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1. INTRODUCTION

1.1 Overview of Circular Economy
Circular Economy (CE) concept has become a revolutionary change in the old linear model known as take-make-dispose into a more sustainable model of reduce-reuse-recycle. Among the most effective avenues where the circular economy practices are being implemented in the world, there is the second-hand product market, where products are reused, renovated, and reintroduced to the consumption chain rather than being disposed of.

1.2 Second-hand market as a key pillar
The acquisition and sale of second-hand products have definitely gained momentum in India due to the rapid growth of digital marketplaces and shift of consumer preferences. Also present in the resale ecosystem are platforms like Cashify (refurbished electronics), Spinny (certified used cars), OLX and Quikr (multi-category resale), and upcoming thrift and recommerce platforms in the fashion industry that have made the resale environment more organised, reliable and more accessible. These platforms are empowering the consumer to make smarter and more responsible choices about consumption due to their value-driven approach and environmental consciousness.
The psychological, social, and economic factors are decisive issues in consumer behaviour in this context since the adoption of second-hand products depends significantly on the reasons provided by the mind, social, and economic factors. Although affordability, availability of luxury brands, and sustainability are the underlying factors that lead to acceptance, issues linked to product quality, hygiene, trust, and perception in the society remain a major vexation. 
Thus, the research on consumer attitudes towards second-hand products, reasons why these groups of people engage in the circular economy, and why they do not can be helpful insights to marketers, policymakers, and sustainability thinkers. This paper will examine these behavioural patterns, to see the opportunities of enhancing consumer confidence and encouraging circular consumption habits in India.

2. RESEARCH OBJECTIVES AND QUESTIONS

Research Objectives
The purpose of the research is to find out the attitudes and behaviour of consumers to second-hand products in the context of the circular economy. 
• To determine the significant forces that drive consumers to buy second-hand products. 
• To examine the perceived barriers, and risk among consumers in the process of selecting used products.
 • To investigate how sustainability awareness affects the choice of purchases.
 • To offer marketing information to enhance the uptake of second-hand goods by consumers.

Research Questions
· What makes consumers purchase second-hand products? (e.g., affordability, premium brands availability, environmental concern)

· What are the barriers that influence their behaviour? (e.g. perceived quality, hygiene problems, trust, social stigma) 

· How does the concept of sustainability feature in consumer decision making? (What is the relationship between environmental consciousness and purchase intention?)

3. LITERATURE REVIEW

3.1 Circular Economy and Consumer Behaviour
The idea of consumer behaviour is associated with the success of the so-called circular economy (CE) models that have just recently appeared in the literature. According to systematic reviews, consumer behaviour towards reusing, repairing and second-hand goods is the key to bridging the material loop and minimising waste. According to researchers, there are several major areas that relate CE and consumers: purchase intention, sustainable consumption, willingness to pay in terms of circular offers, and acceptance of new types of business, such as recommerce, product-service systems, etc. 
Under this stream, consumers are no longer considered as buyers of new products alone but as users, resellers and co-creators of value. Their attitudes, perceived risks, social norms and environmental beliefs are some of the factors that are significantly affecting the adoption of circular initiatives or its rejection.
3.2 Second-Hand Consumption: Motivations and Drivers
There is an increasing amount of literature directly related to the second-hand consumption as a viable manifestation of the circular economy. A 2024 systematic review of second-hand consumption identifies four prevailing motives, which include economic value (saving money), access to variety and unique products, environmental concern, as well as emotional factors including nostalgia or treasure hunting. 
Research on second-hand fashion consumers also reveals that frugality, environmentalism and fashionist are pertinent orientations that distinguish between regular and infrequent adherents of the second-hand fashion shoppers. ScienceDirect Purchase intention of second-hand clothes: Research has shown that purchase intention is strongly boosted by positive attitudes, perceived social approval (injunctive norms) and perceived behavioural control using the Theory of Planned Behaviour (TPB) and consumption value theory. 
In most of the studies price sensitivity and value-for-money turn out to be the key motivating factors, particularly in young consumers whereas sustainability is a reinforcing factor but not necessarily a dominant motivation.

