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ABSTRACT

Clothes are a means of self-expression for young consumers when buying secondhand clothes. Buying secondhand clothes is inseparable from a 
person’s ego and sense of identity. However, studies on ego involvement are minimal and need further exploration. This study aims to discuss how 
ego-involvement factors influence loyalty and to reveal the character of young consumers when buying secondhand clothes, from the perspectives of 
brand image and consumer trust, using quantitative methods to test the influence of variables. The sample was selected from a survey of 259 respondents 
who had completed the survey and met the requirements, using purposive sampling. The study used Smart PLS to test proposed relationships among 
brand image, trust, ego involvement, and loyalty. The results of the study showed significant positive impacts on brand image to ego involvement, 
brand image to loyalty, ego involvement to loyalty, and trust to ego involvement and to loyalty. Ego involvement can influence young consumers’ 
loyalty to buying secondhand clothes by fostering an emotional attachment and a strong value perception. All hypotheses are accepted and have a 
positive effect. Young consumers’ emotional and psychological connection to self-expression drives ego involvement in purchasing secondhand 
clothing. Brand image and trust factors also influence this ego involvement and loyalty among young consumers.

Keywords: Ego Involvement, Brand Image, Trust, Loyalty, Secondhand Clothes 
JEL Classifications: M31, J13, H41

1. INTRODUCTION

Clothing is a means for adolescents to express and show 
themselves to others. Self-expression in shopping is when 
individuals engage in how they shop, define themselves, and 
develop their potential. The statement above shows that individuals 
may express themselves through shopping decisions, including 
buying secondhand clothes (Sirgy et al., 2016). The emotional 
aspect of shopping is especially relevant for people with high ego 
involvement (Petruzzellis et al., 2021). Ego involvement is related 
to consumer behaviour, in which people base decisions on their 
traits, especially regarding dress (Cass, 2001).

Ego involvement among young consumers tends to lead to impulse 
clothing purchases through more robust relationships with fashion 

items (Joung, 2013). The purchase of secondhand clothes has 
gained traction among young consumers, showing a shift towards 
consumption behaviour (Rangga Timur Aryaputra et al., 2023) 
Research by (Nawaz et al., 2021a; Zahid et al., 2022a) highlights 
the impact of ego involvement on secondhand clothing purchase 
intentions. This study shows that personal values and self-
perception can influence the decision to buy secondhand clothes. 
At the same time, ego involvement motivates young consumers 
to seek prestige or follow trends (Akbar and Susila, 2023) Brand 
image significantly influences interest, increasing consumer 
perception and attachment to brands in the fashion industry (Cham 
et al., 2018; Chen et al., 2021a; Mutia, 2021) Trust in clothing 
brands is crucial in shaping consumer behaviour, reflecting their 
trust in a brand (Apaolaza et al., 2023) Trust in sellers and products 
when buying secondhand clothes drives consumer involvement 
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(Mohammad et al., 2020) Trust is essential in shopping for 
secondhand clothes online (Rodríguez-Torrico et al., 2015).

Research on ego involvement among young consumers is limited; 
to date, a few studies have investigated the use of secondhand 
clothing (Zahid et al., 2022a). His research examines the direct 
relationships among mindful consumerism, ego involvement, and 
social norms among young consumers who intend to purchase 
secondhand clothes. However, they do not test the relationship 
between brand image, trust, and loyalty. (Nawaz et al., 2021b) 
investigated the role of platform trust, impulse-buying propensity, 
ego involvement, and social norms in predicting the intention to 
consume secondhand clothes. However, they did not specifically 
examine it in the context of young consumers. Other researchers 
(Mazanec and Harantová, 2024) investigated Gen Z online 
shopping behaviour, focusing on benefits, barriers, environmental 
awareness, and shopping platforms, but did not examine ego 
involvement. (Herjanto et al., 2024) Examined the role of Fashion 
innovation, Financial pressure, materialism, Attitude towards 
secondhand clothing trendy style, Attitude towards hygiene 
secondhand clothing, Specific use of past experiences, Everyday 
use of past experiences, and purchase intention in Generation Z. 
However, they did not examine the ego’s involvement in their 
research. Research indicates that the role of the ego in connecting 
cognitive domains, such as brand image and beliefs, with affective 
domains, such as loyalty, is experimentally limited and confined 
to specific sectors. (Alfakih et al., 2024; Matzler et al., 2006; 
Zatwarnicka-Madura et al., 2016)

