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ABSTRACT

Consumer-to-consumer online marketplaces (C2CM) represent a growing phenomenon whose underlying psychosocial dimen-
sions have been scarcely studied so far. The present study aims at identifying the patterns of psychosocial drivers underlying the
main motives towards their use—that is, sale-related, purchase-related and well-being- and QoL-related—using a person-centred
approach based on individuals' relationships with their home and personal possessions. An online questionnaire was adminis-
tered to 318 adult participants, to detect motives towards C2CM, psychological home, clutter quality of life (QoL), self-extension
tendency, person- and thing-orientation, economic insecurity, sustainable worldviews and satisfaction with life. The latent pro-
file analysis revealed two profiles of relationships with home and personal possessions: eco- and socially-oriented (68.39%) and
uninterested in material possessions (31.61%). Age and gender were not associated with profile membership. Eco- and socially-
oriented individuals showed higher satisfaction with life and stronger motives towards C2CM use to sell and purchase items, also
focusing on well-being and QoL. The results suggest that embedding several layers and focuses (the home, personal relationships,
the whole ecosystem) in one's lifespace may represent a protective factor for individuals—who experience higher satisfaction
with their life—but also for natural ecosystems at large. Indeed, this perspective may make individuals more careful about the
short- and long-term impacts of their actions, motivating them towards C2CM and circular economy at large.

1 | Introduction model of consumption (i.e., the take-make-dispose model) in
favour of a circular one. This is a model aimed ‘to keep prod-

Consumer-to-consumer (C2C) second-hand—or second- ucts, components and materials at their highest utility and

ary—marketplaces represent a global phenomenon that has
been growing in the last decades due to the increasing de-
mand for second-hand products (Guiot and Roux 2010; Singh
and Zolkepli 2018). Among them, C2C online marketplaces
(C2CM) include websites, mobile applications, and other
online platforms and venues allowing users to buy and sell
second-hand items (e.g., books, clothes, technological devices;
Cano et al. 2022). These platforms represent practical infra-
structures potentially enabling users to overcome a linear

value, at all times’ (Webster 2015, 16)—based on collabora-
tive exchanges and alternative markets wherein sellers and
buyers are more careful to concrete green- and sustainability-
related issues (Piscicelli et al. 2015). This may bring about
implications not only for consumption practices but also for
the development of more eco-friendly lifestyles (Hassen and
Akponah 2023). Consistently, by enabling direct exchanges
among consumers outside primary business-to-consumer
channels (Moriuchi and Takahashi 2022; Zhang et al. 2023),
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these platforms may be tightly related to the ongoing deep re-
definition of consumption practices towards more ecological
ones (De Bruyne and Verleye 2023; Geissdoerfer et al. 2017;
Kirchherr et al. 2017). Such shift can be helpful in addressing
current global environmental and social challenges (Hassen
and Akponah 2023).

The motives towards the widespread use of C2CM are complex
(Guiot and Roux 2010; Hur 2020), as these platforms are linked
to several psychosocial processes and factors shaping users'
needs, goals and consumption decisions, but also to the role in-
dustries and companies can actively play in this (Hassaro and
Chailom 2023). Such motives mainly revolve around economic
(e.g., saving money; Halicki et al. 2024; Liang and Xu 2018;
Palomo-Dominguez et al. 2023), environmental (e.g., reduc-
ing waste; Calvo-Porral et al. 2024; Halicki et al. 2024; Lane
et al. 2009; Palomo-Dominguez et al. 2023) and sustainability-
related (e.g., avoiding excessive consumption of resources;
Halicki et al. 2024; Liu et al. 2021; Palomo-Dominguez
et al. 2023) issues, in line with those underlying second-hand
consumption at large. These themes are also consistent with
what emerged from recent statistics about secondhand pur-
chases and C2CM use in Europe (e.g., Future Market Insight
Inc. 2025; Statista 2021) and worldwide (e.g., Statista 2022), as
well as from C2CM communication campaigns (e.g., Wallapop's
and Vinted's communication campaigns).

However, the psychosocial dimensions—for example, atti-
tudes, cognitions and values—underlying these motives rep-
resent a relevant yet still understudied topic (e.g., Cervellon
and Wernerfelt 2012; Hassaro and Chailom 2023; Palomo-
Dominguez et al. 2023). Nevertheless, psychosocial needs and
dynamics play a relevant role in shaping how individuals select
and use technologies (Katz et al. 1973; Ku et al. 2013; Wei and
Lo 2006): they actively choose which technologies to use—or
not—and how based on their needs, goals and gratifications
sought, as well as on the affordances and characteristics of the
available technologies and media (Dimmick et al. 2004; Haryadi
et al. 2025; McQuail et al. 1972; Menon 2022). Therefore, a bet-
ter understanding of the psychosocial drivers shaping users' and
pre-users’ motives towards C2CM is still needed in order to fur-
ther unravel the needs, goals and gratifications sought underly-
ing their use.

Based on this, the present study aims at exploring the psycho-
social dimensions underlying the main motives towards C2CM
use—which still represents a gap in the established literature
(e.g., Cervellon and Wernerfelt 2012; Hassaro and Chailom 2023;
Palomo-Dominguez et al. 2023). In order to do so, based on
C2CM's affordances and goals, the study will move from ex-
ploring the patterns of relationships with and attitudes towards
home and possessions, which can represent critical dimensions
to C2CM use. Indeed, home and objects can be experienced as
extensions of the self (Ferraro et al. 2011; Sigmon et al. 2002), yet
when individuals accumulate too many items this can become
overwhelming, up to making them experience negative feelings
towards their material possessions and homespace and lower
levels of well-being (Rogers and Hart 2021; Roster et al. 2016).
Therefore, the study uses an exploratory approach to address
the role of Clutter QoL, economic insecurity, self-extension ten-
dency, psychological home, person and thing orientation and

sustainable worldviews in this—as these dimensions refer to
perceptions and attitudes compounding individuals' relation-
ships with their homes and possessions.