3.3 Barriers: Risk, Trust and Social Perception
In addition to motivations, literature always brings out obstacles which limit second hand adoption. The synthesis of the research on the consumption of second-hand products dated 2025 lists perceived risk of quality, hygiene, uncertainty about the history of the product, absence of warranties, the fear of being cheated as the significant inhibitors. Another significant aspect is perceived social stigma- in certain cultures and groups, second-hand purchase is linked to either low social positions or financial distress, which hurts attitudes although this is economically advantageous. 
Blogs about second-hand fashion by Springer also indicate that although a big number of customers say they are open to wearing second-hand clothes, the reality of purchasing them is constrained due to style incompatibility, uncertainty about hygiene, and unfamiliarity with the source. 
Studies of the online marketplace such as OLX have established that the platform architecture, dispute resolution system and seller rating have a considerable impact on trust and satisfaction which again determine intention to use repeatedly. Seller-side research demonstrates that the perceptions of value and satisfaction with the resale process will influence the desire to remain involved in second-hand markets.

3.4 Sustainability, Circularity and the Rebound Effect
In terms of sustainability, various researches indicate that second-hand use of products is capable of significantly decreasing environmental consequences by increasing the lifespan of the products. More precisely, the studies on second-hand clothes show that carbon footprint, energy consumption, and water-related effects are considerably lowered when reuse replaces the purchase of new clothes. 
Other researchers however, caution that there will be a reverse effect due to cheaper prices of second-hand goods: since the goods are cheaper, consumers will consume more goods in general, or will use the savings to buy more new goods, which will partly neutralize the benefits on the environment. It implies that the consumer behaviour in the circular market is complex as driven by sustainability and consumption aspiration and that communication of the concept of guilt-free purchasing has to be handled with care.

3.5 Indian Recommerce and Platform-Based Second-Hand Markets
Literature in the Indian context is new but reports on the industry and policy indicate that recommerce is growing very fast; digitally mediated buying and selling of used goods. The recommerce market in India is estimated to grow to several billion dollars in the middle of 2020s, with smartphones, electronics and fashion being some of the key categories that drive this growth. 
Used cars, refurbished electronics and trade-in programmes, and other platforms such as Cashify; Spinny and Cars24 are formalizing what was previously a disjointed local market. The platforms usually make investments in the fields of diagnostics, refurbishment, certification, warranties and buy back offers, which are direct responses to the trust, quality and risk barriers that have been established in academic research. 
Empirical studies of Indian websites like OLX indicate that ease of use, perceived security, transparency of price and grievance handling effectiveness are features that the user is satisfied with. To the young Indian consumer especially, recommerce is presented as a method to access aspirational brands at a discount but also in line with the environmental values with clear discrepancies between their stated interest in sustainability and their actual second-hand buying behaviour.


























4. RESEARCH METHODOLOGY

4.1 Research Purpose
The purpose of this study is to understand consumer behaviour towards circular economy practices, specifically in relation to second-hand product purchasing. The study explores the motivations, barriers, and trust perceptions that influence consumer decisions in the Indian market; with a focus on Gen-Z consumers who are emerging as key drivers of change in consumption habits.

4.2 Research Design
A descriptive quantitative research design was adopted using a survey method, because the objective is to measure behavioural patterns, attitudes, and perceptions of a diverse group of consumers.
· Type: Primary research
· Approach: Quantitative (with behavior insights using Likert scales)
· Unit of analysis: Individual consumers

4.3 Sample Design
	Item
	Description

	Target Population
	Consumers in India aware of or involved in second-hand market

	Sample Size
	47 respondents

	Sampling Technique
	Non-probability Convenience Sampling & Snowball Sampling

	Key Audience Segment
	Gen-Z (18–25 years) — 81% of total respondents



4.4 Data Collection Instrument
A structured questionnaire was developed including 15 closed-ended questions and 1 open-ended question.



