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Given the growing concerns about global warming and environmental con-
cerns this thesis looked into the growing trend of second-hand clothing con-
sumption among young Finns as a sustainable alternative to fast fashion within 
the framework of circular economy principles. It explored the consumer behav-
ior of 18-30-year-olds in Finland the aim being finding out whether sustainabil-
ity or other factors determine their buying decisions towards second-hand 
clothing. To better understand the consumer behavior among the target group 
a quantitative research approach including an online survey was used. 
 
Analysing both theoretical data and survey findings the research shows that 
the second-hand market has an important role in mitigating environmental 
challenges caused by the fast fashion industry, which ranks as the second 
most polluting industry in the world. While theoretical findings indicated a grow-
ing alignment of second-hand clothing with the principles of circular economy 
the survey revealed a complex picture of consumer attitudes and the actual 
behavior. Internal influences such as personal factors, perception, motivation, 
attitudes, and beliefs were found to shape buying decisions, alongside external 
factors including social influences, cultural values, affordability, and accessi-
bility. Despite a positive attitude towards sustainability, the survey revealed a 
preference for new clothing driven by factors such as affordability and acces-
sibility. Challenges, such as size variety, hindered the full adoption of second-
hand clothing despite respondents’ awareness of its environmental benefits.  
 
Recommendations emerged for closing the gap between sustainable attitudes 
and buying behavior, highlighting the need for improving accessibility, variety, 
and awareness of second-hand options. Continuous monitoring of consumer 
trends was suggested to ensure the effectiveness of initiatives promoting cir-
cular economy principles in the fashion industry. The findings underscored the 
interplay of individual preferences, economic restrictions, and environmental 
concerns in shaping consumer behavior, highlighting the importance of various 
approaches to promote sustainable consumption patterns among consumers.  
 
Keywords: second-hand clothing, fast fashion, circular economy, sustainabil-
ity, consumer behavior, internal influences, external influences 
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1 INTRODUCTION 

Global warming and environmental issues have led to a widespread desire of 

reducing one’s carbon footprint and making more sustainable choices. Differ-

ent industries, especially the textile industry have a significant contribution to 

pollution and waste creation accounting for 20% of the world's industrial 

wastewater emissions and it produces 92 million tonnes of waste yearly (Eu-

ropean Parliament News, 2023). Second-hand buying has gained popularity 

as a solution to reduce pollution and waste. More and more second-hand 

stores and online resale platforms have entered the market, and it is important 

to conduct more research for it to understand their effectiveness in reducing 

textile waste creation.  

 

The main objective of the thesis is to understand the consumer behaviour of 

young Finnish people when it comes to second-hand clothing, and if their buy-

ing motives are driven by sustainability or other factors. The author’s interest 

is to see if the movement of buying second-hand has reached the population 

of young Finns in a way that it is to stay. Therefore, the author carried out 

quantitative research among 18-30-year-olds in Finland to understand the fac-

tors that guide their choices when it comes to second-hand fashion. 

 

The thesis is structured to begin with an introduction to its conceptual frame-

work and research questions. The next chapter explores the transition from a 

traditional linear model to a more circular approach highlighting the textile in-

dustry’s waste creation and the growing preference for second-hand clothing 

as a sustainable alternative, especially among environmentally conscious 

younger consumers. The following chapters delve into the fast fashion and 

second-hand industries in Finland, analysing the impact through the lens of 

circular economy principles. The chapters analyse the global demand for 

cheaply made clothes and how it leads to faster resource exhaustion and 
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waste. Moreover, it is show-cased that there is a rising popularity of second-

hand stores in Finland as a response to these environmental concerns. While 

also examining the theoretical aspects of consumer behavior, the internal in-

fluences, as in personal and psychological factors that influence the buying 

process. As well as the external influences like social influences, cultural val-

ues, and accessibility. In the final chapters the author outlines the survey con-

ducted among the target group and presents the results. These findings offer 

valuable insights into the thesis’s objectives and research questions complet-

ing the analytical framework and providing deeper understanding of the topic.  

2 PROBLEM SETTING AND CONCEPTUAL FRAME OF REFER-

ENCE 

The main objective of the thesis is to understand the consumer behavior of 

young Finns when it comes to buying second-hand clothing with an emphasis 

on both internal and external influences. The thesis places importance on the 

act of buying second-hand clothing within the context of the circular economy, 

which is an important pillar in the pursuit of a more sustainable society. 

 

In order to fulfil the objective of addressing the research problem, four research 

questions are thought out. 

− What is the consumer behavior amongst young Finns towards second-

hand clothing?  

− What are the factors influencing the decision-making process of young 

Finns when purchasing second-hand clothing?  

− How do the attitudes of young Finns towards sustainability and the en-

vironment affect their willingness to buy second-hand clothing?  

− What is the impact of buying second-hand clothing on the environment 

in the context of circular economy? 
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The conceptual framework in figure 1 shows the connection of the core con-

cepts within the thesis providing a clear picture of how all of them contribute to 

the overall understanding of the thesis. The framework shows what affects the 

buying behavior of young Finns towards second-hand clothing. Internal and 

external factors they interact and influence each other. These factors are used 

to find answers to the questions of consumers about purchasing behavior and 

its various aspects such as personal, psychological, social, and cultural fac-

tors. Promoting a circular economy through the reuse of products and materi-

als like second-hand clothing requires an understanding of consumer behavior 

and the internal and external factors that influence it. Therefore, the circular 

economy in the conceptual framework connects through all concepts.   

 

Figure 1. Conceptual framework (Author of thesis, 2023) 

3 CIRCULAR ECONOMY  

Circular economy challenges the traditional linear economy model by present-

ing an improved approach to production, use of resources and to the disposal 

of goods. In the linear model the resources are extracted, processed into prod-

ucts, used, and then disposed of as waste. This approach is called a ‘’take-

make-dispose'’ model. It has led harm to the environment, exhaustion of 
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resources and waste creation. The goal of circular economy is to create a 

closed loop system, where the resources stay in use as long as possible, and 

the waste creation is as minimal as possible. (Ellen MacArthur Foundation, 

n.d.) 

 

Figure 2 greatly exhibits the differences between a linear economy model and 

a circular economy loop. Where the ‘’take-make-dispose'’ model proves to be 

an inefficient strategy whereas the circular economy goes beyond recycling 

and encompasses a wider range of strategies and principles for sustainable 

resource management. In the linear model products lifecycle will end whereas 

in the circular model the product will be reused, recycled, or repurposed. 

Figure 2. Closing the Loop: How Circular Companies are Changing the Game 

(Sustridge, 2023) 

 

There are several environmental issues associated with the fashion and textile 

industry. Textile alone consumes 4% of the total global yearly water use, from 

crop growing to the process of dyeing and finishing textiles. Water-intensive 

practices strain freshwater resources, particularly in regions already facing wa-

ter scarcity. The industry produces 20% of the world’s industrial wastewater 

emissions. The discharge of untreated wastewater from textile factories often 

contains harmful chemicals such as fabric dyes, bleach and finishing agents 

which will end up in the nature harming the soil, waterways, and the air. 10% 
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of global industrial carbon emissions comes from the textile industry. This sur-

passes the combined emissions of international flights and maritime shipping. 