Nevertheless, relationships with home and items within them
can be as varied as individuals are (Rogers and Hart 2021).
Therefore, a person-centred approach is adopted as the most suit-
able to detect the patterns in which these dimensions combine
within individuals' experiences of home and personal objects,
up to detecting response configurations differentiating among
psychosocial profiles based on the considered meaningful com-
ponents (Williams and Kibowski 2016). Indeed, differently from
variable-centred approaches, such an approach to data allows to
group and describe individuals based on the similarities or dif-
ferences among them as to how the variables relevant to a given
issue related to each other (Laursen and Hoff 2006). That is, to
properly unravel the complexities underlying individuals' expe-
riences with home and items, the study uses latent profile anal-
ysis (LPA) to address the heterogeneity of respondents’ profiles
through their complex patterns of psychosocial characteristics
(Laursen and Hoff 2006), rather than focusing on the sole rela-
tionships among single variables (i.e., using a variable-centred
approach; Masyn 2013). Additionally, since these dimensions
can also be critical to individuals' satisfaction with life (Rogers
and Hart 2021; Roster et al. 2016), the impact on this will be
addressed too.

2 | The Relationship With the Home

A home is ‘not only a physical place, but a locus of activities, an
anchor of identity, a repository of memories bonding past and
present, and a centre of stability and continuity’ (Seamon 2014,
206), thus representing a symbolic expression of the self
(Csikszentmihalyi and Halton 1981; Ferraro et al. 2011). This
implies individuals experiencing a sense of belonging regarding
their home—labelled as psychological home, having three main
functions (Sigmon et al. 2002): (a) home as a safe place connoted
by security, protection and privacy; (b) home as filled by ob-
jects consistent with one's self-identity and towards which one
experiences attachment; (c) home as a driver for psychological
well-being. Consistently, this concept comprises cognitive (e.g.,
meaning and beliefs about one's home), affective (e.g., security,
attachment) and behavioural (e.g., construction, maintenance)
dimensions (Roster et al. 2016; Sigmon et al. 2002), locating at
the intersection of physical, social and historical-cultural di-
mensions (Cicognani 2011).

Indeed, individuals' experiences with their lifeplaces are the
result of the intertwinement of the material and social features
characterizing such environments, as well as of individual sub-
jective dimensions (Bonnes and Secchiaroli 1992). Therefore,
the meanings individuals attribute to psychological home can
change based on their characteristics (e.g., gender and age, with
women and older individuals experiencing a stronger sense of
psychological home than men; Crum and Ferrari 2019; Swanson
and Ferrari 2022) and experiences (Roster et al. 2016), and are re-
lated to the items individuals collect over time, which can reflect
their identity (Crum and Ferrari 2019; Jacobs and Malpas 2013).
Consistently, since personal belongings can support the link with
one's home (Jacobs and Malpas 2013; Mallett 2004), individuals
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with a strong psychological home are more likely to collect items
representing extensions of their identities. These items may be
useful to decorate their homes and increase their QoL and sat-
isfaction with life (Rogers and Hart 2021; Roster et al. 2016), as
individuals may experience this abundance of items as a blessing
(Lofgren 2017, 2).

However, collecting too many objects over time could also be
experienced as a threat to psychological home, undermining the
daily experience of at-homeness (Roster et al. 2016). This exces-
sive collection of items and the related negative psychological
experiences have been conceptualized in the construct of clut-
ter, referring to an overabundance of items within the home that
creates a chaotic home environment (Belk et al. 2007; Roster
et al. 2016). What is experienced as clutter can vary across indi-
viduals (Dion et al. 2014), with the subjective experience being
more relevant than the clutter levels (Rogers and Hart 2021).
This can depend on their life experiences but also personal char-
acteristics—for example, younger adults experience clutter more
negatively than older adults (Swanson and Ferrari 2022), and
men and women can assume different responsibilities as to the
organization of their home settings (Patel et al. 2023).

Clutter could threaten people’s health, mood, safety, sense of
self, emotional life, well-being and satisfaction with life, also
impacting their meaningful relationships (e.g., Belk et al. 2007;
Prohaska et al. 2018; Rogers and Hart 2021; Roster et al. 2016;
Saxbe and Repetti 2010; Swanson and Ferrari 2022). Indeed,
it can interfere with everyday tasks and activities (Frost
et al. 2012), causing a lack of connection between psychological
home and at-homeness (Seamon 2014) due to the level of home
pollution (Belk et al. 2007). Additionally, a cluttered home can
also hinder individuals from inviting close ones at home due
to feelings of embarrassment, discomfort, guilt and alienation
(Belk et al. 2007; Lofgren 2017; Roster et al. 2016).

In the most serious conditions, this can produce forms of hoard-
ing disorder, which can cause humiliation, distress and appall-
ing effects on clutterers’ mental health (e.g., depression, Sekhon
and Leontieva 2023). Conversely, the act of decluttering—that
is, tidying up environments by organizing, managing and dis-
carding stuff (Cherrier and Belk 2015)—can promote individ-
ual well-being and QoL, reducing harmful experiences linked
to cluttering (Rogers and Hart 2021; Roster and Ferrari 2023;
Thacher et al. 2017) and leading to ‘a happier, less stressful life’
(Lee 2017, 455, 456). Indeed, when individuals experience their
home as tidy and under control, they can more easily focus on
other issues such as goal achievement, self-regulation and value-
oriented behaviours (Rogers and Hart 2021).

3 | The Relationship With Personal Possessions

Personal possessions represent symbolic expressions of the
self and identity markers, becoming a part of the extended
self (Csikszentmihalyi and Halton 1981; Ferraro et al. 2011).
These belongings can be both experienced as an extension of
individuals' identity in its cognitive, affective and behavioural
components (Belk 1988; Mallett 2004; Sigmon et al. 2002).
Such a deep connection between the self and the material pos-
sessions can provide meaningful insight into why letting go

of meaningful objects can elicit negative feelings and distress
(Ferraro et al. 2011).

The relationship between individuals and their objects has been
studied over time in different fields (e.g., social sciences, environ-
mental psychology, media psychology, consumer psychology) as
it helps understand how people experience their meaningful en-
vironments and their lives. In the late 1800s-early 1900s, the
process through which individuals include the objects they can
define as theirs in their self was defined self-extension (James
1890), later specified also as the processes through which these
objects could be ‘asserted as a part of the Self’ (Cooley 1902, 188).
This concept was then systematized by Belk (1988) as the ex-
tent to which ‘we regard our possessions as parts of ourselves’
(p- 139). Moving from this, self-extension tendency has recently
been conceptualized as ‘consumers’ overarching inclination to
use brands to “extend themselves” (Rabbanee et al. 2020, 2) in
the field of media and marketing psychology.