It was divided into the following sections:
	Section
	Focus

	A
	Demographics

	B
	Awareness & Past Buying Experience

	C
	Motivations & Barriers (Likert scale)

	D
	Platform preferences (Cashify, Spinny etc.)

	E
	Future behavioural intention



Likert scale (1–5) helped quantify attitudes:
· Strongly Disagree → Strongly Agree
Multi-select questions were used to identify product categories such as:
Electronics, Automobiles, Fashion, Furniture etc.

4.5 Data Collection Procedure
· Data was collected through Google Form (online mode).
· Respondents were contacted via personal networks, social media groups, and college peers.
· The survey remained active for 4 days.
· Out of collected responses, 47 valid responses were used for analysis after screening.

4.6 Data Analysis Techniques
· Percentage analysis was used for demographics and category preferences.
· Descriptive analysis (frequency tables, mean interpretation) was applied to consumer attitudes.
· Behaviour insights were drawn from:
· Cost motivation vs hesitation
· Trust perception vs future purchase intention
· Channel preference vs risk perception
· Graphs (bar/pie charts) and tables were used to visually represent results.
· Cross-interpretations were also used, such as:
· Awareness vs Comfort
· Platform trust vs Purchase intention

4.7 Reliability & Validity Considerations
	Criteria
	Action Taken

	Content Validity
	All questions based on consumer behaviour theories and past research

	Reliability
	Consistent Likert-based measurement of perceptions

	Pilot Check
	Questions reviewed by peers for clarity and bias

	Respondent Anonymity
	Ensured; reduces social desirability bias



4.8 Ethical Considerations
·  Participation was voluntary
· No personal identifiers collected
· Data used strictly for academic purposes
· Respondents could exit anytime

4.9 Limitations of Methodology
	Limitation
	Impact

	Sample limited to Gen-Z & students
	Results may not reflect older age segments

	Convenience sampling
	Limited generalizability to whole population

	Self-reported data
	Possibility of bias in sustainability responses

	Online survey
	Excludes digitally disconnected consumers





5. DATA ANALYSIS AND INTERPRETATION
Primary data was collected from 47 respondents through a structured questionnaire. The analysis explores consumer demographics, awareness, motivations, trust, purchasing channels, and future intentions toward the second-hand market within the circular economy context.

5.1 Demographic Profile
A large share of respondents (81%) belonged to the 18–25 age group, indicating that Gen-Z is the primary consumer segment exploring second-hand markets. Gender representation was reasonably balanced (57% male, 41% female), ensuring diversity in viewpoints.
Insight:
Gen-Z is more open to digital commerce and sustainability but still shows hesitation.

5.2 Awareness & Past Experience
· 60% respondents have purchased second-hand products earlier.
· Awareness of circular economy concepts is moderate, with 45% “somewhat familiar” and only 15% highly aware.
Interpretation:
Consumers know about second-hand options, but sustainability knowledge remains limited.
Awareness does not guarantee active participation.

5.3 Product Categories Purchased
	Category
	Preference

	Electronics
	Most preferred (53%)

	Automobiles
	Emerging preference (28%)

	Fashion
	28%

	Furniture
	21%



Interpretation:
Consumers trust tangible high-value goods more (electronics, vehicles), while Fashion sees hesitation due to hygiene and social perception concerns.

5.4 Buying Channels
	Channel
	%

	Online platforms
	45%

	 Local shops
	33%

	Friends/relatives
	18%


Interpretation:

Online resale is growing, yet a significant portion still relies on known or physical sources to reduce risk.

5.5 Attitude Towards Second-Hand Products
Cost as Motivation
· 70% agree second-hand saves money
➡ Cost saving is the biggest driver

Comfort Using Used Items
· Responses split evenly between comfort and discomfort
➡ Hygiene concerns & usage history reduce comfort levels

Trust in Quality
· 45% responded Neutral or Negative
➡ Trust deficit is the biggest barrier in consumer decision-making

Environmental Concern
· 53% agree it helps sustainability
➡ People know it’s eco-friendly, but
trust issues overshadow environmental motivation

Overall Interpretation:
Consumers are value conscious but cautious.