This study aims to discuss how ego involvement factors into 
measuring young consumers’ loyalty when buying secondhand 
clothing. The role of the ego needs to be researched at a young 
age, because consumers tend to buy secondhand clothes, which 
have a poor image for product hygiene and environmental impact. 
Second, this research is expected to reveal the character of young 
consumers who buy secondhand clothes from the perspective of 
brand image and trust that has not been revealed.

2. LITERATURE REVIEW

2.1. Theoretical Framework
2.1.1. Brand image
Brand image, as the cornerstone of consumer psychology, 
significantly influences purchasing decisions by shaping perceptions 
and fostering an emotional connection with products and services. 
Constructed imagery goes beyond product attributes, encompassing 
symbolic meanings and brand narratives that resonate with consumer 
identities and aspirations (Hui and Salman, 2023). In the context 
of secondhand clothing, a strong brand image inspires increased 
resale value, thereby increasing ego involvement and status, and 
fostering loyalty among young consumers (Herjanto et al., 2024; 
Hur, 2020). Amid rising values of sustainable consumption, unique 
expressions make branded goods more attractive than unbranded 
ones due to well-established associations and perceived quality 
(Salerno-Kochan and Turek, 2021).

Brands associated with ethical production or environmental 
management are increasingly gaining traction (Frank and 

Watchravesringkan, 2016). Brand image in secondhand clothing 
is also linked to ego engagement among young consumers, who 
internalize brand traits as self-extensions and use symbolic capital 
to shape self-perception. Aspirational brands reinforce this by 
enabling the desired self-projection onto goods, enhancing the 
self-concept (Amjad et al., 2018). The attachment of brand image 
to used clothing fosters ego engagement and loyalty among young 
consumers.

Brand image attachment, ego engagement, and loyalty among 
consumers indicate that the symbolic value attached to a brand, 
even in the context of secondhand clothing, enhances young 
consumers’ self-concept and fosters repeated engagement with 
these items (Adji and Susilowati, 2025). This interplay between 
brand perception. Self-identity highlights brand image as a 
pivotal driver of consumer behaviour in the secondhand clothing 
market, influencing not only initial purchase decisions but also 
the cultivation of enduring brand attachment and Loyalty (Chen 
et al., 2021a). The results indicate that distinctiveness, hedonic, and 
materialistic qualities substantially increase emotional connection, 
subsequently influencing brand switching and repurchase 
behaviours. Moreover, brand legacy enhances the influence of 
consumption values on attachment, whereas perceived asset worth 
intensifies the behavioural effects resulting from that connection 
(Park et al., 2025). Brand attachment is an emotionally charged 
bond with a brand that combines affection, connection, and 
passion. Relationships that intensify when consumers perceive a 
fit between brand identity, self-image, nd their own values (Amjad 
et al., 2018).

2.2. Trust
In the context of the secondhand market, where product 
conditions and descriptions are less controlled, brand trust is 
an important element in reducing perceived risks and fostering 
consumer trust (Tan et al., 2022). Consumer perceptions of 
a brand’s trust, honesty, and reliability strengthen emotional 
relationships (Ameen et al., 2022). Addressing consumer 
concerns regarding sub-optimal conditions, hygiene, and 
product origin is essential for brands to build and maintain 
trust in the secondhand market (Koay et al., 2024). Trust also 
helps reduce uncertainty about products that do not meet quality 
standards (Aldon et al., 2026). With trust, consumers can 
establish long-term relationships with sellers and feel secure 
when transacting in used clothes.