Research has shown variability in the extent to which indi-
viduals embed their possessions into their selves (Ferraro
et al. 2011). This can be linked to them being more prone to en-
gage with individuals—that is, having a person orientation—or
with objects—that is, having a thing orientation—in their sur-
rounding environment (Graziano et al. 2012). However, individ-
uals can potentially attend to both people and objects (Graziano
et al. 2011; McIntyre and Graziano 2019), with women showing
a stronger person orientation and a weaker thing orientation
than men (Crum and Ferrari 2019). Thing-oriented individu-
als may be more inclined to surround themselves and fill their
homes with meaningful objects that make them feel secure and
that are experienced as extensions of their selves (Crum and
Ferrari 2019). However, when this brings about an abundance
of items in the home, individuals who are also person-oriented
may experience discomfort and negative feelings due to the
clutter disrupting their relationships (Crum and Ferrari 2019;
Rogers and Hart 2021; Swanson and Ferrari 2022).

3.1 | Value-Related and Material Aspects

The link between self and possessions is related to individu-
als experiencing items as reflections of their identity and self-
worth more than to their intrinsic monetary value (Ferraro
et al. 2011). However, when individuals perceive that their
needs outweigh their available resources (e.g., financial ones),
they focus on obtaining what they lack and need as soon as pos-
sible (Mullainathan and Shafir 2013; Zhao and Tomm 2018).
This can produce a focused vision (i.e., tunnel vision), since
the demands linked to the perceived scarcity of resources
can deplete cognitive ones (e.g., attention, mental band-
width; Mullainathan and Shafir 2013; Zhao and Tomm 2017)
up to undermining the ability to make rational decisions
(Mullainathan and Shafir 2013; Zhao and Tomm 2017)—es-
pecially when long-term effects are addressed (De Bruijn and
Antonides 2022; Mullainathan and Shafir 2014). However,
this can also lead to behaviours that may rather strengthen
their financial need (e.g., neglecting beneficial information
such as discounts; Mullainathan and Shafir 2013; Zhao and
Tomm 2017). For example, individuals experiencing finan-
cial scarcity may even become strongly concerned for basic
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expenditures (e.g., groceries, bills; Shah et al. 2018). This
could bring them towards considering selling possessions
they experience as meaningful to address their financial need
as soon as possible (Mullainathan and Shafir 2013; Zhao and
Tomm 2018). Furthermore, when in need or willing to pur-
chase something, perceiving financial need may also bring
individuals towards second-hand purchases, as it can foster
trade-off thinking when facing hypothetical purchases under
tight budgets (Mullainathan and Shafir 2013; Shah et al. 2015).

A similar attitude towards second-hand purchases can stem
when individuals adopt a perspective focused on the interac-
tion between humans and environments (Lane et al. 2009; Liu
et al. 2021; Palomo-Dominguez et al. 2023)—that is, framing
humans as a component of nature that should avoid damaging
ecosystems (Dunlap et al. 2000). Indeed, individuals tend to ex-
tend themselves through possessions that allow them ‘to fulfil
their personal goals or to gain a better understanding of their
own identities’ (Ross and Bayer 2021, 490). Specifically, who
has an environment-human interaction worldview is aware of
the intertwinement of human progress and nature conservation
within the local-global dynamic and based on a diachronic (i.e.,
intergenerational) but also synchronic (i.e., intragenerational)
perspective (Corral-Verdugo et al. 2008). Based on this, they are
careful about overconsumption but also aware of the active role
they should play in promoting the recovery of natural resources
within ecosystems (Corral-Verdugo et al. 2008; Thompson
and Barton 1994). In this vein, individuals led by sustainable,
environment-human interaction worldviews could benefit
from the second-hand opportunities and appreciate the circu-
lar model of consumption offered by C2CM. Indeed, these plat-
forms may allow them to enhance more intensive uses of items
and increase their efficiency by giving them new life (Potting
et al. 2017), and may enable them to gain new possessions in
a way they experience as consistent with their values, promot-
ing a shift towards more eco-friendly lifestyles (Future Market
Insight Inc. 2025; Hassen and Akponah 2023). Sustainable be-
haviours provide them with feelings of satisfaction and happi-
ness (Jiménez-Marin et al. 2022).

4 | The Study

Home and personal belongings represent a symbolic exten-
sion of the self (Csikszentmihalyi and Halton 1981; Ferraro
et al. 2011), which express relevant features of individual identi-
ties (Belk 1988; Mallett 2004; Sigmon et al. 2002). However, when
the possessions become excessive, this can produce discomfort
and undermine well-being—and this may be specifically rele-
vant to person-oriented individuals based on potential disrup-
tions in social experiences (Crum and Ferrari 2019; Rogers and
Hart 2021; Swanson and Ferrari 2022). In this, C2CM can rep-
resent a valuable resource allowing users to get rid of dismissed
belongings according to their ecological and economic needs
by giving them a second life (Calvo-Porral et al. 2024; Halicki
et al. 2024; Lane et al. 2009; Liang and Xu 2018; Liu et al. 2021;
Palomo-Dominguez et al. 2023).

Based on this theoretical framework, the present study ad-
dresses two main topics through an exploratory approach: (a)
the relationships with home and possessions and (b) the motives

towards C2CM, rooted in individuals' relationships with and
attitudes towards their home and possessions. As to the first
topic, LPA was chosen as the most suitable approach, as it al-
lows to properly take into account the heterogeneity among
participants by detecting response patterns among significant
components—in this case, psychological home, clutter QoL,
self-extension tendency, person and thing orientation, economic
insecurity, environment-human interaction worldviews, as al-
ready discussed—and identifying and differentiating psycho-
social profiles accordingly (Laursen and Hoff 2006; Williams
and Kibowski 2016). As to the second topic, the main motives
towards actual or potential C2CM use will be identified using
Exploratory Factor Analysis (EFA), and the differences in them
will be deepened based on profile membership.

Therefore, the present study aims at: (a) exploring different pat-
terns of relationships with and attitudes towards home and pos-
sessions, in order to identify distinct profiles of individuals based
on a set of meaningful psychosocial dimensions—as suggested
by the established literature; (b) testing whether gender and age
distinguish among the emerged profiles, based on these demo-
graphic characteristics having already shown a significant effect
as to cluttering/decluttering-related, items-related or home-
related attitudes and behaviours in previous variable-centred
studies (see Swanson and Ferrari 2022, for the role of age; Crum
and Ferrari 2019 and Patel et al. 2023, for the role of gender);
and (c) investigating whether differences in (c1) the satisfaction
with life and (c2) the motives towards actual or potential C2CM
use and the actual use of C2CM exist across profiles. Because no
research has applied the LPA to the attitudes towards home, pos-
sessions or C2CM nor deepened the latter within a psychosocial
perspective to the authors' best knowledge, no specific hypoth-
eses were proposed.