(European Parliament News, 2023) In the context of fashion, the circular econ-

omy approach strives to establish sustainable systems as alternatives to the 

linear model.   

 

In Europe, as a step towards circular economy, the European Union renewed 

its waste directives in 2021, which include a new strategy specifically targeting 

textile waste. According to the updated directives, EU member states are now 

obligated to establish separate collection systems for textile waste by 2025. 

The waste framework directives require member states to actively promote the 

reuse and repair of textiles. To support this effort the European Commission 

will provide guidelines on efficient waste separation and collection to the mem-

ber states. These measures aim to enhance the circularity of textile materials 

and reduce their environmental impact throughout the EU. (European Com-

mission, 2022.) Finland is developing a circular economy program aimed at 

advancing the principles of circular economy that is strategic with the goal of 

transitioning the economy towards a circular base by 2035 (Ympäristöminis-

teriö, n.d.). Through this initiative the Finnish Government wants to reinforce 

Finland's position as a frontrunner in circular economy. Emphasizing its com-

mitment to sustainable and resource-efficient practices. On January 1, 2023, 

new law regarding textile recycling came into force in Finland. Under the new 

law, Finland’s municipalities are now required to collect textiles that are dis-

carded by residents. As a result, textile waste must be sorted separately from 

other types of waste from now on. The waste textiles are collected and pro-

cessed in a factory and the end result is textile fibres suitable for reuse. These 

recycled fibres are used in crafting yarn, insulation, and even the making of 

brand-new clothing. (YLE, 2023c.) 

 

However, just shredding and reprocessing textiles into new clothes will not fully 

address the challenges faced by the environmentally harmful textile industry, 

but it will increase the recycling rate of textile waste in Finland. The fast fashion 

model cannot simply become environmentally friendly by encouraging the dis-

posal of poorly lasting clothes that are not often worn, only to be replaced by 
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new clothes. Recycling textiles into reusable fibres is a good start in promoting 

the circular economy of textiles. Yet, it is important to realize that simply pur-

chasing clothing without considering their lifespan and neglecting repairs, and 

relying only on recycling efforts is not sufficient. (YLE, 2023c.) Emphasizing 

responsible consumption habits, including proper maintenance and repair, is 

necessary to complement recycling initiatives in achieving a more sustainable 

textile industry. 

 

One way of steering the fashion industry more towards circular economy is the 

promotion of second-hand markets as it can play a crucial role in redirecting 

consumption away from new products, emphasizing the value and usage of 

existing items. By buying and selling used clothing people contribute to a more 

circular and sustainable fashion system. Second-hand markets provide oppor-

tunities for clothing to be reused, repaired, and remodelled, allowing for the 

continuous circulation of fashion items (Loop Generation, n.d.). This not only 

reduces the environmental impact of manufacturing new clothes but also en-

courages a shift towards a more conscious and responsible approach to fash-

ion consumption. 

 

Typically, people only use half of their clothing which results in a significant 

number of unused clothes with unfulfilled potential. This leads to wastage of 

materials and resources used in their manufacturing. While consumers keep 

purchasing new versions of the same items, which then further contributes to 

exhausting resources. As a result, there are hundreds of millions of clothes 

that remain unused (Ellen MacArthur Foundation, 2021). By promoting sec-

ond-hand buying the number of uses increases. Clothes that already exist can 

be given a second, third, or even fourth life, thereby extending their value and 

reducing the need for new manufacturing. 
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4 FAST FASHION AND SECOND-HAND CLOTHING IN FIN-
LAND  

Fast fashion’s carbon footprint 

 

Fast fashion is a global phenomenon. Fast fashion refers to the production and 

consumption of inexpensive and quickly produced clothing items. Usually as-

sociated with low-quality materials and unethical labor practices (UNEP, 

2022).  

 

The carbon footprint of the fast fashion industry is considered to be alarmingly 

sizeable. As stated earlier, the industry is responsible for 10% of the global 

carbon dioxide emissions. Resulting from many energy-intensive stages 

across the supply chain of fast fashion items as illustrated in figure 3. A large 

percentage of clothing is made in developing countries with looser pollution 

regulations than in Europe. As mentioned in the previous chapter, manufactur-

ing process contributes to the industry’s overall environmental impact, from 

spinning and weaving raw fibers into fabric to dyeing and sewing the clothes. 

Also, the high volume of machinery used that is often run by non-renewable 

fossil fuel increases the carbon emissions. The shift to renewable energy op-

tions such as solar and wind energy, require a significant number of finances. 

Which makes facilities face obstacles like budget and infrastructural limits, 

therefore leading them to not transform their practices into more sustainable 

alternatives (The Conscious Club, 2019). 
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Figure 3. Circular Fashion Instead of Fast Fashion (Dunne, 2021) 

The negative carbon footprint of fast fashion industry already starts from the 

production of the fibers used for the making of the clothes. Every phase of the 

supply chain affects the environment in some way. The industry’s transporta-

tion of fashion items involves international supply chains. It is uncommon for 

raw materials to be grown, processed, manufactured, and sold in the same 

area. The shipment of raw materials to manufacturing facilities, and the trans-

portation of finished items to distribution centers and retail locations, increase 

greenhouse gas emissions significantly. The manufacturing process of some 

clothing even may involve several journeys around the world. The amount of 

the emissions depends on the way of transportation – air, sea, or land. Ships 

are the most used methods of transportation, 90% of global trade is moved by 

them, handling almost 9,98 billion metric tons of goods per year. Around 2,5% 

of carbon dioxide emissions in the world comes from shipping. Even with this 

large carbon footprint shipping by boat is currently the most affordable and 

environmentally friendly option. A large ship releases about 10 grams of car-

bon dioxide to move one ton of goods one kilometre. That is half the amount 

of a train and almost one-fiftieth of what airplane would release to do a similar 

job (Lee, 2020). 

Even though Finland is not a major producer of clothing, the carbon footprint 

of fast fashion industry in Finland is significantly affected by consumption, dis-

posal, which are discussed in the next chapter, and transportation. 
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Transportation is a big part of the carbon footprint since the clothing is trans-

ported from manufacturing facilities to retail locations across the country. 

These logistics increase greenhouse gas emissions, especially foreign ship-

ping. Because distances are long, transportation takes a lot of energy and 

harms the environment, due to the heavy reliance on fossil fuels for transpor-

tation. The further away the clothing is produced the larger environmental im-

pact it has when transported (Finnwatch, 2022). The value of Finland's clothing 

imports in 2022 was a total of 1,62 billion euros, and most of the clothes, 38%, 

were transported to Finland from China (Tchitcherin, 2022). This highlights the 

global supply chain's substantial carbon footprint, particularly when consider-

ing international shipping. 

Fast fashion in Finland 

While Finland may not be a major hub for fast fashion production, it is still 

affected by the industry due to its global nature and consumer demand. Back 

in the 1960s, clothing held a significant value for the Finnish population, they 

were even documented in estate records as they were a significant financial 

investment during that time. Rather than discarding old clothes, Finns em-

braced the practice of modifying their garments to align with evolving fashion 

trends. In 1970 buying habits changed when clothes made from oil-based syn-

thetic fibres were introduced to the market. The clothes were significantly 

cheaper, due to the fabric and the new materials enabled creation of more 

colorful and casual clothes, which attracted buyers. These clothes were not as 

long lasting and could not be modified as easily. This led to clothes were no 

longer repaired or modified but replaced by new clothes made from cheaper 

materials (Ekholm et al., 2019). 

