
 
 

After the latest climate conference held in Paris, the participants undertook 
to switch into a low carbon-dioxide-emissive economy within a frame of a con-
crete acting plan. In order to reach it steps were determined for the civil society 
as well  citizens, industry, trade unions and companies  which steps are 
mostly related to consuming and lifestyle. One of its most important elements 
is the spreading of the second-hand trading. Buying used objects maintains to 
decrease our ecological footstep and help us to realize an environmentally con-
scious behaviour. The main reason of it is the fact that the secondhand products 
save that pollutant-emission and material usage needed for manufacturing new 
products, moreover it facilitates waste management.  

The basis of our research was a questionnaire poll, where we would like to 
examine deeper those consuming groups who are already engaged to a more 
conscious lifestyle. We involved 301 members and used main component- and 
cluster examining methods.  

Based on the results we can say that also in these conscious groups there are 
members who reject this type of recycling, together with those who are active 
in it, although some of them are only sellers of these types of products. To sum 
up, it can be assumed that based on local and international trends, the business 



 

of secondhand products is a rather developing type of market, which larger and 
larger segments of conscious community are interested in. 
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1.  
Table 1.: The socio-demographic background of the sample 

  % 

Nem 
 70,76 

 29,24 

Korcsoport 

   0,33 
 11,96 
 22,92 
 33,22 
 25,25 

> 60   6,31 
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   2,66 

 17,94 
 72,43 

   6,31 

 

 25,25 
 46,84 

2000 nagyobb 20,93 
2000 kisebb   6,98 

 

NV   1,99 

 
  2,66 

 17,94 
 52,82 

 24,58 

 

 15,95 
 27,57 
 22,59 
 25,91 

   7,97 
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2.  
Table 2.: The statistical analysis of the statements 

      

 
4,05 4 5 0,968  

tudok. 
4,04 4 5 0,915  

 
3,98 4 5 1,082  
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3,60 4 4 0,867  
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3,60 4 4 1,064  
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3,14 3 3 1,192  

Ha valamire 
 

2,95 3 4 1,310  

 
2,93 3 1 1,475   0,040 

holmijait. 
2,56 2 3 1,294   0,522 

Sokszor 

 
2,14 2 2 1,074   0,788 

 
1,73 1 1 1,017   1,349 

 = 300  
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Table 3.: The presentation of the value dimensions of the factor analysis  
and the related statements 
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1.   
Diagram 1.: The presentation of the clusters along the factors 
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Table 4.: The knowledge of the segments of the online product selling platforms 
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 22,3% 

13,8% 40,9% 11,1% 30,0% 

 32,6% 38,3% 25,8% 32,1% 31,7% 

 40,9% 
46,8% 25,8% 50,6% 35,0% 

  301 94 66 81 60 

, N = 301 
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