In the relationship between trust and ego involvement as a 
psychological factor, the greater the ego involvement, the more 
actively consumers explore secondhand clothing products 
(Nawaz et al., 2021b). Consumer sensitivity, strengthened by 
ego involvement with trust, strengthens relationships. The higher 
the ego involvement, the greater the trust in secondhand clothes 
products (Zahid et al., 2022b).Consumers who trust the seller 
tend to make repeat purchases, thereby developing long-term 
commitments (Villagra et al., 2021). Emotional engagement can 
more easily lead to loyalty when trust has been established, thereby 
increasing positive experiences and consistent quality (Cachero-
Martínez and Vázquez-Casielles, 2021).
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2.3. Ego Involvement
Ego involvement is closely related to the process of identity 
formation and self-expression. Young consumers tend to view 
fashion as a means to showcase their values, lifestyle, and 
uniqueness, including through secondhand clothing. Secondhand 
clothing is not only perceived as a more economical option but also 
as a symbol of differentiation and commitment to sustainability 
(Halicki et al., 2024). Products with a personal attachment 
to consumers tend to have high ego involvement. Social and 
psychological factors, such as environmental awareness, the need 
to appear unique, and pressure to conform to social norms, also 
affect the extent of ego involvement among consumers (Bakar 
and Adzis, 2024).

Research shows that young generations often associate the use of 
secondhand clothing with eco-friendly lifestyles and ethical values 
that increase their emotional attachment to the product (Ilmalhaq 
et al., 2024). Ego involvement involves cognitive and affective 
aspects including pride, satisfaction and self-identification through 
consumption choices (Bakir et al., 2020). This reinforces emotional 
commitment which impacts the intention to repurchase and support 
the brand (Yao et al., 2025). Ego involvement also serves as a 
psychological mechanism that links the consumption experience 
to the formation of long-term loyalty in the secondhand clothing 
market.

2.4. Loyalty
Loyalty to used clothes among young people begins with a shift 
in the consumption paradigm that prioritises functional value 
and product uniqueness (Oscario, 2023). This kind of loyalty is 
no longer fixated on fanaticism for big brands. However, on a 
commitment to “treasure hunting” activities that produce distinct 
psychological satisfaction (Daniar et al., 2023) When individuals 
manage to acquire branded or high-quality clothes at a very low 
price, they experience a sensation of achievement that triggers 
euphoria and happiness (Davis and Hodges, 2012) These repeated 
positive experiences further form the belief that the secondhand 
clothing market is a rational solution to maintain a fashionable 
appearance without being tied to the high prices of conventional 
retail.

The dimension of social identity further strengthens this loyalty. 
Secondhand clothes are seen as an authentic and unconventional 
medium of self-expression (McNeill and Venter, 2019; ul Hasan 
et al., 2023). The influence of social interaction, especially 
through peers and influencers, also shapes the perception that 
the use of used clothes is a stylish and prestigious choice (Hur, 
2020). This affirmative social environment implicitly builds 
strong attachments, where the younger generation feels part of 
a collective movement (Hoang et al., 2023). The integration of 
economic satisfaction, pride of identity, and social support is what 
strengthens the ongoing loyalty to secondhand clothing.

2.5. Hypothesis Development
2.5.1. Brand image and ego involvement
Brand image is a symbol of a product’s identity. Brand image for 
young consumers shows the uniqueness and value of sustainability. 
When a brand is associated with an eco-friendly identity, 

consumers feel valued by the brand, leading to a variety of positive 
responses and involvement. Ego involvement is an essential topic 
for understanding a person’s personality. According to Liu et al. 
(2022), involvement is a self-perception that influences decision-
making. Increased ego involvement, accompanied by changes in 
attitudes and commitments, is more closely associated with certain 
behaviours and beliefs (Rhine and Polowniak, 1971) In the context 
of buying used goods, the ego’s involvement influences buyers 
(Sanchez-Franco, 2009a; Zahid et al., 2022a) Ego involvement 
pertains to the degree to which an object or event is vital and 
pertinent to an individual, grounded in intrinsic values, desires, 
and interests. (Lai and Chen, 2011; Muncy and Hunt, 1984).

