). Moral face and social face: Contingent self-esteem in Confucian society. Int. J. Psycho 41, 276–281. doi: 10.1081/00207590544000040

	Inhwa, K., Hye, J. J., and Yuri, L. (2021). Consumers’ value and risk perceptions of circular fashion: Comparison between secondhand, upcycled, and recycled clothing. Sustainability 13:1208. doi: 10.3390/su13031208

	Jin, B., and Kang, J. H. (2010). Face or subjective norm? Chinese college students’ purchase behaviors toward foreign brand jeans. Cloth. Text. Res. J. 28, 218–233. doi: 10.1177/0887302X09353083

	Joshi, Y., Lim, W. M., Jagani, K., and Kumar, S. (2025). Social media influencer marketing: Foundations, trends, and ways forward. Electron. Commer. Res. 25, 1199–1253. doi: 10.1007/s10660-023-09719-z

	Jun, X., Yun, Z., Lei, J., and Lei, S. (2022). Exploring sustainable fashion consumption behavior in the Post-Pandemic era: Changes in the antecedents of second-hand clothing-sharing in China. Sustainability 14:9566. doi: 10.3390/su14159566

	Khurana, K., and Tadesse, R. (2019). A study on relevance of second hand clothing retailing in Ethiopia. Res. J. Text. Appar. 23, 323–339. doi: 10.1108/rjta-12-2018-0063

	Kian, Y. K., Chee, W. C., and Hui, S. L. (2022). An integrated model of consumers’ intention to buy second-hand clothing. Int. J. Retail Distrib. Manag. 50, 1358–1377. doi: 10.1108/IJRDM-10-2021-0470

	Kian, Y. K., Chee, W. C., and Hui, S. L. (2023). Does perceived risk influence the intention to purchase second-hand clothing? A multigroup analysis of SHC consumers versus non-SHC consumers. J. Prod. Brand Manag. 32, 530–543. doi: 10.1108/JPBM-11-2021-3721

	Kian, Y. K., Man, L. C., Hui, S. L., and Wilson, K. S. L. (2024). Perceived risk and second-hand clothing consumption: A moderated-moderation model. J. Fash. Mark. Manag. 28, 240–253. doi: 10.1108/JFMM-01-2023-0001

	Kidwell, B., and Jewell, R. D. (2008). The influence of past behavior on behavioral intent: An information-processing explanation. Psychol. Market. 25, 1151–1166. doi: 10.1002/mar.20258

	Kim, J. Y., and Nam, S. H. (1998). The concept and dynamics of face: Implications for organizational behavior in Asia. Organ. Sci. 9, 522–534. doi: 10.2307/2640277

	Kim, N., Lee, S. J., Lee, C. K., and Suess, C. (2022). Predicting preventive travel behaviors under the COVID-19 pandemic through an integration of health belief model and value-belief-norm. Tour. Manag. Perspect. 43:100981. doi: 10.1016/j.tmp.2022.100981

	Kline, R. B. (2016). Methodology in the social sciences, principles and practice of structural equation modeling. New York, NY: The Guilford Press.

	Koay, K. Y., Tjiptono, F., and Sandhu, M. S. (2022). Predicting consumers’ digital piracy behaviour: Does past experience matter? Int. J. Emerg. Mark. 17, 2397–2419. doi: 10.1108/IJOEM-09-2020-1067

	Kopania, Z. (2020). “Mianzi and guanxi from a Chinese and European perspective in the 21st century,” in China and the Chinese in the modern world. an interdisciplinary study, eds Z. Kopabia and I. Szpotakowski (Warszawa: Wydawnictwo Naukowe Archaegraph), 55–66.