This trend of fast fashion has ever since grown even bigger. The shopping 

culture of fast fashion has been characterized by frequent shopping and trend-

driven purchases. The constant desire for new clothes strains the supply chain 

and exhausts resources. In Finland there are world-famous clothing store gi-

ants that produce fast fashion in higher rates than ever. Clothing stores familiar 

to the Finnish population such as H&M, Zara, Reserved and many others are 

the biggest culprits for the growing fast fashion trend. The clothing collections 
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in the stores change rapidly, with the goal of selling as much as possible to a 

wide range of consumers. The clothes quickly become waste after their pro-

duction due to surplus inventory from changing collections and short periods 

of usage for sold clothes. In the first fifteen years of the twenty- first century 

clothes production doubled, meaning the majority of European brands have 

released up to 24 collections annually, instead of just two for summer and win-

ter seasons. The wearing time of clothes has also progressively shortened and 

since the late 1990s, the average lifespan of garments has decreased. This 

shift indicates that either the quality of clothing has decreased, or prices have 

become more affordable. Suggesting a trade-off between durability and afford-

ability (Clarke, 2021; YLE, 2019) 

 

Social media plays a significant role in driving daily trends and pushing the fast 

fashion industry's fast pace. Shopping hauls and try-on videos that are popular 

on Instagram and TikTok, have encouraged a culture of excessive shopping 

as trends change rapidly. One example, Shein, a Chinese fast fashion brand 

has notably gained popularity on TikTok. Influencers frequently showcasing 

large quantities of sponsored clothing. These platforms actively promote the 

consumption of low-quality, inexpensive clothing, often leading to their quick 

disposal. This adds to the already excess amount of textile waste produced 

yearly. (Afifa, 2022.) Annually, the textile industry worldwide creates 92 million 

tons of waste (Ruiz, 2023). In Finland around 90 million kilograms of textiles 

are thrown away every year. This sums up to 13 kilograms of textile waste per 

an average Finn. The majority of these textiles are disposables from consum-

ers. (YLE, 2023d) This suggests that Finnish people still prioritize affordability 

over environmental impact in their decision-making process. However, despite 

this there are promising signs of a shift towards more sustainability. While fast 

fashion still holds a significant part in the lives of most Finns, the growing 

awareness of environmental issues and the praise for sustainability indicate a 

changing mindset. It suggests that more individuals are becoming conscious 

of the need to prioritize ethical and sustainable fashion choices, even if it has 

not fully made into their purchasing habits yet. Example being the rising 
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popularity of second-hand and vintage clothing markets in Finland offering 

consumers a more sustainable alternative to fast fashion.  

 

Second-hand clothing 

 

Second-hand stores, also referred to as thrift stores or charity shops, have a 

lengthy history in Finland. These stores have played a significant role in offer-

ing reasonably priced clothing, household items, and other goods to the Finn-

ish population while also encouraging sustainability and waste reduction. Thrift 

store-style sales and donations have existed in Finland since the late 1800s. 

To help those in need, during this time churches and other charity organiza-

tions began accepting and distributing donations of used clothing. In 1920-30s 

textile peddlers sold textiles that had been removed from use in the market-

place. In 1960 the thrift store shop chain ‘’The Salvation Army’’ was established 

in Finland, which is still one of the biggest thrift store chains in the country. 

Although, for a longtime thrift stores carried a negative reputation. Wearing 

used clothes that had previously belonged to someone else did carry a stigma. 

The stigma was often associated with the idea that wearing second-hand cloth-

ing indicated a lack of money. The societal norms and standards of beauty at 

the time placed a high value on new and clean clothing as a symbol of status 

and desirability (Nummelin, 2007). Attitudes towards used clothing have 

changed over time. The rise of more second-hand fashion movements, rising 

concerns of environmental issues and changing fashion trends have influ-

enced a shift in perception. One of the most influential contributors to the de-

velopment of second-hand stores in Finland is the ‘’Finnish Red Cross’’. Es-

tablished in 1877, the organization began collecting and selling second-hand 

goods to raise funds for their humanitarian work. Their efforts were particularly 

important during the economic recession of the 90s in Finland. As many Finns 

faced financial challenges during that period there was an increase in the de-

mand for affordable items. The economic recession left many looking for a 

budget-friendly options to purchase clothing, furniture, and other essential 

items. Second-hand stores came to the rescue. These stores' affordable prices 

drew many towards them. (Suomen Punainen Risti, n.d.) Since then, the pop-

ularity of second-hand and vintage shops keeps on rising.  
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In 2020, around 26% of people aged 18 to 64 in Finland purchased second-

hand clothing. In Europe’s scale this exceeded Sweden where it was 23%, and 

Germany where it stood at 17%. (Trading Economics, n.d.) Second-hand 

stores are experiencing a growth rate twice that of other retail sectors in Fin-

land. Between the start of 2023 and October, the second-hand market has 

grown by 18 percent (YLE, 2023a). The number shows how the second-hand 

movement is creating a notable impact in Finland’s retail market. Second-hand 

stores are opening throughout the country to meet customers’ demand. In 

2021, during the COVID-19 pandemic, a couple hundred new clothing stores 

had to close their doors due to the challenging economy. Surprisingly, second-

hand stores kept entering the market, showing the surge in Finnish interest in 

second-hand. Another example being second-hand store ‘’’Relove’’. Being a 

frontrunner in the second-hand market, making its mark by opening the world’s 

first second-hand store operating within an airport. The store was opened in 

the Helsinki-Vantaa airport adding an innovative touch to airport retail. (YLE, 

2023b) In addition, according to the Finnish Commerce Federation, circular 

trade in Finland has an estimated value of EUR 895 million (Kaupan Liitto, 

2023) Estimates by the University of Tampere and the Finnish Commerce Fed-

eration the resale market of consumer to consumer were growing at an annual 

rate of 5-10 percent in Finland with a total estimated value of EUR 370 million 

in 2020. (Pirttikoski, 2020). There is confidence among second-hand store 

owners that the Finnish population will favor shopping for used items also in 

the future. More and more specialized second-hand stores catering to specific 

target audiences have been opened, such as "Almost New," a second-hand 

store mainly offering second-hand clothes for men (YLE, 2021).  

 

Purchasing second-hand clothing has become increasingly popular as people 

become more conscious of pressing environmental issues and interested in 

adopting sustainable actions. One reason for this is the desire to fight the 

harmful effects of fast fashion making second-hand clothes an attractive alter-

native. Buying second-hand helps to reduce the carbon footprint of oneself and 

the industry in numerous ways. The biggest factor being decreasing the de-

mand for new production of clothing, which helps to reduce waste, pollution, 
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and reserve resources. Buying second-hand emphasizes the importance of 

reusing what already exists in the world, diverting them from ending up in the 

landfills as waste. To highlight this, fast fashion clothing items that are worn 

fewer than 5 times emit a shocking 400% higher carbon emissions compared 

to clothes that are worn 50 times. Reduced consumer purchases of new cloth-

ing translate to lower production by the industry which leads to decrease in 

released pollution. This also contributes to reserving natural resources such 

as water. The production of one single t-shirt needs 2,700 litres of water, com-

parable to the amount needed to supply one person with drinking water for 2,5 

years. The production of a single pair of jeans demands 10,000 litres of water. 