The involvement of the ego in the consumer shows a strong 
relationship, leading to better brand memory (Flynn et al., 2016) 
Consumers who engage their egos have a deeper connection to 
brand symbols, value status, social status, and self-expression (Han 
et al., 2016; Hungara and Nobre, 2021; Kressmann et al., 2006; 
Nobre et al., 2023; O’Cass and Frost, 2002; Sumaedi et al., 2015a) 
Involvement can foster interactions that increase satisfaction and 
enhancerand image (Karagöz and Ramkissoon, 2024) Hence, this 
study proposes a hypothesis, H1:
•	 H1: Brand image has a positive influence on ego involvement.

2.5.2. Brand image and loyalty
Consumer trust in brands is increasing, driven by purchase intent 
and high Loyalty (Angeline et al., 2023; Rehman and Zeb, 2023; 
Tarigan et al., 2023). Brand image is based on a psychological 
bond with consumers (Huang and Chen, 2018). The alignment of 
consumer relationships in brand choice reflects their personality 
and image (Tooray and Oodith, 2017). Without a strong brand 
image, loyalty is difficult to build, as young consumers tend to 
be risk-averse (Koay et al., 2024). In another study, brand image 
correlated with cognitive and affective brand trust, thereby 
increasing customer loyalty (Huang et al., 2020).

Meanwhile, brand images that evoke emotional closeness and 
quality for customers can significantly influence loyalty aligned 
with customer values and preferences. (Sumukh Capore and 
Dr Sayak Gupta, 2025) This statement indicates that customer 
loyalty will increase if the brand image aligns with the consumer 
through effective communication. According to (Singh et al., 
2021), brand image significantly influences customer loyalty. 
Therefore, this study proposes a hypothesis for H2:
•	 H2: Brand image has a positive influence on Loyalty.

2.5.3. Ego involvement and loyalty
In responding to a product, ego involvement is a form of self-
identification that assesses the product’s relevance to a person’s 
identity, values, and self-esteem. In the fashion industry, there is 
generally high ego involvement because it relates to self-image 
(Zaichkowsky, 1985). For young consumers, secondhand clothes 
symbolise high ego involvement, conveying moral identity, style, 
and social identity. When using secondhand items is socially 
accepted and considered trendy, ego engagement increases, thereby 
strengthening loyalty in purchasingthose items (Jibril et al., 2024). 
Ego Involvement influences loyalty. It emphasises the importance 
of personal identity and self-image in consumer behaviour (Malik 
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et al., 2012). A study by Ganesh et al. (2000) examined the role of 
ego involvement in shaping brand loyalty and consumer behaviour. 
It shows that ego involvement is related to buying and significantly 
influences consumer loyalty. As explained above, ego involvement 
can affect loyalty. Hence, this study proposes a hypothesis, H3:
H3: Ego involvement has a positive effect on Loyalty.

2.5.4. Trust and ego involvement
The relationship between trust and ego’s involvement in using 
secondhand clothes can be described as a form of trust in a 
person’s product, which they think is suitable for use. However, 
when a person feels he no longer believes in the product, he will 
emotionally stop using it, which means his ego involvement 
becomes low, and vice versa. With higher cognitive and emotional 
confidence leading to greater involvement (Chenchen, 2021) Trust 
and ego involvement influence consumer perception in buying 
clothes (Park et al., 2006) Trust shapes consumer buying behaviour 
by attitudes that are built positively (Li and Xie, 2024) Trust is 
built through positive emotional bonds and credibility to drive 
buying behaviour (Fu et al., 2022) In buying secondhand clothes, 
the involvement of the ego plays a role in shaping consumer 
decisions (Zahid et al., 2022b) Therefore, this study provides a 
hypothesis for the H4:
H4: Trust positively influences ego involvement.