5.6 Platform Influence (Cashify, Spinny, OLX)
· 51% prefer certified platforms
· 73% agree that warranty/inspection increases trust
· Only 43% are more confident online than locally

Interpretation:
Platforms like Cashify and Spinny create partial trust, but
traditional physical interaction still feels safer.
Preference Order:
OLX/Quikr – low-cost & bargaining freedom
Cashify – trusted electronics resale
Spinny/Cars24 – certified high-value purchases

5.7 Future Purchase Intention
· Only 51% express positive intention
· 28% remain neutral
Interpretation:
There is market potential, but widening the adoption gap requires stronger assurance & social acceptance.

5.8 Consolidated Behaviour Insights
	Consumer Behaviour Aspect
	Key Findings

	Motivation
	Price advantage is the strongest reason to buy

	Barrier
	Trust & hygiene perception limit adoption

	Sustainability
	Known but not a primary decision driver

	Purchase Channel
	Digital adoption is increasing but not dominant

	Product Type
	Durable & expensive items preferred

	Target Segment
	Gen-Z shows interest but needs confidence

	Market Potential
	High with right assurance mechanisms



5.9 Summary Interpretation
Consumers are interested in second-hand products but not fully convinced yet.
They want:
· Verified product condition
· Warranty & easy return
· Transparent pricing
· Reliable seller/platform reputation

Key Behavioural Conclusion
Trust is the major missing link between awareness and actual adoption.
Price brings them in; assurance makes them buy.


6. DISCUSSION
The study reveals that while consumers, especially Gen-Z, are open to the idea of second-hand products, their purchase decisions are strongly shaped by psychological, social, and trust-related factors. This aligns closely with concepts in consumer behaviour theory such as perceived risk, attitude formation, and subjective norms.

Behavioural Factors and Second-Hand Platforms
	Behaviour Factor
	Key Insight from Data
	How Platforms Address It

	Price Sensitivity
	Cost is the primary motivation
	OLX offers bargaining flexibility; Cashify & Spinny give “value-for-money” refurbished options

	Trust & Perceived Risk
	Major barrier; fear of defects & scams
	Spinny provides inspection reports & warranties; Cashify provides buy-back guarantee

	Comfort Level
	Many still feel hesitant
	Platforms try to standardize quality & hygiene

	Sustainable Attitude
	Awareness exists but doesn’t drive purchases
	Platforms communicate “reuse” and “reduce waste” but need stronger message

	Social Perception
	Stigma around second-hand use continues
	Brand-led reassurance campaigns are required



Interpretation:
Consumers want economic benefit, but won’t accept uncertainty.
Thus, trust becomes the core variable linking intention with actual purchase.

Platform-wise Discussion
OLX / Quikr
· Works as a peer-to-peer marketplace
· Offers variety and low prices
· BUT no guarantee of quality or seller credibility
Behaviour link:
Price attracts → Trust issues block purchase
Neutral online confidence (only 43%) reflects this.

Cashify
· Specializes in refurbished electronics
· Provides diagnostics, assured buy-back, warranty
· Transparent condition grading system
Behaviour link:
Addresses technical risk & usability concern
Improves perception of cleanliness & performance reliability
→ Electronics become the most purchased category (53%) in our data

Spinny / Cars24
· High-involvement purchase category (Automobiles)
· Full inspection reports, certification, accident history, return policies
· Buyer feels “similar to buying new”
Behaviour link:
Strongly reduces functional risk
→ Growing interest in used cars (28%)
Yet, comfort is still lower due to big-ticket insecurity

Trust-Building Elements Identified from Data
Consumers do respond positively when platforms:
	Trust Feature
	Consumer Response
	Supported by

	Warranty / Inspection
	73% say it increases trust
	Q12

	Platform-based certification
	51% prefer platforms like Cashify/Spinny
	Q11

	Verified seller information
	Reduces bargaining hesitation
	OLX usage pattern

	Transparent pricing
	Avoids hidden cost suspicion
	Future intention

	Product condition disclosure
	Improves comfort level
	Electronics popularity



The core behavioural shift happens when platforms turn uncertainty into assurance.