To fight the emissions from international transportation of shipping clothing, 

second-hand shopping usually involves shorter transportation distances. Lo-

gistics associated with the fashion supply chain are therefore reduced, result-

ing in lower carbon dioxide emissions (Loop Generation, n.d.) 

 

It is important to note that buying second-hand is not without challenges. While 

second-hand buying does offer many environmental and economic benefits, it 

could contribute to over consumption, even though it seems counterintuitive. 

As second-hand items are often more budget-friendly than new ones this might 

encourage some people to buy more than they need or replace items fre-

quently due to the lower cost. Some individuals might view second-hand buy-

ing as completely sustainable and believe they can buy more without negative 

environmental consequences. In the past purchasing second-hand items was 

valued for its affordability and sustainability. (Cartwright, 2023.) The current 

trend has shifted towards consumerism and staying fashionable. Thrifting, 

which was once a widespread activity, is now more niche catering mainly to 

people with time and financial resources. Embracing a minimalist mindset and 

adopting a less-is-more approach can benefit the society and the planet. (Wat-

son, 2021). 



17 
 

5 CONSUMER BEHAVIOR 

Consumer behaviour studies the choices, purchases, uses, and disposal of 

goods made by consumers to fulfil their needs and wants. The consumer be-

havior occurs as the routines, habits, and choices individuals make in the mar-

ketplace, in other words how the consumer engages in the market and why. 

Every buying decision is influenced by the consumer’s life and the environment 

around them. These influences can be divided into internal and external fac-

tors, (Solomon, 2020) even when attempting to approach the purchase deci-

sion with rationality, these factors play a significant role.  

5.1 Internal factors 

To understand consumer behavior deeper, it is important to understand inter-

nal factors, where personal and psychological factors shape the decision-mak-

ing process. Personal factors include demographics, lifestyle and personality 

traits that influence preferences. Psychological factors such as perception, mo-

tivation, attitudes, and beliefs unfold how consumer thinks when making pur-

chasing decisions. (Solomon, 2020) 

 

Personal factors  

 

Personal factors such as age, life stage, occupation, economic status, lifestyle, 

and personality, shape consumer buying behavior. Consumers' preferences 

for products and brands often vary across different stages and ages of their 

lives.  Life events like divorce or marriage trigger shifts in preferences impact-

ing buying decisions as people adapt to new circumstances. (Solomon, 2020) 

 

A person's occupation and economic status shapes needs and preferences in 

products. Higher-paying jobs provide bigger financial ability to buy premium 

products. The opposite being lower-paying jobs need budget-conscious plans 

focusing on essential and budget-friendly options to maximize more limited 

funds. Lifestyle influences buying habits. Similar lifestyles attract people to the 
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same products making it easier to do targeted marketing. In the example of 

second-hand shopping, younger consumers particularly young adults and stu-

dents might be drawn to second-hand shopping due to limitations of student 

budget, and the growing awareness of environmental issues related to fashion 

industry. Personality traits guide consumer behavior with different personality 

types leaning toward specific products based on preferences and needs. Mar-

keters consider these traits to create personalized and meaningful experiences 

for specific consumer segments. (Solomon, 2020) 

 

Perception 

 

Perception is the cognitive process through which individuals interpret, engage 

and interact with the world around them. It involves the brain's processing of 

various stimuli that impact the five different senses. It plays an important role 

in consumer behavior. It affects how individuals understand and respond to 

information and stimuli associated with products, services, brands, and mar-

keting messages. (Solomon, 2020) 

 

Consumer perception involves four stages, as seen in figure 4: exposure, at-

tention, interpretation, and adaptation. In the example of second-hand buying,  

exposure occurs when a consumer encounters information or stimuli related 

to second-hand buying. For instance, the consumer is exposed to second-

hand clothing through various channels such as second-hand stores and 

online resale platforms or coming across social media influencers promoting 

sustainable buying. In attention stage the consumer begins to pay attention to 

the idea of buying second-hand. The consumer could start more actively to 

seek out second-hand stores in the area. Attention filters what is relevant to 

the consumer in terms of fashion choices, which could lead to exploring more 

second-hand options. Interpretation happens as the consumer evaluates their 

options and interpret second-hand clothing as a means to express their style 

in a sustainable way and they acknowledge the environmental benefits of re-

ducing clothing waste influenced by their existing knowledge and beliefs. Fi-

nally, the consumer adapts their behavior by incorporating second-hand shop-

ping into their buying habits. This adaptation results in decreased sensitivity to 
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traditional retail options over time. These stages collectively shape consumer 

responses and guide marketing efforts. (Solomon, 2020). 

 

 

Figure 4. The Perceptual Process (Niosi, 2021) 
 

 

Motivation  

 

Motivation, in the world of consumer behavior encompasses the internal and 

external factors driving individuals' actions and choices. Abraham Maslow's 

Hierarchy of Needs theory categorizes human needs into a hierarchical struc-

ture, introduced in 1934. At the base physiological and safety needs comes 

first followed by social, esteem, and self-actualization needs. This theory sug-

gests that people are motivated to fulfil lower-level needs before progressing 

to higher-level ones. Businesses frequently strive to align their products and 

services with the specific need levels consumers aim to satisfy.  

 

In the context of second-hand buying the key stages and components of the 

motivation process: 

1. Unmet needs or wants: It begins with consumers experiencing unmet 

physiological, psychological, or social needs or desires, such as more 

affordable clothing options.  
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2. Recognition and awareness: Consumers must identify these needs, of-

ten caused by internal cues or external stimuli like advertisement of sec-

ond-hand stores or discussion of sustainable fashion. 

3. Information gathering: After recognizing the needs consumers start an 

information search. Using personal experiences, word-of-mouth, re-

views, and advertisements to explore solutions. 

4. Evaluation of options: Consumers evaluate available alternatives. Con-

sidering factors like quality, price, brand reputation, and personal pref-

erences. 

5. Motivation and decision: Shaped by emotions, attitudes, and values, 

drives the final purchase decision, that will match the specific need for 

example of affordability or sustainability. Leading consumer to choosing 

second-hand clothing. (Solomon, 2020) 

 

Attitudes and Beliefs  

 

Attitudes and beliefs are central to consumer behavior. Attitudes reflect con-

sumers' overall judgment of products and influence preferences and choices. 

Marketers aim to shape these attitudes through strategies like advertising. Be-

liefs are formed based on personal experiences and influence perceptions and 

purchase decisions. Positive beliefs about a product help shape attitudes, 

guiding consumer preferences. In recent years environmental values have 

gained importance in shaping consumer behavior due to increasing global 

awareness of issues like climate change and pollution. Consumers with strong 

environmental values actively seek eco-friendly products, like second-hand 

clothing, prioritize items with minimal environmental impact, and support com-

panies committed to sustainability (Blythe, 2013, pp. 153-155). These values 

play a significant role in influencing consumer choices. Demanding for eco-

conscious products particularly second-hand clothing and encouraging busi-

nesses to align with these values. 
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5.2 External factors  

External factors have a big impact on consumer behavior, guiding the deci-

sions consumers make beyond just what they personally like. Social influences 

are deeply rooted in relationships and social dynamics. Reference groups and 

societal status influences the buying process. Culture is part of every con-

sumer, it is influenced and shaped by values and beliefs within the upbringing 

environment. (Solomon, 2020) External influences also include availability and 

accessibility, which determine how easy it is to acquire desired products or 

services. 