2.5.5. Trust and loyalty
When trust is built by a good image, positive experience, 
and reviews, customers will feel safe and comfortable. Trust 
removes customers’ hesitation to purchase, so they feel safe and 
comfortable. Consumers are less likely to seek alternatives that 
automatically build Loyalty (Sesario et al., 2022). Trust turns 
satisfied customers into long-term loyalty. Even when there are a 
few mistakes, trusted consumers tend to be more forgiving than 
consumers who do not trust (Kurniadi and Rana, 2023). Consumers 
feel satisfied with secondhand clothing purchases when they 
become loyal customers and trust the seller.

In the clothing industry, customer loyalty is built through the critical 
role of trust (Molinillo et al., 2017). Trust in secondhand clothing 
sellers can increase Loyalty (Ding et al., 2021; Sirdeshmukh et al., 
2002; Tan and Chen, 2021). Existing research shows that trust 
plays a critical role in increasing customer loyalty (Amjad et al., 
2018; Tymoshchuk et al., 2024). In addition, trust positively affects 
brand loyalty, underscoring the need for a close relationship with 
consumers (Başer et al., 2016). Based on the description above, 
the final hypothesis of this study proposes:
H5: Trust has a positive influence on loyalty.

3. RESEARCH METHODOLOGY

This study employed a quantitative methodology with a population 
of young consumers aged 17-24 years, residing in the province of 
Banten and who had previously purchased secondhand clothing. 
Partial least squares structural equation modelling (PLS-SEM) 
was selected for data analysis as it focuses on prediction and 
theory development (Hair et al., 2017). In this study, following 
data screening according to the criteria, 259 respondents who 
had completed the survey via Google Forms were obtained from 

Banten province, Indonesia. The survey consisted of several 
questions to measure the dimensions of brand image, trust, ego 
involvement, and consumer loyalty.

The chosen loyalty question is adapted from (Sun and Lin, 2010), 
brand image (Ansary and Nik Hashim, 2018), trust (Constantinides 
et al., 2010; Qureshi et al., 2009), and ego involvement (Zahid 
et al., 2022a). Use a five-point Likert scale (strongly disagree to 
agree strongly) to measure items. Measurement model evaluation: 
Confirmatory Factor Analysis (CFA) assessed construct reliability 
and validity. Internal consistency reliability was evaluated using 
Cronbach’s alpha (CA) and composite reliability (CR), whilst 
convergent validity was established by Average Variance Extracted 
(AVE > 0.50). Discriminant validity was evaluated using the 
Heterotrait-Monotrait (HTMT) ratio. The subsequent phase 
involves evaluating the structural model via route coefficients and 
R2 (explanatory power).

Tabel 1 in this study based on gender, showed that the majority 
were women, 158 respondents (61.1%), with the fewest being 
men, 101 respondents (38.9%). In age characteristics, the 17-
20 years age group accounted for 177 respondents (68.3%), and 
the lowest was the <17 years age group with 9 respondents (3.4%). 
For educational characteristics, the most are senior high school, 
128 respondents (49.4%), and the least are master’s degree, 12 
respondents (4.7%). The last characteristic is that most respondents 
are students: 167 respondents (64.4%), followed by the fewest 
respondents in minor other occupations: 6 respondents (2.4%).

4. RESULTS AND DISCUSSION

4.1. Results
Cronbach’s alpha assesses the consistency of the measurement 
items (Hair et al., 2017). The accepted Cronbach’s alpha value 
should range from 0.6 to 1. A composite reliability test is conducted 
next to verify the measurement’s consistency, with a minimum 
acceptable value of 0.6. The dimensions of brand image, trust, 
ego involvement, and loyalty show Cronbach’s alpha values of 
more than 0.6, indicating that all measurements meet the reliability 
assumption. The composite reliability test shows that the values 
for brand image, trust, ego involvement, and loyalty are above 0.7.

Therefore, the assumption of composite reliability is not violated. 
The next stage is to calculate convergent validity using the 
extracted mean-variance (AVE) and the composite’s reliability. 
Convergent validity is acceptable, with values ranging from 0.5 
to 1. AVE values must be >0.5, while the composite reliability 
value is between 0.7 and 1. The variance inflation factor (VIF) 
for all indicators is 5, indicating no multicollinearity. The 
statistical analysis in Table 2 shows that the sample size exceeds 
the recommended value. Based on these findings, the validity of 
convergence is confirmed. Figure 1 also shows that the loading 
factor of the residue item is within the acceptable range.

