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Introduction 

THREDUP, an online secondhand platform, estimates that the global secondhand 
market (e.g., thrifting) is expected to grow three times faster than the global market, 

about $350 billion by 2027 (Benissan, 2023). One of the reasons is the leading adoption 
driven by Generation Z (Gen Z), most frequently being defined as people born from 

1997 to 2012. Gen Z exhibits several unique characteristics. They are digital natives, 
growing up with internet, mobile devices, and social media. They are known for being 

environmentally conscious and for valuing social change; however, they are also known 
for exhibiting a higher level of anxiety compared to other generations that could come 
from issues regarding climate change, drastic economic and political events, cost-of-
living crisis, and constant technology change (Caballero, 2020; WGSN Insider, 2024). 

Shopping is known to be one of the coping mechanisms for stress and anxiety 
(Kashdan & Ciarrochi, 2013). Therefore, the researcher of this study is interested in 
exploring Gen Z’s life stress and coping mechanisms to understand how different 

perspectives of life influence their intention of clothes thrifting.  
Literature Review and Hypotheses 

This study developed a research model based on Consumer Coping Theory 
(CCT) and explored coping mechanisms that Gen Z experiences, ultimately leading to 
their thrift consumption. CCT involves multi-dimensional coping mechanisms when 
consumers perceive the problems or the situations they are in, whether they perceive it 
emotionally or cognitively (Duhachek, 2005). The three coping mechanisms include 1) 
actively seeking solutions to the issues (approach strategy), 2) walking away from the 
issues (avoidance strategy; Yap & Kapitan, 2017), and 3) engaging in emotion-focused 
coping (Ertz et al., 2022). The avoidance coping mechanism refers to a strategy in 
which individuals create psychological or physical distance between themselves and a 
stress-inducing problem or situation to not face their problem but rather distract 
themselves with other pursuits (Duhachek, 2005). One tendency identified among Gen 
Z was escapism to nostalgia, where they disconnect from current stress and seek 
comfort in the past (mainly the 1990s and 2000s) and distract themselves away from a 
stressor, which is connected to a psychologically aversive response (Orazie et al., 
2023). Vicarious nostalgia, used in this study, reflects their desire for an imagined past 
time period that they do not have direct memories of (Chi & Chi, 2022). Approach 
coping mechanism is a strategy to directly face a problem, gather resources, and take 
action to alleviate or resolve the situation, and it was operationalized as eco-
consciousness in this study. An emotion-focused coping mechanism is a way to 
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recognize and express one’s emotions caused by a problem or situation that brings 
them a feeling of anxiety (Duhachek, 2005; Ertz et al., 2022), and it was operationalized 
as emotional venting. These coping mechanisms influence Gen Z’s gratification 
shopping behavior, as they perceive shopping as a way to mitigate anxiety, cope with 
negative emotions, and reward themselves (Arnold & Reynolds, 2003). Ultimately, this 
explains their recent shopping trends, particularly their increased intention to shop at 
second-hand stores and engage in thrift consumption (Yadav & Sijoria, 2024). 
Additionally, price consciousness was considered as a control variable, reflecting Gen 
Z’s tendency to prioritize price when shopping by actively seeking lower-price products 
(Lindblom et al., 2018). Based on this, the following hypotheses were developed.  
H1: Anxiety (ANXT) related to environmental, economic, and social instability will lead to 
Gen Z’s (a) avoidance coping mechanism—vicarious nostalgia (VCN), (b) approach 
coping mechanism—eco-consciousness (ECO), and (c) emotion-focused coping—
emotional venting (EMV). 
H2: Gen Z’s (a) avoidance coping through VCN, (b) approach coping through ECO, and 
(c) emotion-focused coping through EMV will positively influence their gratification 
shopping (GRT).  
H3: Gen Z’s approach coping mechanism—ECO will positively influence their thrift 
consumption intention (TRC). 
H4: GRT will positively influence Gen Z’s TRC. 

Methods 
A quantitative study was conducted. After receiving IRB approval, an online 

survey was conducted to test the proposed hypotheses using the Prolific consumer 
panel. The study population was Gen Z consumers born between 1997 and 2007, living 
in the U.S. A total of 420 usable responses were collected, excluding invalid or 
incomplete answers and those that failed the attention check question. Approximately 
54% of the total participants were female, 42 % were male, 43 % of them were 
Caucasians, 30% were Black/African American, followed by Hispanic (12%) and Asian 
(11%). The survey questionnaire was developed by adopting measurement scales from 
previous studies, anxiety (Derogatis, 1973; Spitzer et al, 2006), vicarious nostalgia (Chi 
& Chi, 2022), eco-consciousness (Huang et al., 2014), emotional venting (Duhachek, 
2005), gratification shopping (Arnold & Reynolds, 2003), thrift consumption (Yadav & 
Sijoria, 2024), and price consciousness (Lindblom et al., 2018). Survey items were 
measured on a 7-point Likert scale. 

Results 
Convergent validity was confirmed, CR > 0.84, Cronbach’s Alphas > 0.79, and 

factor loadings > 0.79. Discriminant validity was checked. AVEs of all the constructs 
were above 0.67, and the square roots of AVEs were higher than correlations among 
constructs (Fornell-Larcker Criterion). The heterotrait-monotrait (HTMT) ratio did not 
exceed 0.90. To check the collinearity issue, variance inflation factors (VIF) were 
checked, and they were below the value of 2.80. The SRMR was 0.058, indicating 
acceptable model fit (Hu & Bentler, 1998). Path analysis was conducted using Partial 
Least Square Structural Equation Modeling (PLS-SEM) based on the proposed 
research model. The results of path analysis showed that ANXT positively affected 
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VCN, ECO, and EMV (H1a: β = 0.37, p < .001; H1b: β = 0.22, p < .001; H1c: β = 0.22, p 
< .001), confirming H1a, H1b, and H1c. VCN and EMV positively affected GRT (H2a: β = 
0.21, p < .001; H2c: β = 0.18, p < .01; ), supporting H2a and H2c. However, ECO did not 
have a statistically significant effect on GRT, rejecting H2b, though it had a direct effect 
on TRC (H3: β = 0.20, p < .01). GRT positively influenced TRC (H4: β = 0.18, p < .01), 
confirming the H4.  

Discussion and Conclusion 
This study provides a new framework that explains Gen Z consumers’ thrift 

consumption intention through the lens of coping mechanisms (CCT), combining the 
literature on vicarious nostalgia, eco-consciousness, and emotional venting. Our 
findings not only confirm that price and environmental consciousnesses are important 
antecedents for Gen Z’s thrifting intention but also unveil that thrifting is a behavioral 
consequence of stress-release shopping resulting from anxiety-coping mechanisms. 
This study provides a new perspective on Gen Z consumers’ thrift consumption, 
showing how our life experience can have a far-reaching effect on our daily shopping 
behavior. Based on our results, brands can develop more resonant messaging, create 
emotionally engaging campaigns, and design retail experiences that align with Gen Z’s 
values and mental wellness needs. 
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