Since the few studies addressing cluttering/decluttering prac-
tices, or C2CM, in a psychosocial perspective were all carried
out in American contexts (e.g., Crum and Ferrari 2019; Ferrari
et al. 2025; Roster and Ferrari 2020, 2023; Roster et al. 2016;
Swanson and Ferrari 2022), the present study is rather focused
on the European one—which will be addressed as a unique con-
text based on recent statistics showing no relevant differences
in second-hand consumption (e.g., clothing purchase) across
different European countries (e.g., Italy, France, Germany and
United Kingdom; Statista 2023). Indeed, to the authors' best
knowledge, the only study addressing C2CM in European coun-
tries (Palomo-Dominguez et al. 2023) focused on only one spe-
cific platform (i.e., Vinted) to provide a first exploration of the
motives towards it through a qualitative approach.

5 | Method
5.1 | Participants and Procedures

Snowball sampling procedures were adopted to recruit 318 par-
ticipants through social networks (e.g., Facebook, Instagram,
Reddit), and word of mouth; as to the recruitment via social net-
works, an invitation to take part in the study and answer the
questionnaire was posted in online communities dealing with
C2CM applications and being of interest for their users (e.g.,
Vinted Italia Community; Vinted for all—Sell, Buy and fun!
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Italia/France/Belgium/Spain and other...; Vinted & Wallapop;
r/Wallapop) by the researchers. Data was gathered between July
and November 2024.

The questionnaire was available in Italian and English; the
back-translation method was used to obtain Italian wordings
when no validated version existed. Most participants were from
Italy (66.04%), while others were from different countries (e.g.,
France, Switzerland, Portugal, Greece, Germany, Poland, Spain,
Austria, United Kingdom); four participants did not disclose this
information.

No compensation was given to participants. The study was
carried out in compliance with APA ethical principles and in
accordance with the Declaration of Helsinki. Confidentiality
and anonymity issues were explained at the start of the ques-
tionnaire, where participants had to express their informed con-
sent to take part in the study. In the same section, researchers
provided participants with their e-mail contacts and specified to
contact them anytime in case of questions, doubts or discomfort,
or to withdraw from their participation in the study.

Participants (28.9% males, consistent with recent statistics about
C2CM use in Europe; Future Market Insight Inc. 2025) were
aged between 18 and 76 (M =30.94; SD=14.28); 1 participant
preferred not to disclose their gender. Most participants had a de-
gree (46.3%) or a High School Diploma (25.8%), while 15.7% had
a Secondary School Diploma and 11.3% had a post-degree title;
three participants (0.9%) had a Primary School Diploma as the
highest education title. Most participants were unmarried (45%)
or involved in a non-cohabitant and unmarried couple (20.8%);
only 27% were married or cohabitant couples, 5% were separated
or divorced and 2.2% were widows. Most participants did not
have children (80.8%). As to their main occupation, most partici-
pants were employees (33%) or students (51.3%), while 4.4% were
unemployed, 4.4% freelance, 2.5% entrepreneurs, 1.6% retired
and 2.5% had a managerial role; one participant preferred not to
disclose their primary occupation. All participants were aware
of C2CM, yet only 61% were already users.

5.2 | Measures
5.2.1 | Economic Insecurity

Petitta et al. (2020) four items about perceiving stressful eco-
nomic conditions were used (e.g., ‘An unexpected event such
as a car repair could cause a financial emergency for me’).
Participants were asked to rate each statement on a 5-point
Likert scale (1 =never; 5=always).

5.2.2 | Self-Extension Tendency

The self-extension tendency scale (Ferraro et al. 2011) was
used to detect participants’ tendency to develop a bond with
their objects and consider the latter as a part of their identity.
The measure includes eight items (e.g., ‘T consider my favourite
possessions to be a part of myself’, ‘There are links between my

special possessions and how I view myself’); participants were
asked to rate each of them on a 7-point Likert scale (1 =strongly
disagree; 7 =strongly agree).

5.2.3 | Psychological Home

The Psychological Home scale (Sigmon et al. 2002) was used to
detect participants' perception of their home as a personal, safe
and customized place. The scale includes seven items (e.g., ‘I put
a lot of time and effort into making a home my own’, ‘T work at
making a place my own’); participants were asked to rate each of
them on a 7-point Likert scale (1 =strongly disagree; 7= strongly
agree).

5.2.4 | Person and Thing Orientation

The Adult Person-Thing Orientation scale (Graziano et al. 2011)
was used to detect participants’ tendency to engage with their
social and/or physical surrounding environment. The measure
includes 13 items: eight refer to person orientation (@ =0.86, e.g.,
‘Listen in on a conversation between two people in a crowd’,
‘Attempt to comfort a total stranger who has had a disaster hap-
pen’) and five to thing orientation (x=0.83, e.g., ‘Take apart
and try to reassemble a desktop computer’, ‘Try to fix your own
watch, toaster, etc.”). Participants were asked to rate how much
the activities described in each statement were enjoyable to them
on a 5-point Likert scale (1 =not enjoyable at all; 5=extremely
enjoyable). Following Graziano et al. (2011), the two dimensions
were used as separate variables.

5.2.5 | Clutter QoL

The Clutter QoL scale (Roster and Ferrari 2020; Roster
et al. 2016) was used to detect participants’ perception that clut-
ter in their house harmed their private and social life. It includes
11 items (e.g., ‘Thave to move things in order to accomplish tasks
in my home’, ‘T avoid having people come to my home because
of the clutter’) to be rated on a 7-point Likert scale (1 =strongly
disagree; 7 =strongly agree).

5.2.6 | Satisfaction With Life

The Satisfaction with Life scale (Diener et al. 1985) was used as a
measure of subjective well-being, following Roster et al. (2016).
Itincludes 5 items (e.g., ‘So far I have gotten the important things
I'want in life’, ‘The conditions of my life are excellent’) aimed at
detecting global life satisfaction, to be rated on a 7-point Likert
scale (1 =strongly disagree; 7 =strongly agree).

5.2.7 | Sustainable Worldviews

The New Human Interdependence Paradigm Scale (Corral-
Verdugo et al. 2008) was used to detect participants' environment-
human interaction worldviews. The measure includes six items
(e.g., ‘Human progress can be achieved only by maintaining
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ecological balance’, “‘We must reduce our consumption levels to
ensure well-being of the present and future generations’) to be
rated on a 5-point Likert scale (1 =strongly disagree; 5=strongly
agree).