In the validity test, discrimination is measured by the Heterotrait-
Monotrait (HTM) ratio (Fornell and Larcker, 1981). The 
assessment used a comparison of the square root of the AVE with 
the correlation coefficient, based on PLS results. The validity of 
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Figure 1: Structure model and results on PLS

Table 1: Sample description
Characteristic Category n %
Gender Male 101 38.9

Female 158 61.1
Age <17th 9 3.4

17‑20 177 68.3
21‑24 73 28.3

Education Junior high school 14 5.4
Senior high school 128 49.4
Bachelor 105 40.5
Master 12 4.7

Occupation Student 167 64.4
Private sector 
employee

50 19.3

Civil servants 21 8.2
Businessman 15 5.7
Other 6 2.4

Table 2: Confirmatory factor analysis
Construct Items Loadings VIF CA CR AVE
BI BI1 0.763 1.929 0.900 0.902 0.588

BI2 0.745 1.860
BI3 0.763 1.924
BI4 0.756 1.808
BI5 0.741 1.862
BI6 0.774 2.034
BI7 0.787 2.033
BI8 0.806 2.240

T T1 0.744 1.742 0.875 0.876 0.571
T2 0.771 1.931
T3 0.770 1.908
T4 0.759 1.743
T5 0.743 1.762
T6 0.749 1.738
T7 0.753 1.731

EG EG1 0.872 1.904 0.830 0.832 0.746
EG2 0.858 1.885
EG3 0.861 1.912

L L1 0.799 1.892 0.848 0.848 0.623
L2 0.787 1.800
L3 0.800 1.896
L4 0.797 1.867
L5 0.762 1.625

discrimination is satisfied when the square root of the AVE is 
higher than all correlation values on the same row and column 
of a given construct. As shown in Table  3, the discrimination 
criterion is met.

This study used the bootstrapping method to verify the path 
coefficients and t-statistics. The analysis shown in Table 4 confirms 
that the brand image (β = 0.508, t-value = 3.890, P < 0.05) 
positively and significantly influences Ego Involvement, thereby 
supporting H1. Brand image (β = 0.202, t-value = 3.581, P < 0.05) 
positively and significantly influences loyalty, so H2 is accepted. In 
addition, the influence of Ego Involvement on Loyalty is positive 
and significant (β = 0.308, t-value = 4.638, P < 0.05); hence, H3 is 

accepted. Furthermore, the statistical analysis also shows that trust 
(β = 0.295 t-value = 5.212; P < 0.05) was significantly positively 
associated with ego involvement, which means H4 was accepted, 
while the trust variable (β = 0.396, t-value = 6.315, P < 0.05) has 
a significant positive effect on loyalty, thus H5 is accepted. The 
results of the bootstrapping analysis in Table 4 indicate that all 
the hypotheses are accepted, as the t-values exceed 1.96. These 
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results show a significant relationship between brand image, ego 
involvement, trust, and loyalty.

Table  5 tests were conducted to determine how much the 
independent variables can explain the dependent variable. The 
resulting R-square value was 0.634, indicating that the other 
independent variables can moderately explain the loyalty variable. 
This research contributes to understanding the factors that affect 
customer loyalty and the role of Ego Involvement in customers.

4.2. Discussion
This research was conducted to provide empirical evidence of 
the relationship between brand image, ego involvement, and 
loyalty among young customers. This study concluded that brand 
image has a positive impact on adolescents’ ego involvement 
when buying secondhand clothes. When the brand image 
resonates with young consumers, it increases ego involvement 
through more intense information-seeking, commitment, and 
loyalty to the brand. The need for a strong brand image in 
secondhand clothes that is relevant to customer needs and 
reflects the personal character of the user. The similarity in the 
concept of brand image in secondhand clothes creates a strong 
psychological connection, thereby enhancing the influence of 
customer ego involvement. This study aligns with research 
(Nawaz et al., 2021a; Zahid et al., 2022a) and examines the 
impact of ego involvement on the intention to buy secondhand 
clothes. The study shows that self-perception can influence 
the decision to buy secondhand clothes. In comparison, some 
young consumers use their egos to seek prestige or follow trends 
(Akbar and Susila, 2023).