	Lang, C., Seo, S., and Liu, C. (2019). Motivations and obstacles for fashion renting: A cross-cultural comparison. J. Fash. Mark. Manag. 23, 519–536. doi: 10.1108/JFMM-05-2019-0106

	Leary, M. R., and Kowalski, R. M. (1990). Impression management: A literature review and two-component model. Psychol. Bull. 107:34. doi: 10.1037/0033-2909.107.1.34

	Li, J., and Su, C. (2007). How face influences consumption: A comparative study of American and Chinese consumers. Int. J. Mark. Res. 49, 237–256. doi: 10.1177/147078530704900207

	Li, J., Zhang, X. A., and Sun, G. (2015). Effects of ‘face’ consciousness on status consumption among Chinese consumers: Perceived social value as a mediator. Psychol. Rep. 116, 280–291. doi: 10.2466/17.07.PR0.116k11w3

	Li, M., and Cui, H. J. (2021). Face consciousness and purchase intention of organic food: The moderating effect of purchase situation and advertising appeal. Br. Food J. 123, 3133–3153. doi: 10.1108/BFJ-03-2021-0298

	Li, N., and Wang, J. (2020). Food waste of Chinese cruise passengers. J. Sustain. Tour. 28, 1825–1840. doi: 10.1080/09669582.2020.1762621

	Liang, J. F., and Xu, Y. J. (2018). Second-hand clothing consumption: A generational cohort analysis of the Chinese market. Int. J. Consum. Stud. 42, 120–130. doi: 10.1111/ijcs.12393

	Liu, R., Ding, Z., Jiang, X., Sun, J., Jiang, Y., and Qiang, W. (2020). How does experience impact the adoption willingness of battery electric vehicles? The role of psychological factors. Environ. Sci. Pollut. Res. 27, 25230–25247. doi: 10.1007/s11356-020-08834-w

	Liu, R., Ding, Z., Wang, Y., Jiang, X., Jiang, X., Sun, W., et al. (2021). The relationship between symbolic meanings and adoption intention of electric vehicles in China: The moderating effects of consumer self-identity and face consciousness. J. Clean. Prod. 288:125116. doi: 10.1016/j.jclepro.2020.125116

	Long, F., and Abd Aziz, N. (2022). The role of face gaining on millennials’ outbound travel intention in mainland China. Tour. Cult. Commun. 22, 45–58. doi: 10.3727/109830421X16262461231800

	Lu, D., Lai, I. K. W., and Liu, Y. (2019). The consumer acceptance of smart product-service systems in sharing economy: The effects of perceived interactivity and particularity. Sustainability 11:928. doi: 10.3390/su11030928

	Machado, M. A. D., De Almeida, S. O., Bollick, L. C., and Bragagnolo, G. (2019). Second-hand fashion market: Consumer role in circular economy. J. Fash. Mark. Manag. 23, 382–395. doi: 10.1108/JFMM-07-2018-0099

	Madeline, T., Katherine, M. W., Lucy, C., Amy, N., and Amelia, P. (2023). Unique and cheap or damaged and dirty? Young women’s attitudes and image perceptions about purchasing secondhand clothing. Sustainability 15, 16470. doi: 10.3390/su152316470

	Mohammadzadeh, M., Hayati, D., and Valizadeh, N. (2025). Behavioral factors linking sustainability and animal welfare in dairy farming. Sci. Rep. 15:26042. doi: 10.1038/s41598-025-10260-2

	Morren, M., and Grinstein, A. (2021). The cross-cultural challenges of integrating personal norms into the Theory of Planned Behavior: A meta-analytic structural equation modeling (MASEM) approach. J. Environ. Psychol. 75:101593. doi: 10.1016/j.jenvp.2021.101593

	Nie, J., Zheng, C., Zeng, P., Zhou, B., Lei, L., and Wang, P. (2020). Using the theory of planned behavior and the role of social image to understand mobile English learning check-in behavior. Comput. Educ. 156:103942. doi: 10.1016/j.compedu.2020.103942

	Niinimäki, K., Peters, G., Dahlbo, H., Perry, P., Rissanen, T., and Gwilt, A. (2020). The environmental price of fast fashion. Nat. Rev. Earth Env. 1, 189–200. doi: 10.1038/s43017-020-0039-9

	Qi, X., Mou, J. J., Meng, C. Y., and Ploeger, A. (2023). Factors influencing consumers’ organic food continuous purchase intentions during the Post-Pandemic era: An empirical investigation in China. Food 12:1636. doi: 10.3390/foods12081636

