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Abstract

In recent years, vintage clothing has attracted increasing consumer attention and emerged as a new
fashion trend. This study explores the differences in consumers’ willingness to buy and willingness to
pay between vintage and secondhand clothing, and explains the underlying mechanism based on the
theory of perceived value. A situational experiment was conducted to emulate shopping scenarios on
an online second-hand trading platform, yielding valid responses from 384 participants. Hypotheses
were tested with regression analysis and bootstrapping method. The results indicate that, compared
with ordinary secondhand clothing, consumers perceive higher emotional and social value in vintage
clothing, which in turn leads to stronger willingness to buy and willingness to pay. Among them, per-
ceived emotional value plays a full mediating role in the relationship between product category and
purchase intention, and a partial mediating role in the path toward willingness to pay. From the per-
spectives of emotional and social value, this study reveals the underlying mechanisms of consumers’
decision-making in vintage consumption and provides theoretical support for research on second-
hand fashion segmentation as well as sustainable consumption practices.
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Table 1. Experimental materials
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Table 2. Demographic information
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Table 3. Results of correlation analysis
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Table 5. Results of mediating effect analysis
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