Consumer Experience Perceptions
	Positive Perceptions
	Negative Perceptions

	Smart savings, branded access
	Hygiene concerns

	Sustainability contribution
	“Used product shame”

	Warranty and return policies
	Fear of being cheated

	Structured platform experience
	Lack of full transparency



Result:
Consumers rationally like the concept,
but emotionally remain defensive.
The Theory of Planned Behavior (TPB) supports this:
· Attitude toward cost saving is positive
· Subjective norms (social acceptance) are neutral/weak
· Perceived behavioural control (trust in quality) is low
→ Therefore actual purchase intention remains limited (only ~51%)

Key Discussion Conclusion
Consumers are transitioning toward sustainable consumption but at a controlled pace.
Platforms like Cashify and Spinny are bridging the gap between interest and action, but barriers related to trust, comfort, and social acceptance show slow adoption.
If platforms continue improving transparency, certification, return systems, and awareness messaging; consumer hesitation will drop and second-hand product acceptance will rise significantly.

7. MARKETING IMPLICATIONS
The results of the original study clearly show that consumers are price-sensitive yet not willing to use second-hand markets because of the fear of quality of products, trust, hygiene and social perception of the products. In order to bridge this gap, the marketing strategies should not merely present the used products at a lower price but rather should create confidence and pride in the consumption of second-hand products. One of the implications on the part of the marketers is that the second-hand goods should be positioned as a smart and sustainable option and not a compromise. Gen-Z and young consumers in general are open to new experiences and purpose-focused brands, yet their anxieties of flaws, concealed problems, or scams do not allow them to adopt pre-owned goods completely. 
Apps such as Cashify, Spinny, Cars24 and OLX need to thus create campaigns and value propositions that would minimize perceived risk and transparency. Cost savings are one of the most powerful drives that are present in the research. Nonetheless, to turn interest into purchase intention, it will have to be backed up by evidence of reliability. This involves application and marketing of visible mechanisms like:
 • Comprehensive examination reports of product state. 
• Return policies and post purchase warranty.
 • Certificates and badges of sellers. 
• Coherent hygiene and refurbishment requirements.
With these measures, this will assist in changing the consumer attitude of What if this does not work? into This is safe and worth it. 
Sustainability must be placed at a more personal level of communication. Though the respondents acknowledged that second-hand purchase is environment-friendly, this is not a factor that affects decision-making. The campaigns must thus associate sustainability with the benefits of the day-to-day life, saving money, less waste, upgrading smart, and responsible consumers. 
The presentation of such statistics as carbon footprint saved, as well as the use of young influencers who are proud to be proponents of reuse, can help change the social environment concerning the idea of second-hand buying. It is also necessary to improve the customer journey. Local sellers still enjoy a lot of trust among many consumers due to the fact that they can physically check items.
 Platforms can address this gap of experience through offering experience centers, the option of test before you buy or even virtual inspection video. An integrated interface, safe payment, clear pricing, and fast intervention in disputes will also enhance the sense of security and professionalism. Finally, it is targeted to make sure that, at the point of purchase of a second-hand product, consumers feel: I have done a good financial choice, and I was a part of sustainability - and to make no concessions of quality. This value + trust + responsibility will be very important towards driving the adoption of the circular economy in India.
8. CONCLUSION
This paper aimed at investigating the consumer behaviour of the circular economy by examining the adoption of second-hand products in India. The results portray a hopeful but suspicious consumer attitude. Although most of the respondents, and in particular Gen-Z, are aware of the financial benefit, and to some degree, the reduced environmental impact of buying used products, the perception of risk and the lack of trust continue to greatly affect the actual purchasing behaviour. 
The most effective motivator was cost saving, which proved the fact that the second-hand alternatives remain to be one of the key factors that makes consumers turn to second-hand alternatives. But fears of poor quality of the product, poor hygiene, defects lurking in it, and a fear of being defrauded are a great deterrent to buying intentions. This is a vacuum between awareness and action, which shows that sustainability is not sufficient to push people to adoption, consumers must also feel safe and sure of what they are purchasing. 
Online resell markets like Cashify, Spinny and OLX are becoming more relevant in enhancing the market structure. They can be used to mitigate perceived risk, by including such features as certification, refurbishment, inspection reports, and warranties, and make the second-hand buying experience more trustworthy. However, the trust is never final, so the shift between the type of informal interactions to more formal experiences of the marketplace need improvement in terms of transparency and communication. 
In general, the study finds that the second-hand market in India is in its growing phase, supported by high intents among the young generation and increasing digital availability. In order to realize this potential to the fullest extent, consumer hesitations should be countered by trust-building efforts, effective communication as well as social normalization of second-hand consumption. The circular economy can emerge as a viable avenue to sustainable living as well as value generation both economically as well as environmentally as consumers become more intelligent and responsible in their selection.
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10. EXHIBITS
Exhibit 1: Demographics & Purchase Experience
	Variable
	Category
	Percentage