 

Social influences 

 

People are naturally social beings, and their purchasing decisions are often 

influenced by the actions, opinions, and recommendations of people around 

them. One of the most important social factors affecting consumer behavior is 

reference groups. These are groups or individual people that people recognize 

themselves in them or aspire to be like. It is based on the idea that individuals 

evaluate themselves and make choices based on the standards set by these 

groups (Blythe, 2013, pp. 215-216). People often sort themselves and others 

into these social groups, it has a big impact on people’s self-perception and 

how they feel emotionally. The way people view these groups’ status shapes 

their confidence and how self-assured they feel about themselves, thus match-

ing their preferences with those of the reference group (Tajfel et al., 1979). For 

instance, close circle such as family and friends influence in ways as sharing 

experiences, values and often a similar lifestyle. Outer circle including celebri-

ties and social media influencers have an impact on purchasing decisions. 

Consumers might look up to celebrities and draw references from them, in the 

context of fashion, consumers might adopt the looks of those they admire. So-

cial media influencers have emerged as an important reference group, influ-

encing consumers through online platforms. 
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Culture 

 

Cultural values, beliefs, norms, symbols, rituals, and language all shape how 

consumers see the world. These cultural elements influence what people con-

sider important, acceptable, and desirable. For example, in cultures where en-

vironmental sustainability is important, the consumers prefer eco-friendly prod-

ucts and support green actions. Especially during holidays cultural symbols 

and rituals assign meaning to products which then influences purchasing de-

cisions. Subgroups within society based on factors like age, religion, ethnicity, 

or lifestyle show clear consumer behavior patterns. Understanding these sub-

cultures is vital for businesses to tailor their marketing strategies effectively. In 

the globalized marketplace, businesses must embrace cultural diversity, 

demonstrate cultural sensitivity, and adapt their messaging and products to 

connect with various consumer segments. (Blythe, 2013, pp. 183-185) 

 

Availability and Accessibility  

 

Availability means the quantity and what type of products or services are avail-

able in the market. It consists of factors such as the variety of options that is 

offered, seasonal variations, and whether suppliers are ready to meet the de-

mand (Blythe, 2013, pp. 272-273). In the example of second-hand buying, it 

combines the idea that consumers must have access to a wide variety of sec-

ond-hand clothing items to make meaningful choices. 

 

Accessibility means the easiness for consumers to obtain a service or a prod-

uct. It relates how easily consumers can physically or digitally access products 

or services. It includes factors like location, convenience, payment options, 

digital accessibility, and inclusive practices. Ensuring accessibility means ac-

commodating a wide range of consumer preferences and needs, whether it's 

through physical proximity to stores, user-friendly online platforms, multiple 

payment choices, or inclusive design for diverse audiences. (Blythe, 2013, pp. 

272-273). 
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6 METHODOLOGY  

6.1 Research design  

The author decided to carry out descriptive research approach as the research 

design, which includes a survey. To get answers to the research questions of 

the thesis, a survey was determined to be the best option for this study. ‘’… 

research design is a blueprint or detailed plan for how a research study is to 

be completed—operationalizing variables so they can be measured, selecting 

a sample of interest to study, collecting data to be used as a basis for testing 

hypotheses, and analysing the results’’ (Kumar, 2019, p.155). The objective of 

the thesis is to find out young Finn’s consumer view and what is their behavior 

towards second-hand clothing. Why they buy or do not buy clothes second-

hand, what are the driven reasons for it, and do research on how second-hand 

buying is crucial part of circular economy.  

6.2 Research method  

To address the research objectives, this thesis undertook a quantitative re-

search approach. Quantitative research relies on numerical data and statistical 

analysis to measure and generalize patterns. Statistical techniques are used 

to analyze and interpret the collected data based on the use of measurable 

variables. The data collection methodology used by researchers involves 

structured techniques, such as surveys, experiments, or observations with pre-

determined variables. Identifying patterns is often the goal for making predic-

tions or drawing conclusions about a phenomenon in a larger population. While 

qualitative research focuses on exploring in-depth insights with open-ended 

questions (Myers et al., 2010; Creswell & Creswell, 2018). To address the the-

sis's objectives a survey employing closed-ended questions and some ques-

tions with a possibility to answer more openly, is conducted to find out how 

young Finns see second-hand buying and what affects their buying behavior. 

This method, as a quantitative research approach, involves designing a struc-

tured set of questions with predetermined response options as well as semi 
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open-ended questions to gain a deeper understanding of respondents' 

thoughts, experiences, and perspectives.  

6.3 Population and sampling 

 

The study primarily focuses on understanding the perspectives of young indi-

viduals in Finland aged between 18 and 30 years regarding their attitudes and 

behaviors when it comes to purchasing second-hand clothing. This choice of 

age group as the sample population comes from the author's personal interest 

in investigating the preferences and behaviors of their own age group. 

 

The entire 18-30 age group in Finland, is what is referred to as ‘’the population’’ 

in this study. To determine how many participants are willing to participate in 

the survey, ‘’sampling’’ term is used. This research's main objective is to gather 

a sample that truly reflects 18–30-year-olds in Finland and their secondhand 

shopping practices. The precision and reliability of the findings are dependent 

upon the size of the sample population (Lohr, 2021). A target sample size of 

approximately one hundred respondents has been set. Importantly, the survey 

will not have a set number of respondents beforehand. Instead, the final sam-

ple size will be determined once the survey is sent out. 

6.4 Making the survey  

The survey was prepared by the author of the thesis. The questions are de-

signed for easy comprehension, and the survey can be completed within a 5-

minute timeframe. The questions and answer choices are available in both 

Finnish and English, making sure that everyone can understand them, no mat-

ter their language preference. The survey is centered around investigating the 

buying behavior of young Finns concerning second-hand clothing. It aims to 

understand why they choose to buy second-hand clothing and if they are hes-

itant what makes them uncertain about it. A central objective of the survey is 

to gain insights into the extent to which Finnish youth consider environmental 
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factors when buying clothing. In particular, the research is trying to figure out 

if buying used clothes is seen as an environmentally friendly choice or if there 

are other reasons behind this decision. This survey also investigates the im-

pact of second-hand shopping on addressing environmental concerns and 

evaluates whether it will continue to be a key approach for young people to 

promote sustainable development and contribute to a circular economy. 

6.5 Data collection and analysis  

To conduct the research for the thesis, the survey made by the author was 

sent out to young Finnish people in age bracket of 18-30 years of age. The 

survey was sent out on the February 20, 2024, through the author’s own per-

sonal social media channels, such as Instagram, Snapchat, Reddit, and 

WhatsApp. The survey was open for a week and a half. The link to the survey 

was open to anyone who fell into the target group, and the survey could be 

shared with those belonging to the target group to reach more respondents. 

Google Forms was used as the tool to collect and analyze the data from the 

survey. It was selected for its user-friendly platform. Ideal for conducting online 

surveys as visual graphs created by the platform further simplify data analysis. 