5.2.8 | Motives Towards C2CM Use

Due to the newness of psychosocial studies on C2CM, 22 ad
hoc items were pooled to detect the main motives towards their
use. These items were based on (a) the communication cam-
paigns of some the most used C2CM within the geographical
area where the study was carried out (e.g., Vinted, Wallapop,
eBay), (b) their affordances and functioning, as well as (c) previ-
ous studies on second-hand consumption (e.g., Hur 2020; Lane
et al. 2009; Liang and Xu 2018; Liu et al. 2021) and C2CM (e.g.,
Hassaro and Chailom 2023; Palomo-Dominguez et al. 2023).
Due to the nature of this variable, the items were referred to
actual or potential use based on a filter question detecting
whether participants were already users of any C2CM or not.
Participants were asked to rate the relevance of each motive to-
wards C2CM on a 5-point Likert scale (1 =not at all, 5 =at all).

After exploratory and confirmatory analyses, only 19 items
were retained in the final version (see Table 1 for their word-
ings) and three factors emerged: (a) sales-related motives, that
is, C2CM are meant as tools to sell one's objects for several
reasons (e.g., to declutter, to save space, because one needs
money, to recycle objects); (b) well-being- and QoL-related
motives, that is, they are meant as tools to decorate and cus-
tomize one's home and feel better in it by buying specific or
rare objects or selling useless ones; (c) purchase-related mo-
tives, that is, C2CM are meant as tools to buy objects at an
affordable price, or that are hard to find, or second-hand due
to ecological reasons.

5.2.9 | C2CM Use

A single dummy item was used to detect whether participants
had ever used any C2CM (0= No; 1 = Yes).

5.3 | Data Analyses
5.3.1 | Preliminary Analyses

EFA with principal axis factoring and promax rotation was
run first for the scale about the motives towards C2CM use;
the sphericity was checked using Bartlett's test, and the ad-
equacy of sampling using the Kaiser-Meyer-Olkin (KMO)
measure.

Then, Structural Equation Modelling (SEM) was used to run
Confirmatory Factor Analysis (CFA) for all the measures. In
order to ensure that all the measures properly worked in both
language-based versions of the questionnaire, CFAs were run
separately for the Italian and English versions as well. The
Tucker-Lewis Index (TLI), the Comparative Fit Index (CFI)

and the standardized root mean square residual (SRMR) were
used to evaluate the model fit (MacCallum and Austin 2000):
if TLI and CFI are equal to or greater than 0.90 and 0.95, the fit
is good or excellent respectively; if SRMR is equal to or smaller
than 0.06 and 0.08, the fit is good or reasonable respectively
(Hu and Bentler 1999). Additionally, when it came to the scale
about the motives towards C2CM use, the composite reliability
(CR), the average variance extracted (AVE) and the Heterotrait-
Monotrait ratio of correlations (HTMT) were calculated too, so
to verify whether the items showed acceptable internal consis-
tency: in order to confirm that more variance in the items is
explained by the latent factor than by measurement error, CR
should be higher than 0.60 (Hair et al. 2010), AVE higher than
0.50 (Fornell and Larcker 1981) and HTMT lower than 0.85
(Kline 2011). Cronbach's alpha (x) was used as a measure of
reliability for each scale as to the total data, but also as to the
language-based sub-samples separately.

5.3.2 | Latent Profile Analysis

Psychological home, economic insecurity, self-extension ten-
dency, person and thing orientation, clutter QoL and sustainable
worldviews were used as indicators to identify common patterns
in the relationships with the home and personal possessions
using the LPA.

Multiple models with different numbers of profiles were tested,
following Ferguson et al. (2020). In this study, this only im-
plied testing a two- and a three-profile model, since fit indices
for the three-profile model showed that the additional profile
worsened the model fit rather than improving it. The fit indi-
ces observed for this assessment were (Ferguson et al. 2020;
Tein et al. 2013): Sample-size-adjusted BIC (ssBIC), Akaike's
Information Criterion (AIC), Lo-Mendell-Rubin likelihood
ratio test (LMR-LRT) and bootstrap likelihood ratio test (BLRT).
For ssBIC and AIC, the lower the value, the better the fit; for
LMR-LRT and BLRT, significant results show that the least par-
simonious model better represents the data than the most par-
simonious one (Ferguson et al. 2020). In addition, entropy was
observed as a measure of uncertainty in the classification: mod-
els with entropy lower than 0.70 show too high uncertainty in
the classification of individuals in the profiles considered. Once
the model best describing the response patterns in the data had
been identified, the authors checked the consistency and inter-
pretability of the emerging profiles (Ferguson et al. 2020). The
latent profiles that emerged were interpreted and labelled based
on the patterns of mean scores in each profile, as these repre-
sent a critical basis for understanding their meaning (Lanza
et al. 2013; Masyn 2013).

Then, the three-step procedure (Asparouhovand Muthén 2014)
was used to test the effect of age and gender (0=male, 1= fe-
male) on profile membership probabilities. In the last step of
analysis, the motives towards C2CM use, actual use of C2CM,
and satisfaction with life were included in the model as dis-
tal outcomes, estimating and comparing their means across
the profiles through pairwise comparisons run using the
Wald's test.
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6 | Results
6.1 | Preliminary Results

As to the EFA, Bartlett's test, Chi-square (171)=3078.518,
p<0.001 and KMO measure, 0.893, reported good re-
sults. Three items were deleted from the initial pool due to
too low (i.e., lower than 0.3) loadings or high loadings on
more factors. As mentioned above, three factors emerged;
loadings, explained variance and reliability for each factor are
in Table 1.

Overall indices of model fit and reliability for all the measures
used in the study, as well as those specific for the Italian and

English versions, are in Table 2. As to the scale on C2CM, all
factors showed AVEs ranging between 0.439 and 0.558, CRs
between 0.844 and 0.885 and HTMTs between 0.542 and
0.706. Therefore, all indicators met the recommended thresh-
olds except for the AVE in the case of the factor Sales-related
motives, which was 0.439. However, this factor showed a CR
of 0.863, therefore suggesting that the convergent validity of
the construct can be still considered adequate (Fornell and
Larcker 1981; Huang et al. 2013). Overall, these results sup-
ported using these sets of items as reasonably reliable, and
convergently and discriminantly valid, indicators of the un-
derlying constructs (Fornell and Larcker 1981; Hair et al. 2010;
Kline 2011). Descriptive statistics and correlations for all the
variables included in the model are in Table 3.