	Olga, T., Xingqiu, L., and Ting, C. (2024). Exploring determinants of second-hand apparel purchase intention and word of mouth: A Stimulus-Organism-Response approach. Sustainability 16:4445. doi: 10.3390/su16114445

	Rausch, T. M., and Kopplin, C. S. (2021). Bridge the gap: Consumers’ purchase intention and behavior regarding sustainable clothing. J. Clean. Prod. 278:123882. doi: 10.1016/j.jclepro.2020.123882

	Ro, C. (2020). Can fashion ever be sustainable?. Available online at: https://www.bbc.com/future/article/20200310-sustainable-fashion-how-to-buy-clothes-good-for-the-climate (accessed March 10, 2020).

	Rönkkö, M., and Cho, E. (2022). An updated guideline for assessing discriminant validity. Organ. Res. Methods 25, 6–14. doi: 10.1177/1094428120968614

	Segars, A. H. (1997). Assessing the unidimensionality of measurement: A paradigm and illustration within the context of information systems research. Omega 25, 107–121. doi: 10.1016/s0305-0483(96)00051-5

	Silva, S. C., Santos, A., Duarte, P., and Vlacic, B. (2021). The role of social embarrassment, sustainability, familiarity and perception of hygiene in second-hand clothing purchase experience. Int. J. Retail Distrib. Manag. 49, 717–734. doi: 10.1108/IJRDM-09-2020-0356

	Sobuj, M., Khan, A. M., Habib, M. A., and Islam, M. M. (2021). Factors influencing eco-friendly apparel purchase behavior of Bangladeshi young consumers: Case study. Res. J. Text. Apparel. 25, 139–157. doi: 10.1108/RJTA-10-2019-0052

	Su, J., Watchravesringkan, K. T., Zhou, J., and Gil, M. (2019). Sustainable clothing: Perspectives from US and Chinese young Millennials. Int. J. Retail Distrib. Manag. 47, 1141–1162. doi: 10.1108/IJRDM-09-2017-0184

	Susana, C. S., Ana, S., Paulo, D., and Bozidar, V. (2021). The role of social embarrassment, sustainability, familiarity and perception of hygiene in second-hand clothing purchase experience. Int. J. Retail Distrib. Manag. 49, 717–734. doi: 10.1108/IJRDM-09-2020-0356

	Tryphena, R., and Arul Aram, I. (2023). Consumer perception on sustainable clothing among urban Indians. J. Eng. Fiber. Fabr. 18:155892502311689. doi: 10.1177/15589250231168964

	Tu, J. C., and Hu, C. L. (2018). A study on the factors affecting consumers’ willingness to accept clothing rentals. Sustainability 10:4139. doi: 10.3390/su10114139

	Valizadeh, N., Azimi-Nejadian, H., and Azadi, H. (2024). Conservation agriculture measures as a strategy to create sustainable social and psychological changes in agricultural communities. Environ. Sustain. Indic. 24:10522. doi: 10.1016/j.indic.2024.100522

	Valizadeh, N., Bijani, M., Fallah Haghighi, N., Hayati, D., Bazrafkan, K., and Azadi, H. (2023). Conceptualization of farmers’ water conservation intention and behavior through the lens of economic man worldview: Application of structural equation modeling. Water 15:3199. doi: 10.3390/w15183199

	Wang, L., Wei, F., and Zhang, X. A. (2018). Why does energy-saving behavior rise and fall? A study on consumer face consciousness in the Chinese context. J. Bus. Ethics 160, 499–513. doi: 10.1007/s10551-018-3944-9

	Wang, Y. L., Cao, M. Q., Liu, Y. Q., Ye, R. N., Gao, X., and Ma, L. (2022). Public transport equity in Shenyang: Using structural equation modelling. Transp. Bus. Manag. 42:100555. doi: 10.1016/j.rtbm.2020.100555

	Wei, X. Y., and Jung, S. J. (2017). Understanding Chinese consumers’ intention to purchase sustainable fashion products: The moderating role of face-saving orientation. Sustainability 9:1570. doi: 10.3390/su9091570