By analyzing the data, the aim was to find regularities and differences between 

the respondents. 

6.6 Validity and reliability  

In the field of survey research, validity and reliability are essential concepts for 

collecting data. A credible and meaningful survey outcome depends on both 

of these factors. 

 

Validity means examining if the research study or a survey really measures 

what it is supposed to. A high level of validity means that the study is effectively 

measuring the desired characteristics. To demonstrate validity researchers 

typically use a mix of techniques including careful experimental design, differ-

ent measurement tools and statistical analyses. In research, especially when 
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using a questionnaire, people might interpret the questions differently from 

how they were intended by the researcher. If this happens, the validity of the 

findings is compromised as they conflict with the researcher’s hypothesis and 

the answers will not truly address the researcher's questions (Creswell &Cre-

swell, 2018). Therefore, in the context of a survey about consumer behavior 

towards second-hand buying, the questions have to be set in a way that it truly 

asks the right questions and are simple enough to understand about what the 

reasons are for buying second-hand such as motivations, preferences, and 

behaviors among the target group. There must be sufficient differentiation be-

tween the answer options, to guarantee respondents understanding of the 

questions so that it aligns with the researcher’s intent.  

 

Reliability regards making sure the results are consistent and dependable. It 

seeks to determine whether the results are consistent when the same meas-

urement is repeated or when different researchers use the same tool to meas-

ure the same phenomenon. Ensuring that the research is reliable and con-

sistent is crucial regardless of whether the same measurement is repeated, or 

different researcher utilizes the same tool, reinforcing the integrity of the data 

and the overall trustworthiness of the study. The reliability of research meas-

urements is assessed through the use of tests-retests and interrater reliability, 

among other techniques. (Creswell &Creswell, 2018). The author can claim 

survey reliability based on the fact that the sample of approximately 100 re-

spondents demonstrates both a balanced distribution across the targeted age 

group of 18-30 years old in Finland. This group size helps get a diverse repre-

sentation of perspectives on the research objective, this way the survey’s re-

sults are more reliable. The response rate was achieved by distributing the 

survey through various social media channels, which shows active participa-

tion and interest from the target group. The survey was carefully planned and 

carried out to minimize any mistakes or unfairness, resulting in data that is 

more trustworthy and consistent. The author used a pilot group of close friends 

to test the understandability, clarity, and technical functioning of the survey. 

This was done to ensure that once the survey was distributed for real, the col-

lection of the data would be reliable. The author made sure the research is 
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reliable by following methodological standards and gathering data in a system-

atic way. 

7 RESEARCH FINDINGS  

The link to the survey was sent through the author’s personal social media 

contacts such as WhatsApp, Instagram, and Snapchat. Additionally, it was 

shared on the social media website Reddit, where it was accessible to the 

public allowing anyone who came across it to answer the survey. The author’s 

close circle also shared the survey within their own contacts. The survey re-

ceived a total of 150 responses. Age distribution among the respondents was 

11,3% in the age group 18-20, 30,7% in the age group 21-23, 34,7% in group 

24-26 and 23,3% in the age group of 27-30. While the percentage difference 

between the age groups over 20 years of age is not extremely big, the largest 

segment of the respondents belonged to the age group of 24-26. Over half of 

the respondents, 65,3% identified as female, 31,3% as male and 3,3% as non-

binary or another gender. It is important to note that the larger gender distribu-

tion among the respondents can have an effect on the responses as it may 

influence the perspective and experiences leaning towards one gender’s view-

point over the other in the analyse of the survey questions. In addition, the 

survey focuses solely on second-hand and fast fashion buying behavior. Eco-

logical clothing typically adds a third category in this type of analysis; however, 

the survey’s questions were formed and analysed only from the perspective of 

second-hand and fast fashion. 

 

The first question after the demographic questions, question 3 ‘’Do you prefer 

purchasing new or second-hand clothing items?‘’ aims to understand the gen-

eral background of respondents’ buying habits when it comes to new and sec-

ond-hand clothing. In figure 5, it can be seen that buying new clothing items 

dominates among the respondents with 42% buying new compared to 21,3% 

completely buying second-hand. However, buying both equally comes in a 
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close second with 36,7% of respondents. A significant number of respondents 

buy both new and second-hand clothing which represents a positive step to-

wards the transformation of buying habits to be more sustainable. In addition, 

since this question does not specify the type of new clothing that is bought it 

cannot be established whether the new clothing purchases are ecologically 

sourced or not.  

 

Figure 5. Question 3: Do you prefer purchasing new or second-hand clothing? 

 

Shown in figure 6, the respondents’ favor affordability over environmental im-

pact in their buying behavior, with 82% of respondents prioritizing price, which 

can be seen repeatedly highlighted in many of the survey responses. Environ-

mental concerns rank third with 50,7% after quality that has 76,7% of respond-

ents agreeing. These numbers suggest a growing awareness of sustainability 

in their buying choices. Many respondents underscored challenges in finding 

plus-sized clothing second-hand which results in gravitating more towards fast 

fashion. One respondent stated: "Where on earth do the plus-sized clothes 

disappear to when you can't find them at thrift stores? ... since the majority of 

people are over size 44, you'd think there would be plenty of them circulating. 

Unfortunately, this is why I have to order clothes online." This emphasises the 

need to elevate second-hand options, making them more accessible to wider 

range of consumers and to incorporate sustainable buying practices. 
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Figure 6. Question 7: What factors influence your choice between new and 
second-hand clothing? 
 

Examining why the preference for buying new clothing continues to dominate 

among young Finns, figure 7 illustrates the frequency of buying from fast fash-

ion brands. As the author predicted the majority of respondents, 92,7%, buy 

clothing once a month or less. Many respondents completed their answer re-

lated to this question by stating that they buy clothing much less frequently 

than once a month, with some indicating they only make purchases a couple 

times a year. 4,7% buy fast fashion 2-3 times a month and 2,7% more than 3 

times a month. One respondent completed their answer by saying: ‘’I feel anx-

iety about how much I consume’’. It is possible that this statement reflects the 

recent trends emphasizing sustainability and conscious consumption. Individ-

uals are increasingly aware of the impact their consumption habits have on the 

environment and society. A sustainable purchasing habits begin with the real-

ization of the amount one consumes. 
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Figure 7. Question 5: How frequently do you purchase clothing from fast 
fashion brands (e.g., H&M, Zara)?   
 

The reasons behind buying fast fashion can be seen on figure 8. The primary 

reason being the affordability as indicated by 79,3% of respondents, followed 

by the convenience it offers with 58% agreeing. The affordability is highlighted 

particularly considering the limitations of a student budget. 3,5% of respond-

ents noted that they do not buy fast fashion at all, a practice noteworthy for its 

positive impact on the environment and society. Respondents stated that 

choosing fast fashion is favored when they cannot find something particular 

second-hand. Again, respondents state that they experience challenges find-

ing plus-size clothing options second-hand opting for fast fashion, and many 

noted that socks and underwear are on the whole purchased from fast fashion 

stores.  