TABLE1 | Factor loadings for EFA with principal axis factoring and promax rotation for the scale about the motives towards C2CM use.

Sales-related
Item motives

Purchase-related
motives

Well-being- and
QoL-related motives

To declutter
Because I need money
To recycle objects I no longer use

To have an external stimulus for decluttering

Because it is convenient for interested people to

come and take the objects I no longer use

Because I have too many objects that I do not
use

To free up space in the home
To give new life to objects
To purchase items at a bargain price

To purchase items that are difficult to find in
shops

To buy second-hand items for ecological
reasons

To buy second-hand items to save money

To check available offers before making a
purchase (window shopping)

To buy items for home furnishing
To give my house a personal touch

To buy objects that give me a sense of
well-being

To obtain satisfaction from rare/cheap items
To make my house more presentable to guests
To achieve a sense of peace in my home
Explained variance (%)

Cronbach o

Total Cronbach a

0.819
0.405
0.817
0.533
0.622

0.677

0.731
0.446

37.22
0.86

0.741
0.680

0.564

0.839
0.550

0.617
0.746
0.691

0.475
0.867
0.782
9.31 5.24
0.88 0.84
0.91

Note: n=318.

Abbreviations: C2CM, consumer-to-consumer online marketplaces; QoL, quality of life.
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TABLE 4 | Model fit statistics for latent profile analysis models with two to three latent profiles.

Model LL SCF LMR-LRT (p)

BLRT (p) AIC ssBIC SSS  Entropy

Two-profile —3446.989  1.237  235.143 (p=0.032)

Three-profile  —3380.250  1.243  130.643 (p=0.082)

—3567.111 (p<0.001)
—3446.989 (p<0.001)

6937977  6950.963 98 0.746

6820.500  6838.208 64 0.818

Note: n=318.

Abbreviations: AIC, Akaike information criterion; BLRT, bootstrapped likelihood ratio test; LL, log likelihood; LMR-LRT, Lo-Mendell-Rubin likelihood ratio test;
SCF, scaling correction factor of the robust maximum likelihood estimator; ssBIC, sample-size adjusted Bayesian information criterion; SSS, smaller class numerosity.

TABLE 5 | Means and class prevalence rates for the two-profile
latent profile analysis model.

Latent profiles

Eco- and Uninterested

socially- in material
Variables oriented possessions
Self-extension 3.80 2.27
tendency®
Psychological home? 4.86 2.95
Clutter QoL? 2.52 1.92
Person orientation® 3.39 2.17
Thing orientation® 2.60 1.81
Economic insecurity® 2.74 2.22
Sustainable 4.16 3.15
worldviewsP
Estimated prevalence 68.39% 31.61%

Means of outcome

Outcome variables variables per profile
Sales-related motives 2.95 2.43
towards C2CM use®
Well-being- and QoL- 2.45 1.98
related motives towards
C2CM useb
Purchase-related 3.20 2.51
motives towards C2CM
useP
Actual use of C2CM¢ 0.64 0.55
Satisfaction with life? 3.93 3.03
Note: n=318.
Abbreviations: C2CM, consumer-to-consumer online marketplaces; QoL,
quality of life.

2]1-7 range scale.
b1-5 range scale.
‘0=No, 1=Yes.

6.2 | Identification and Interpretation of Latent
Profiles

The two-profile and three-profile models were compared, since
the latter showed a non-significant LMR-LRT. Since decreases
in AIC and ssBIC were small and entropy was already good for
the two-profile model (see Table 4), this model (see Table 5) was
selected as the one best representing the patterns in the data

while providing distinguishable, consistent and theoretically
sound profiles (Ferguson et al. 2020).

Most participants (68.39%) fit into the eco- and socially-
oriented profile, showing high levels of psychological home
(M =4.86; 1-7 range scale), person orientation (M =3.39; 1-5
range scale) and sustainable worldviews (M =4.16; 1-5 range
scale), yet low levels of clutter QoL (M =2.52; 1-7 range scale).
The remaining participants (31.61%) fit into the uninterested
in material possessions profile, characterized by low levels of
self-extension tendency (M =2.27; 1-7 range scale), psycho-
logical home (M =2.95; 1-7 range scale) and thing orientation
(M =1.81; 1-5 range scale); consistently, they showed low lev-
els of clutter QoL too (M =1.92; 1-7 range scale). Individuals
in the second profile also showed quite high sustainable worl-
dviews (M =3.15; 1-5 range scale).

6.3 | Associations of Latent Profiles With
Covariates and Outcomes

Once latent profiles had been identified and interpreted, the
effect of age and gender on profile membership was tested.
However, both covariates did not show significant effects on
class membership (age: B=0.02, SE=0.01, p=0.073; gender:
B=-0.14, SE=0.46, p=0.681), suggesting that males and fe-
males, as well as younger and older participants, had the same
probability to fit in the eco- and socially-oriented or uninterested
in material possessions profile.

As to the outcomes (i.e., motives towards C2CM use, actual use
of C2CM and satisfaction with life), estimated means for each la-
tent profile are in Table 5. The differences between the two pro-
files were significant for the three motives towards C2CM use
(sale-related: y*=19.97, p<0.001; well-being- and QoL-related:
x>=14.88, p<0.001; purchase-related: y*=28.85, p<0.001) and
for satisfaction with life (y?=26.32, p<0.001), yet not for the
actual use of C2CM (y*=1.86, p=0.173). Specifically, partici-
pants fitting the eco- and socially-oriented profile showed higher
scores in all the motives towards C2CM, as well as in satisfac-
tion with life.

7 | Discussion

Using a person-centred approach, this study addressed (a)
the relationships with home and possessions and (b) the mo-
tives towards C2CM and their actual use. First, two profiles
emerged: eco- and socially-oriented and uninterested in ma-
terial possessions. On the one hand, participants in the first
group focused on making their home a safe and comfortable
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environment, on interacting with others, and on the human
ecological impact on the natural ecosystem. On the other
hand, participants in the second group were uninterested in
material possessions and yet quite mindful about human eco-
logical impact. Profile membership was not related to age and
gender. Second, eco- and socially-oriented participants were
more motivated towards using C2CM to both sell and pur-
chase, also focusing on well-being- and QoL-related impacts
of the sold and bought items. Consistently, they also showed
higher levels of satisfaction with life than the members of
the other profile. No differences emerged as to the actual use
of C2CM.