	Wei, X. Y., and Shen, B. (2025). Effects of two face regulatory foci about ethical fashion consumption in a Confucian context. J. Bus. Ethics 196, 807–825. doi: 10.1007/s10551-024-05870-1

	Xu, Y. J., Chen, Y. Z., Burman, R., and Zhao, H. S. (2014). Second-hand clothing consumption: A cross-cultural comparison between American and Chinese young consumers. Int. J. Consum. Stud. 38, 670–677. doi: 10.1111/ijcs.12139

	Zahid, N. M., Khan, J., and Meng, T. (2023). Exploring mindful consumption, ego involvement, and social norms influencing second-hand clothing purchase. Curr. Psychol. 42, 13960–13974. doi: 10.1007/s12144-021-02657-9

	Zhang, X. A., Cao, Q., and Grigoriou, N. (2011). Consciousness of social face: The development and validation of a scale measuring desire to gain face versus fear of losing face. J. Soc. Psycho 151, 129–149. doi: 10.1080/00224540903366669

	Zhao, H. H., Zhang, H. Y., and Xu, Y. (2019). How social face consciousness influences corrupt intention: Examining the effects of honesty-humility and moral disengagement. J. Soc. Psycho 159, 443–458. doi: 10.1080/00224545.2018.1507992




Copyright
 © 2025 Zhou, Ji, Li and Zhou. This is an open-access article distributed under the terms of the Creative Commons Attribution License (CC BY). The use, distribution or reproduction in other forums is permitted, provided the original author(s) and the copyright owner(s) are credited and that the original publication in this journal is cited, in accordance with accepted academic practice. No use, distribution or reproduction is permitted which does not comply with these terms.

OPS/images/fpsyg-16-1645116-g001.jpg
Puchase

> Direct effect

>

Mediating effect

experience

g

-~
-

- --------3> Moderating effect

lllllllllllllllllllllllllllllllllllllllllllllllll

Purchase
intention

TPB

—
-~
- -
. -
R -
-~ - i
-
-

01177~ qoiis POLH &

Subjective
norm
behavioral

llllllllllllllllll

losing face

Desire for
Face consciousness \2(\





OPS/images/fpsyg-16-1645116-g002.jpg
Puchase
Purchase
Intention

Subjective
norm

R?=0.315

behavioral

.
|||||||||||||||

' _
. B “ Y L =
S & | » P 2
55 2 “ O I €
Ceg 1 n 1 p
ao”ugm . (7)) : *
e.m..nm | @ = O | =
58 o | r.% 9 O | To}
283 =Tt ® )11 9
a== i |e2) & |22|i ¢
A A A ! &W o ‘D i Ci
: | OB [0) o) i .
; | O o O = . (0]
' | © ; °
" “ = , Z
1 I 1
1 : :
1 - 1
1 1





OPS/images/cross.jpg
©

|





OPS/xhtml/Nav.xhtml




Contents





		Cover



		Consumers’ second-hand clothing purchase intention: integrating TPB, face consciousness and past purchase experience



		1 Introduction



		2 Literature review



		2.1 Theory of planned behavior



		2.2 Face consciousness



		2.3 Past purchase experience







		3 Methodology



		3.1 Question design



		3.2 Sample



		3.3 Data analysis







		4 Results



		4.1 Reliability and validity analysis



		4.2 Confirmatory factor analysis (CFA)



		4.3 Structural model



		4.4 Non-restricted and full-metric invariance models



		4.5 Structural-invariance models







		5 Discussion and implications



		5.1 Discussion



		5.2 Theoretical implications



		5.3 Practical implications







		6 Conclusions, limitations and future research



		6.1 Conclusion



		6.2 Limitations and future research







		Data availability statement



		Author contributions



		Funding



		Conflict of interest



		Publisher’s note



		Footnotes



		References

















OPS/images/cover.jpg
, frontiers ‘ Frontiers in Psychology

Consumers’ second-hand
clothing purchase intention:
integrating TPB, face
consciousness and past
purchase experience












OPS/images/logo.jpg
’ frontiers ‘ Frontiers in Psychology