 

Figure 8. Question 6: What motivates you to buy clothing from fast fashion 
brands?      
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A majority, 56% of respondents expressed their interest towards second-hand 

clothing has increased over the recent years as it can be seen in figure 9. As 

analysed in chapter 4 and seen in figure 10 the biggest reasons being the rise 

in the number of second-hand stores, improved selection of second-hand 

clothing and environmental concerns. The rise of both physical and online sec-

ond-hand stores has made second-hand shopping more accessible and con-

venient to a more broader consumer base. Due to the growth, there are more 

options available, which appeals to more consumers. The environmental con-

cerns are linked to the desire to decrease the negative environmental impact 

associated with clothing manufacturing. By choosing second-hand clothing 

consumers can reduce the demand for new production, this aligns with the 

bigger movement towards more sustainable consumption habits.  

 

Moreover, it can be seen in figure 10, that social influences, including social 

media, especially influencers and celebrities, as well as friends and close 

ones, play a role in the increasing interest of the respondents. Social media 

influencers and celebrities often showcase their fashion choices, and when 

they advocate for second-hand shopping, they make it trendy and inspire their 

followers to opt for second-hand options which contributes to the increase in 

interest. Also, when consumer’s close contacts share their positive experi-

ences with second-hand clothing it can influence to consider exploring used 

clothing. Social validation can reinforce the idea that choosing second-hand 

clothing is socially acceptable and desirable.  

 

The fact that the second-hand market has increased by an 18% between the 

beginning of the year 2023 and October (YLE, 2023a) aligns with the increase 

in interest. This growing popularity agrees with a societal shift towards more 

environmentally friendly and sustainable behaviors in consuming. There is, 

among some consumers, potential challenges, or barriers to fully adopt to sec-

ond-hand clothing, as seen in figure 9, 6% expressed a waning interest and 

38% a stable attitude. 
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Figure 9. Question 12: How has your attitude towards second-hand clothes 

changed in recent years? 

 

 

Figure 10. Question 13: If your interest has increased, why? 
 

The responses regarding the frequency of buying second-hand clothing 

closely resemble responses about the buying habits of fast fashion, in figure 

11 with 88% buying second-hand clothing once a month or less. Interestingly 

a larger percentage, 10,7% buy second-hand clothing 2-3 times a month com-

pared to fast fashion. This could be explained with the previously mentioned 

affordability factor and sustainable concerns. However, there is a lurking neg-

ative aspect which possibly is connected to the higher frequency of purchases. 

Because used clothing is often more affordable than new ones, some consum-

ers may be tempted to buy more than they need or to replace their belongings 

more frequently as a result of the lower cost. Some people may think that pur-

chasing used goods is entirely sustainable and that they can increase their 
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purchases without having a negative effect on the environment. Some re-

spondents expressed their concerns about a trend in their close circles where 

people buy clothing very often but feel relieved of guilt by mainly buying and 

donating second-hand clothes, it raises the problem of continuously indulging 

in the cycle of constant consumption and disposal. Another noteworthy point, 

as also discussed in chapter 4, is the observation that with the increasing fast 

fashion platforms such as Shein has led to an overflow of low-quality clothing 

which are now disposed to second-hand stores. This trend is the result of con-

sumers frequently updating their wardrobe which contributes to significant 

waste creation.  

 

It emerged from the survey that young Finnish people primarily buy second-

hand clothing from physical second-hand stores, 77,3% agreeing. The main 

factors influencing their choice of store were the selection, variety, and af-

fordability, consistent with previous responses related to their buying habits. 

Location merged also as an important consideration to the respondents. 

 

 

Figure 11. Question 8: How often do you shop for SECOND-HAND clothing 
in a typical month?  
 

To understand what challenges consumer’s face, if any, when buying sec-

ond-hand clothing can be seen in figure 12, respondents cited several issues. 

The majority 79,5% expressed difficulty in finding their own size, while 58,2% 

reported limited style options. Concerns about the quality of the clothing were 

mentioned by 39,7% and 35,6% worried about the hygiene of the garments. 

The recurrence of these reasons throughout the survey makes their 
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prominence clearer. Additionally, one respondent pointed out: ‘’For men buy-

ing used clothing can be difficult because men do not sell their old clothes in 

second-hand stores to the same extent as women’’. It suggests a potential 

area for improvement in the second-hand market, ultimately promoting more 

sustainable buying habits across genders and all around.  

 

 

Figure 12. Question 11: What challenges, if any, do you face when shopping 
for second-hand clothing? 
 

Survey questions 14 and 16 delve deeper into how the respondents see fast 

fashion and second-hand clothing in the context of circular economy. The 

question: ‘’ Are you concerned about the environmental impact of the fast 

fashion industry?’’, in figure 13 shows that a significant number of respond-

ents are concerned about fast fashion industry and the negative environmen-

tal impacts the industry has. Specifically, 48% were very concerned and 

45,3% somewhat concerned. These numbers show a promising level of un-

derstanding among young Finns regarding the problematics associated with 

fast fashion industry. In figure 14 it can be seen that with 41,3% of respond-

ents strongly agreed and 42% agreed with the statement that buying second-

hand clothing aligns with the principles of circular economy. This suggest that 

there is a strong advocacy of second-hand clothing as a sustainable practice 

among young Finns.  
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Figure 13. Question 14: Are you concerned about the environmental impact 
of the fast fashion industry? 
 

 

Figure 14. Question 16: Rate on a scale from 1 to 5, do you agree or disa-
gree with this statement: ''Buying used clothes is in accordance with the prin-
ciples of the circular economy'' (i.e., reducing waste, extending the life of 
products) 
 

Despite the significant concern expressed towards environmental impact of 

the fast fashion industry and the strong agreement of seeing second-hand 

buying as a sustainable practice, the respondents still continue to buy fast 

fashion. In figure 15, 34% were neutral or undecided regarding how likely 

they are to buy second-hand clothing as a means of reducing their own envi-

ronmental footprint. 18,7% replied that it is a very likely practice of them and 

13,3% said it is very unlikely of them. This inconsistency between attitudes 

and behavior indicates that although consumers are becoming more aware of 

the issues and open to adopting more sustainable options, there might still be 

obstacles on the way preventing fully aligning their buying habits with their 

values. Some reasons for this gap can be seen in the previous responses 
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where problems such as size, limited style variety and concerns about the 

hygiene and quality of the clothing discourages respondents from purchasing 

second-hand clothing despite acknowledging their potential positive environ-

mental impact.  

 

Figure 15. Question 17: On a scale from 1 to 5, please rate how likely you 
are to choose second-hand clothing as a means of reducing your personal 
environmental footprint compared to buying new clothing   
 

The last question of the survey, question 18, gave the respondents a chance 

to complete their answers or share their thoughts freely related to the topic. 

The comments reflected various perspectives of the consumer behavior of 

young Finns towards second-hand clothing, aligning closely with the findings 

of the survey responses. Some of the respondents relied on family hand-me-

downs and expressed concerns about the environmental impact of fast fash-

ion, leading to more selective buying behavior and preference for higher-qual-

ity and long-lasting clothing. Therefore, many stated that they prioritized quality 

over quantity, choosing brands that are known for durability and ethical pro-

duction. Others noted the positive and negative influence of social media and 

celebrities in promoting both fast fashion and second-hand clothing. Their con-

cerns revolved around Shein and other fast fashion brands highlighting their 

promotion of continuous consumption. On a positive note, many expressed the 

belief that influencers that advocate for sustainability would encourage people 

to be more mindful when making purchases. As seen in the previous answers, 

several respondents expressed a preference for second-hand clothing due to 

its sustainability, affordability, and the satisfaction of using already existing 
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clothing efficiently. The biggest barriers mentioned for choosing second-hand 

clothing were the lack of plus-sized clothing and a gender disparity in the avail-

able clothing in the second-hand market, with less options for men compared 

to women, these concerns were noticeable throughout the survey answers of 

the respondents. The comments highlighted the fact that young Finns embrace 

second-hand shopping as a conscious choice but there are still some chal-

lenges that make some young Finns hesitant towards used clothing.  