	Age Group
	18–25
	81%

	Age Group
	26–35
	15%

	Gender
	Male
	57%

	Gender
	Female
	41%

	Purchased Second-Hand Before
	Yes
	60%

	Purchased Second-Hand Before
	No
	40%



 Exhibit 2: Awareness & Product Categories
	Variable
	Category
	Percentage

	Circular Economy Awareness
	Very Familiar
	15%

	Circular Economy Awareness
	Somewhat Familiar
	45%

	Circular Economy Awareness
	Heard of It
	28%

	Circular Economy Awareness
	Not Aware
	12%

	Product Category
	Electronics
	53%

	Product Category
	Automobiles
	28%

	Product Category
	Fashion
	28%

	Product Category
	Furniture
	21%

	Product Category
	Other
	2%






Exhibit 3: Consumer Attitudes (Likert Scale Summary)
	Question / Factor
	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	Cost Saving
	2%
	9%
	19%
	38%
	32%

	Comfort with Used Products
	10%
	26%
	23%
	28%
	13%

	Trust in Quality
	13%
	32%
	30%
	19%
	6%

	Supports Environment
	4%
	11%
	32%
	32%
	21%

	Prefer Certified Platforms (Cashify/Spinny)
	6%
	15%
	28%
	32%
	19%

	Warranty/Inspection Builds Trust
	4%
	6%
	17%
	43%
	30%

	Online Confidence vs Local Sellers
	4%
	21%
	32%
	28%
	15%

	Future Purchase Intention
	6%
	15%
	28%
	34%
	17%



Exhibit 4: Preferred Platforms & Trust Indicators
	Variable
	Category
	Percentage

	Preferred Platform
	OLX / Quikr
	34%

	Preferred Platform
	Cashify
	32%

	Preferred Platform
	Spinny / Cars24
	19%

	Preferred Platform
	Thrift Stores
	11%

	Preferred Platform
	None
	4%

	Warranty Increases Trust
	Agree + Strongly Agree
	73%

	Future Purchase Intention
	Positive (Agree + Strongly Agree)
	51%

	Future Purchase Intention
	Neutral
	28%

	Future Purchase Intention
	Negative
	21%



Q9. trust the quality/reliability of second-hand products.

Q9: “I trust the quality/reliability of second-hand products.”	%	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.06	0.19	0.3	0.32	0.13	

Q10. Buying second-hand supports environment

Q10: “Buying second-hand supports environment.”	%	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.21	0.32	0.32	0.11	0.04	

Q6. Where do they explore/buy second-hand products?

Q6: Where do they explore/buy second-hand products?	%	
Online platforms	Local shops	Friends/relatives	Haven’t purchased yet	0.45	0.33	0.18	0.04	

Q7: Buying second-hand helps me save money.

Q7: “Buying second-hand helps me save money.”	%	
Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	0.32	0.38	0.19	0.09	0.02	
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