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MepiAnyn
H mrapouca epyacia £EeTdlel TOUG TTAPAYOVTEG TTOU £TTNPEAlouv TNV TTPOBson ayopdg
XPNOTWV Ot Yn@iakég TTAaTeOppeg second-hand poédag, pe ETTIKEVIPO TNV €QAPUOYH
Vinted otn AiBouavia. H paydaia avdamTuén Twv wnolakwy marketplaces kai n auéavouevn
onuacia TG Piwoiung katavdAwong, kaBiotolv avaykaia T dlgpedvnon  Twv
WUXOAOYIKWY, QVTIANTITIKWY KAl GUPTIEPIPOPIKWY HNXAVIOHWY TTOU SIANOPPUVOUV TN
CUMTTEPIPOPA TWV KATAVOAWTWY OTO TTEPIBAAAOV TOU NAEKTPOVIKOU €EUTTOPIOU  Kal
€I0IKOTEPA TWV C2C TTAATQOPHWV.
H épeuva eomialer otn peAETn Tng emmidpaocng Tng avriAaufavouevng agiag, Tng
gUTTIoTOOUVNG, TNG AVvTIAGUBAVOUEVNG ACPAAEIOG KAl TWV KIVATPWY XPHong oTnv TTpoébeon
ayopds. lMNa Tov oOKOTO autd, UIOBETABNKE TIOCOTIKY E€PEUVNTIKY TTPOCEYYION KOl
OUNAEXBNKav TTpwToyev Ocdouéva péow OI1adIKTUakoU epwTnuaToloyiou, TO OTT0i0
dlaveundnke oe xpnoTeg G e@apuoyng Vinted tmou diapévouv otn AiBouavia. To TeAIkS
Ociypa mepIAduBave e100 dTopa pe ePTTEIpia XpAONGS TNG TTAATPOpUag. H avdAuon Twv
OedONEVWV TTPAYUATOTTOINONKE WE TN XPrON TOU OTATIOTIKOU AoylodikoU Jamovi kal
TepINGPPave TTEPIYPAPIK avAAuon, €AeyXO QEIOTTIOTIaG, avAdAuon OUuOoXETIONG Kal
VYPOAMUIKA TTaAIVOpOUNON.
Ta atroteAéoparta deixvouv OTI N avTIAauBavouevn agia Kal Ta KivnTpa Xpriong atroTeAouV
TOUG I0XUPOTEPOUG TTPORAETITIKOUG TTAPAYOVTEG TNG TIPOBeong ayopdg, evw N
EUTTIOTOOUVN eu@aviCel BeTIKA aAAG aoBevéaTepn etTidpaon. AvtiBeta, n avTiAapBavépevn
ac@aiela dev Bpébnke va emnpeddel dueca Tnv TTPOOeon ayopds, YEYovog TTou
utrtodnAWwveEl  OTI  Acitoupyei  TTEPICOOTEPO WG  Pacikfl TPoUTToBeon Tapd WG
dlapopoTroINTIKGG TTApAYoVTag TNG ayopacTIKAG atrégacng. EmimmAéoy, Ta dnuoypa@iké
XOPAKTNPIOTIKA OEV TTAPOUCIaCAV OTATIOTIKA GNUAVTIKA ETTIOPACT.
H peAétn ouuBdaAAel otn oxeTikr BIBAIoOypagia, KAAUTITOVTAG EPEUVNTIKO KEVO O€ €OVIKO
emiTedo, Kal TIPOCQEPEI XPOIUEG TIPAKTIKESG TTPOEKTACEIG YIa TN BEATIWON TNG OTPATNYIKAG

Kal TNG euTTEIpiag Xpriong mAat@oppwy second-hand podag.

AEgeig kAa1dia: second-hand péda, wnolakéc TTAATQOpUEG, TTIPOBecn  ayopdg,

avTiAapBavopevn agia, egtmioTooUvn, KivnTpa Xprnong



Abstract

This study investigates the factors influencing users’ purchase intention in digital second-
hand fashion platforms, with a focus on the Vinted application in Lithuania. The rapid
growth of online marketplaces and increasing emphasis on sustainable consumption,
highlight the need to examine the psychological, perceptual, and behavioral mechanisms
shaping consumer behavior in e-commerce environments, particularly within C2C
platforms.

The research examines the impact of perceived value, trust, perceived security and usage
motivations on purchase intention. A quantitative research approach was adopted and
primary data were collected through an online questionnaire distributed to users residing
in Lithuania. The final sample was conducted using the statistical software Jamovi and
included descriptive statistics, reliability analysis, correlation analysis, and linear
regression.

The findings indicate that perceived value and usage motivations are the strongest
predictors of purchase intention, while trust exhibits a positive but comparatively weaker
effect. In contrast, perceived security was not found to have a statistically significant direct
effect on purchase intention, suggesting that it functions primarily as a basic prerequisite
for platform use rather than as a differentiating factor in purchase decision-making.
Additionally, demographic characteristics did not demonstrate a significant influence o
purchase intention.

This study contributes to the existing literature by addressing a research gap at the
national level and provides practical implications for strategic development and

enhancement of user experience in digital second-hand fashion platforms.

Keywords: second-hand fashion, digital platforms, purchase intention, perceived value,

trust, usage motivations
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