The results of this study also show that brand image has a positive 
impact on loyalty. The brand image that arises from secondhand 
clothes differs from that of new clothes. Uniqueness, simplicity, 
and perception of environmental concern also contribute to a 
positive impression of using secondhand clothes. Emotional 
attachment is the foundation for loyalty. In addition, young 
consumers who feel that the brand image of secondhand clothes 
can reflect their concept will tend to stick with the brand, which 
signifies loyalty. This research aligns with the Study (Mahatama 
and Wardana, 2021; Yin and Xu, 2021), which emphasises that 

brand image reflects a customer’s feelings toward a brand’s appeal, 
thereby leading to the formation of loyalty.

Furthermore, the study’s results show that ego involvement 
positively and significantly influences loyalty. Consumers usually 
use their minds and egos to express interest in the services that 
concern them. When a customer identifies with and draws closer to 
a brand, he tends to use his ego to become involved in consumption 
decision-making. Ego involvement shows an emotional approach 
to a brand through identification, commitment, and consistent 
behaviour, making it more difficult to switch to another brand 
and, in turn, increasing loyalty. The measure of loyalty is not just 
satisfaction alone but is indicated by increased ego involvement. 
This study aligns with (Hong, 2002; Sanchez-Franco, 2009b; Tsu 
Chen and Ning Sun, 2023), who expressed the need to increase 
customer involvement to enhance loyalty. Involvement and attitude 
loyalty are strongly correlated (Park, 1996).

Regarding the correlation between trust and ego involvement, 
the test results indicate that trust significantly influences ego 
involvement. Scholars have not widely tested this hypothesis, but 
this study shows that trust is the basis for customers’ emotional 
involvement, as they feel psychologically safer and reduce the 
risk of acreage. Moreover, consumers with high ego involvement 
also have a higher risk profile, so the role of trust is particularly 
important. Without trust, ego involvement turns into uncertainty 
and self-anxiety. Trust creates a sense of security through 
commitment and long-term relationships. This study’s results align 
with those of (Akcora and Ferrari, 2014; Sumaedi et al., 2015a). 
People will believe that a person’s goodness is accompanied by 
good self-control (Righetti and Finkenauer, 2011). Trust depends 
on good self-control over aspects of one’s ego state (Ainsworth 
et al., 2014).

A person’s trust arises from perceptions of a product or service’s 
specific characteristics (Rubio et al., 2017). Young consumers’ 
perceptions of secondhand clothes tend to be positive, fostering 
a strong emotional attachment and a sense of security when 
using them. Psychologically, trust plays a role in taking risks 
when buying (Mior Shariffuddin et al., 2023). Risk creates self-
uncertainty; therefore, young consumers who are still forming 
their identity use their emotions to determine whether to use the 
item. The concept of self-harmony embodied in the item is a factor 
that consumers consider when deciding to use secondhand clothes, 
encouraging stable commitment and loyalty. This research aligns 
with (Alloza, 2008; Palacios-Florencio et al., 2018), which states 
that Customer trust is positively related to loyalty. Trust is the 
foundation of good relationships that lead to Loyalty (Lin et al., 
2011; Setiawan et al., 2025).