What emerged suggests that eco- and socially-oriented indi-
viduals may be aware of the short- and long-term impacts of
their actions and behaviours. For example, consistent with
their person orientation, they may focus on decorating their
home and keeping it tidy, uncluttered, and welcoming not to
threaten their relationships (Belk et al. 2007; Lofgren 2017;
Swanson and Ferrari 2022). Accordingly, their focus on sus-
tainable worldviews could make them more oriented towards
preferring C2CM as a means to buy items useful to decorate
their home and sell those that no longer are. On the one hand,
this could contribute to the orderly maintenance of their home
environment, avoiding negative experiences with others (Belk
et al. 2007; Lofgren 2017; Rogers and Hart 2021; Swanson and
Ferrari 2022), and enhancing their feelings of happiness and
satisfaction with life (Jiménez-Marin et al. 2022; Lee 2017).
On the other hand, their focus on short- and long-term im-
pacts of their consumer behaviours may also lead them to
sell items—for example, via C2CM—not only to get rid of
them, but also to give them a second life, consistent with a
responsible and sustainable consumption (De Bruyne and
Verleye 2023; Palomo-Dominguez et al. 2023). This could also
make them more satisfied with their life (Lee 2017), based on
different potential psychosocial processes: (a) because of their
positive experiences with their home (Rogers and Hart 2021;
Roster et al. 2016); (b) due to such a positive environment
allowing them to sustain their person-orientation through
making it a space for social relationships (Belk et al. 2007;
Lofgren 2017; Prohaska et al. 2018; Roster et al. 2016; Swanson
and Ferrari 2022); (c) based on their perception that their be-
haviours are consistent with their ecological values (Corral-
Verdugo et al. 2008; Jiménez-Marin et al. 2022).

These individuals may experience a multilayered lifespace—
consistent with the ecological and systemic perspective
(Bronfenbrenner 1979): their home, their social context and the
natural ecosystem could all represent parts of it, perceived as
equally important to their present and future well-being. This
stands consistent with the established conceptualization of well-
being as comprising personal, relational, organizational and
collective dimensions (Prilleltensky 2024). Accordingly, C2CM
may catch their attention because at the individual level, they
may allow users to enhance their home environment, while,
in a collective perspective, C2CM may represent means to give
new life to objects (Palomo-Dominguez et al. 2023) playing
out sustainable consumption behaviours. This may allow eco-
and socially-oriented individuals to avoid the make-take-waste
model, which can threaten the ecosystem. Since the latter may
be perceived as one important layer of their lifespace by eco- and

socially-oriented individuals, endangering it could represent
a loss in terms of present and future resources and well-being
to them.

Conversely, uninterested in material possessions individuals
could tend to focus less on objects and not to embed them in
their self. Therefore, they may acquire less items and experience
less clutter. Their lack of engagement with things and their only
moderate interest in people may also make them less interested
in the potential of C2CM, since making their home environment
pleasant to others may not represent an incentive for their use to
them. Furthermore, even if C2CM are currently advertised as a
means to buy and sell objects while helping the planet by con-
sumingsustainably, they still seem not to perceive C2CM as a tool
to meet their ecological worldviews. This may depend on them
perceiving companies’ focus on the ecological perspective as
still secondary or being concerned about it (Palomo-Dominguez
et al. 2023), maybe experiencing such focus as greenwashing (de
Freitas Netto et al. 2020). However, even though they are less
motivated than eco- and socially-oriented individuals towards
C2CM as a means to sell, buy or enhance their QoL, they do
not report a lower probability of actually using these platforms.
Additionally, this second group also shows significantly lower
satisfaction with life, which may depend on them being more
focused on environmental-related issues than on their daily
life environment—that is, their home. Accordingly, their sat-
isfaction with life may depend on their engagement with ac-
tions concretely addressing ecological issues rather than on
their experiences with home and personal possessions, in an
eudaimonic perspective (Venhoeven et al. 2013)—which links
individual self-realization to the achievement of meaningful life
goals (Deci and Ryan 2008; Ryan and Deci 2001).

This may suggest that experiencing a more complex and multi-
layered lifespace—and proactively taking care of it in physical,
social and ecological terms—may enhance individuals' well-
being. Such care may shape as either reducing home clutter, but
also increasing personal possessions when they are experienced
as meaningful to one's self and identity (Ferraro et al. 2011;
Jacobs and Malpas 2013; Mallett 2004) and not threatening in-
terpersonal relationships (Belk et al. 2007; Lofgren 2017; Rogers
and Hart 2021). A vision of continuously evolving lifespaces
emerges, consistent with the relationships with objects chang-
ing over time (Roster 2015). Therefore, purchases may need to
be based on a reflective and critical perspective—consistent
with eco- and socially-oriented individuals being more satis-
fied with life, probably due to their capability to better ponder
their consumer behaviours in order to make them better fit their
personal and social life and system of values. This may also be
consistent with their satisfaction with life depending not only
on improving their life conditions, but also on pursuing oth-
ers' benefits (e.g., by addressing environmental-related issues;
Corral-Verdugo et al. 2011; Haviland-Jones et al. 2005).

Overall, these results suggest that a mindful attitude towards
consuming behaviours could support personal well-being and
ecosystem preservation at the same time. Therefore, C2CM may
represent practical infrastructures serving a shift towards a dif-
ferent, empowering and collaborative way of consuming based
on a mindful attitude (Sheth et al. 2011) that allows individ-
uals to buy and sell consistent with their needs but also with
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the awareness that items can have a second-life. This may lead
to a new consuming model, which relies on three main pillars
compounding a multilayered lifespace: (a) a mindful attitude
about human ecological impact; (b) the relevance attributed to
one's physical lifespace as a place to foster social relationships
and life satisfaction; (c) a collaborative network relying on the
shared intention to give a second-life to dismissed items. Indeed,
a mindful and ecologically careful attitude towards C2CM use
can allow users to engage in concrete daily behaviours aimed
at reducing one's green- and sustainability-related impact on
the environment (Piscicelli et al. 2015) in a more direct and ef-
ficient way (Moriuchi and Takahashi 2022; Zhang et al. 2023).
In a similar vein, maintaining a tidy, personalized and welcom-
ing lifespace can represent another relevant trigger to engage
in mindful behaviours aimed at reducing the cluttering in one's
home (Belk et al. 2007; Jiménez-Marin et al. 2022; Rogers and
Hart 2021). Last, having access to a collaborative network shar-
ing an attitude towards giving a second-life to dismissed items
can support the intention to adhere to a more mindful consum-
ing behaviour too (Sheth et al. 2011). Therefore, based on these
pillars and on the eco- and socially-oriented profile emerged
from this study, this model can be referred to as an Eco-Social
Circular Consuming model—that is, a preliminary conceptual
model consistent with the already ongoing shift towards more
ecologically-oriented practices of consumerism (Geissdoerfer
et al. 2017; Kirchherr et al. 2017) and a circular economy model
(De Bruyne and Verleye 2023; Future Market Insight Inc. 2025;
Piscicelli et al. 2015).