 

To conclude, the survey revealed several key insights. Regarding buying pref-

erences there is a gap between attitudes and buying behavior in young Finns, 

even though the growing interest of sustainability. Many respondents prioritize 

price over environmental concerns, which can sound controversial as used 

clothing tends to be more affordable, but the convenience of fast fashion was 

a close second influencing buying behavior. Challenges such as limited size 

availability and concerns about hygiene and quality act as a barrier to adopt 

more second-hand buying habits. Addressing these barriers promotes buying 

habits that are more sustainable in the long run. The survey could act as a tool 

to help share important information about the topic, one respondent said: ‘’the 

survey served as a good reminder on the topic and prompted the thought that 

in the future, I could expand my clothing purchases to include second-hand 

stores’’.  

8 SUMMARY AND CONCLUSIONS  

The summary concludes the thesis findings by summarizing the theoretical 

aspects and the descriptive research results of the survey. It provides a sum-

mary of the objectives and thesis questions.  
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Consumer behavior towards second-hand clothing 

 

This thesis aimed to better understand the buying behavior of young Finns 

when it comes to second-hand clothing and fast fashion, within the framework 

of circular economy. In a global context the theoretical findings of the thesis 

suggest that second-hand clothing is in the principles of circular economy, 

which contributes to decreasing the environmental challenges associated with 

the fast fashion industry, the world’s second most polluting industry. The sec-

ond-hand market plays a role in reducing waste generation, by facilitating re-

cycling, reusing, and repurposing of clothes that already exist.  

 

The author was curious to explore if the second-hand trend represents a sus-

tainable option for young Finns, addressing the main objective of the thesis: 

what is the consumer behavior amongst young Finns towards second-hand 

clothing? The author carried out an online survey to delve deeper into the buy-

ing habits of the target group. The theoretical findings suggest that there is a 

significant growth in the second-hand market, driven by increasing awareness 

of environmental issues and growing emphasis on sustainability. Within the 

theoretical framework of consumer behavior, the thesis examines how various 

factors influence buying decisions. These decisions are influenced by internal 

and external factors. Internal factors such as personal factors, including age 

and gender influence the varying levels of awareness and attitudes towards 

sustainability. In terms of other internal factors as perception, motivation, atti-

tudes and beliefs, affordability especially in the limitations of student budget, 

and sustainability to some extent rises as the most dominant factor in the sur-

vey responses. Externally, affordability and accessibility rose as the number 

one factor influencing buying behavior, overshadowing sustainable considera-

tions. However, nothing is without challenges, both theoretical findings and 

survey responses highlight concerns if the second-hand trend encourages ex-

cessive consumption and contributes to dumping more clothing into the dona-

tion bins. 
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The attitudes – behavior gap 

 

The survey results indicate a positive attitude towards sustainability in buying 

habits with increased interest in second-hand clothing. However, the buying 

behavior itself differ from the attitudes among the respondents. The findings 

reveal a driving preference for buying new clothing despite the growing aware-

ness of sustainability, the convenience and affordability of fast fashion remains 

strong, as highlighted by the respondents’ buying motives. One significant 

challenge identified with second-hand clothing is limited size variety, which 

hinders its adoption. The survey reveals a strong desire to embrace more sus-

tainable buying habits but there still is barriers and obstacles, and as of now 

affordability dominates over sustainability concerns. This survey sheds light on 

to the reasons behind why this gap between the attitudes and behavior exists, 

providing valuable insights into the consumer decision making process.  

 

Based on the findings of the thesis there are recommendations of strategies to 

close the gap between the positive attitudes towards sustainability and the ac-

tual buying behavior of young Finns. Efforts should be made to increase the 

accessibility and variety of second-hand clothing selection. This means that 

there needs to be initiatives to raise the awareness of the environmental ben-

efits of choosing second-hand clothing over fast fashion. As more people of 

diverse styles, genders and sizes donate or sell clothing, the variety of the 

second-hand market expands, ensuring there is something for everyone. This 

amplification of options not only accommodates a wide range of consumer 

preferences but also encourages culture of sustainable fashion. Also, ongoing 

research and monitoring of consumer trends and preferences should be car-

ried out to ensure that initiatives to promote circular economy principles in the 

fashion industry remain relevant and effective.  

 

Conclusion 

 

In conclusion, the survey results reveal a disparity between the attitudes and 

behavior of young Finns regarding sustainable buying habits. These findings 

provide a guideline for addressing these challenges in the second-hand 
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market, to promote more buying habits that are in the principles of circular 

economy. Through the analysis of the theoretical data and survey responses, 

the author can better understand the consumer behavior of young Finns when 

it comes to second-hand clothing, recognizing both the positive aspects and 

the limitations of what the market has to offer and how the buying behavior 

affects the buying decisions. Ultimately, this study contributes to a better un-

derstanding of how consumer behavior in the context of second-hand clothing 

and fast fashion, influences the economy and the environment, leading the 

way to a more sustainable and resilient economy for the future generations to 

come.  

9 FINAL WORDS 

The author’s intention when starting the research and writing process was to 

improve her knowledge on the subject. The theme of the thesis was chosen to 

align with the author’s interests and passion. The research itself motivated the 

author to write, as it was something she was keen on learning more of and 

finding the answers to her thesis questions. The author worked hard to conduct 

an independent research and self-directed study.  

 

The most challenging part of the research for the author was the conducting of 

the survey questions, to carefully word the questions in a way that it matches 

the intention of the thesis, it is objective and that it is easy for the respondents 

to understand. The author researched previous studies and surveys in the 

same field to draw conclusions of how the survey should be structured. The 

close circle of the author acted as a test group for the survey, to make sure of 

the relevance of the questions. The survey was successfully executed and the 

analysis of it provides valuable insight.  

 

The author’s approach to the research has been taking the initiative in every 

stage of the process, from researching theoretical information to collection of 
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data and drawing conclusions. When in need the author actively sought for 

advice and feedback from her supervisor, as it is important for improving the 

overall quality of the work and strengthening the writing process. Throughout 

the thesis the author demonstrated the relevance of the research findings, by 

connecting them with existing information to address the importance of sus-

tainability concerns in fashion. The author recognizes a need to keep improv-

ing her writing process by adopting better planning techniques. Even though 

the author has shown strong initiative, the author realizes by setting daily writ-

ing goals into practice, the author will be more efficient and productive. 

 

In conclusion this thesis represents the author’s dedication and hard work in-

vested in the research process to shed light on the objective of the thesis on 

consumer behavior of young Finns considering second-hand clothing and fast 

fashion.  The author is excited to see the ongoing growth of second-hand cloth-

ing as a sustainable alternative and the further integration of circular economy 

principles in the future. 
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