Table 4: Results of hypotheses
Hypotheses Original sample Sample mean Standard deviation T‑statistics P‑values
H1: Brand Image ‑> Ego Involvement 0.508 0.508 0.082 3.890 0.000
H2: Brand Image ‑> Loyalty 0.202 0.204 0.088 3.581 0.021
H3: Ego Involvement ‑> Loyalty 0.308 0.298 0.070 4.638 0.000
H4: Trust ‑> Ego Involvement 0.295 0.291 0.095 5.212 0.002
H5: Trust ‑> Loyalty 0.396 0.401 0.079 6.315 0.000

Table 3: Discriminant validity (Heterotrait‑monotrait)
Construct Brand 

Image
Ego 

Involvement
Loyalty Trust

1 Brand Image
2 Ego Involvement 0.804
3 Loyalty 0.763 0.827
4 Trust 0.721 0.725 0.830
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5. CONCLUSION

The description above shows that all hypotheses are accepted and 
have a positive effect. It can be inferred that secondhand clothes 
are a choice for young consumers. Egotism is closely related to 
personal value and occurs when a person feels deeply attached to 
something that concerns their self-esteem or others’ perceptions 
of them. Emotional and psychological connections reflect a strong 
sense of ego involvement in a person’s individuality and are 
essential to their self-esteem and identity.

The brand image affects the ego involvement of young customers 
in the acquisition of used secondhand clothing. This research 
corresponds with (Nawaz et al., 2021a; Zahid et al., 2022a). The 
user persona represented through secondhand clothing aligns with 
the notion of establishing a brand identity that resonates with 
users’ psychology, thereby influencing young consumers’ ego 
involvement. The brand image affects young consumers’ loyalty. 
This research aligns with (Mahatama and Wardana, 2021; Yin and 
Xu, 2021). The distinctive brand image of secondhand clothing 
embodies customers’ favourable sentiments towards the company, 
building an emotional bond that enhances loyalty.

Ego involvement has a strong, favourable impact on loyalty. When 
a customer aligns with a brand and fosters a deeper relationship, 
they often invest their ego through identification, dedication, 
and consistent behaviour, which, in turn, enhances loyalty. This 
research aligns with Hong (2002), Sanchez-Franco (2009b), and 
Tsu Chen and Ning Sun (2023). Trust profoundly impacts ego 
involvement. While experts have not thoroughly examined this 
idea, the study indicates that trust underpins customers’ emotional 
engagement; consumers with significant ego-involvement display 
a heightened risk profile, hence rendering trust’s role especially 
vital. In the absence of trust, ego involvement leads to confusion 
and self-doubt. Trust cultivates a sense of security via commitment 
and enduring connections. (Akcora and Ferrari, 2014; Sumaedi et 
al., 2015a). The findings of the following study align with those 
of (Alloza, 2008; Palacios-Florencio et al., 2018), who found 
that trust correlates favourably with loyalty. Young consumers’ 
confidence in using secondhand clothing for self-expression aligns 
with their perception of secondhand apparel’s distinctiveness. 
This trust constitutes the cornerstone of a robust relationship that 
fosters loyalty.

The tendency of young consumers to buy secondhand clothes is 
based on the ego-involvement factor: A personal character that 
seeks to express itself in its environment, considering it unique 
and adopting a lifestyle different from others. At a relatively young 
age, they find their identity, marked by a strong sense of self. They 
show their ego through a unique, distinctive style of dress. The 
uniqueness lies in how young consumers see secondhand clothes 
as items used by others, and in the limited availability of these 
goods, which imbues them with emotional value. Ego involvement 

is also seen through the perspective of young consumers who care 
about environmental sustainability. Buying secondhand clothes is 
considered an environmentally friendly option compared to buying 
new clothes because it can reduce negative environmental impacts, 
such as textile waste and the consumption of natural resources. 
Ego involvement can influence young consumers’ loyalty to buy 
secondhand clothes by creating a strong emotional attachment 
and perception of value that tends to show loyalty, forming deep 
and lasting loyalty.

Understanding the character of young consumers in their use of 
secondhand clothes is very important as an effort to help producers 
adapt to the ever-changing behaviour of young customers, so 
that the fashion industry can present the quality of goods well 
and uniquely, through a production process that pays attention 
to environmental aspects. With these efforts, it is hoped that, in 
the future, the use of secondhand clothes by young consumers 
will no longer occur, thereby preventing harm to the textile and 
related industries.
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