It can have two main implications. On the one hand, this
could lead not to accumulating objects in one's home based on
a mindful perspective (Sheth et al. 2011) rather than keeping
buying relying on heuristics (Del Campo et al. 2016; Hassaro
and Chailom 2023; Hauser 2011). In this vein, items could be ac-
quired and sold based on their reckoned accordance with one's
identity, home environment and life. This attitude could then
result in a potentially protective factor useful to maintain a tidy
and welcoming house, preventing negative clutter consequences
and the need to continuously declutter one's lifespace. Indeed,
the beneficial effects of decluttering could decrease over time if
it is too frequent, suggesting that it is not the actual decluttering
behaviour that matters to enhancing individuals' well-being, but
the outcome of experiencing a tidy, welcoming and personalized
home (Rogers and Hart 2021). On the other hand, when items
are reckoned as no more relevant to identity, home environment
and life, this attitude may not just lead to discarding them (i.e.,
avoiding the make, take, discard consuming model).

Relying on a critical evidence-based perspective (De Vincenzo
et al. 2024), psychologists and other professionals working in
this field should move within such a preventative perspective
aimed at enhancing—or establishing—people's mindful con-
sumption. This could also help in facing current concerns about
present rates of consumption being unsustainable and threaten-
ing for the well-being of society (McDonagh and Prothero 2014),
meeting the need to curb overconsumption by encouraging
behavioural changes supporting mindful consumption (Sheth
et al. 2011). This mindful attitude could be achieved by promot-
ing a critical perspective on items' lifecycle and consuming be-
haviours as related to personal, social and ecological lifespace,

which could hinder individuals from rather relying on heu-
ristics due to situational, contextual and personal factors (Del
Campo et al. 2016; Hassaro and Chailom 2023; Hauser 2011).
Additionally, another relevant factor may lie in enhancing a
planetary sense of community (Francescato 2020), focusing
more on the intertwinement between individuals' responsibility
to protect the ecosystem, consuming behaviours and impact on
the planetary socio-ecological community.

C2CM can represent suitable tools towards this aim, as they
can favour purchasing and selling second-hand items (Palomo-
Dominguez et al. 2023). As to this, C2CM can create a psycho-
logical space useful to unravel the potential second-life of their
possessions, based on thinking about the value of the possession
they aim to buy and sell. Additionally, these insights could also
represent an interesting context for developing new technolo-
gies aimed at fostering such a psychological space and mind-
ful behaviours. This stands consistent with individuals' use of
new technologies in order to meet their unsatisfied needs (e.g.,
Gatti et al. 2023), allowing psychologists—and professionals
at large—to embed them in their interventions aimed at meet-
ing such needs in turn (e.g., Gatti and Procentese 2024; Gatti
et al. 2026). Indeed, from professionals’ perspective, technolo-
gies could represent a bridge towards community experiences,
as well as useful tools to enhance individuals’ mindful actions
for personal, social and community empowerment and well-
being in an onlife perspective, when they are used in a mindful
and reflexive way (Esempio et al. 2024).

7.1 | Limitations and Future Directions

Some limitations of the present study should be acknowledged.
First, findings rely on self-report data. Therefore, response fa-
tigue and memory biases may have been an issue. Furthermore,
a self-selection bias should be considered due to the recruitment
procedures (e.g., individuals being already somehow aware of
or interested in C2CM may have been more prone to take part).
However, the latter allowed to reach a broad and heterogeneous
group of participants, providing higher validity to the results.
Despite this, it should be reckoned that the pool of participants is
not representative of C2CM users or European citizens at large,
as it is skewed as to Nationality (with a prevalence of Italian
participants) and gender (with males being underrepresented).
Such characterization may have impacted the results, produc-
ing some biases and making the findings not generalizable to
the whole population. Therefore, future studies should aim to
further test the motives towards actual or potential C2CM use
also in light of cultural specificities and values characterizing
the different European countries (e.g., The Culture Factor n.d.).

In addition, due to the cross-sectional design of the study, in-
ferences about the direction of causality cannot be suggested.
Therefore, further longitudinal or mixed-methods research is
needed to shed further light on the psychosocial dynamics un-
derlying C2CM actual and potential use and its implications for
individuals' well-being. Lastly, based on few studies existing
about C2CM and the psychosocial processes underlying their
actual and potential use, future studies should (a) provide fur-
ther evidence on the overall and cross-cultural validity of the
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newly developed measure about the motives towards C2CM ac-
tual and potential use, and (b) endeavour to further unravel the
relevant psychological and social dimensions revolving around
C2CM use, up to better understanding their role in shaping atti-
tudes and behaviours in this practice, as well as the patterns of
response related to individuals' relationships with their homes
and material possessions. Therefore, further studies should
merge contributions of consumer, environmental and media
psychology while focusing on a person-centred approach.

In this way, C2CM's role in promoting the Eco-Social Circular
Consuming model could be better unravelled, fulfilling a cur-
rent gap in the established literature and supporting a more sus-
tainable, mindful and proactive consumption to the benefit of
individual and global ecosystem well-being. Indeed, this model
may represent a further development in the ongoing shift from a
linear to a circular model of consumerism (Piscicelli et al. 2015),
embedding not only the economic- and sustainability-based is-
sues but also psychosocial aspects and considerations. However,
it still represents a preliminary conceptual model, thus requiring
further operationalization and testing. Specifically, its power in
predicting consumers' behaviours requires further attention, so
as to better unravel the relevance of the three pillars identified
at its core. In this vein, its connection with psychosocial dimen-
sions—such as satisfaction with life and well-being—should be
deepened too in an interdisciplinary perspective resulting from
the intertwinement of heterogeneous psychological perspec-
tives, such as Consumer Research and Social, Marketing, Media
and Environmental Psychology. Such an interdisciplinary per-
spective may open new venues for further research and practi-
cal interventions aimed at reducing waste as well as sustaining
a concrete change in individuals' attitudes and behaviours to-
wards an ecologically based perspective. This would be con-
sistent with the need to address current global environmental
concerns and social challenges (Hassen and Akponah 2023).
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