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This study investigates the factors influencing consumer intentions towards second-
hand clothing among Generation Z in Malaysia. Utilizing the Theory of Planned 
Behavior (TPB) as a framework, the research examines the impact of convenience, 
attitude, price, and product quality on purchase intentions. Data were collected 
through an online survey with 200 respondents. Statistical analysis, including 
regression analysis, revealed that price and quality significantly influence consumer 
intentions, while convenience and attitude do not. The findings highlight the 
importance of high-quality and affordable second-hand clothing in attracting 
Generation Z consumers. This research provides valuable insights for businesses and 
marketers aiming to target eco-conscious and budget-savvy young consumers. The 
study also suggests areas for future research, including exploring generational 
differences and expanding the geographical scope. 

Keywords: 

Second-hand clothing; consumer 
intention; gen z 

 
1. Introduction 
 

The fashion industry is one of the most resource-intensive sectors, characterized by complex 
global supply chains and rapid production and consumption cycles. Fashion enhances personal 
attractiveness and creativity and boosts self-confidence in social interactions. Second-hand 
clothing, which involves resale of previously owned fashion items by individuals, charities, or for-
profit enterprises, offers a sustainable alternative to traditional fashion channels. This practice 
helps reduce waste and environmental impact, as reusing clothes is more environmentally friendly 
than recycling or incineration. 

The global fashion industry is increasingly under scrutiny for its environmental impact, 
prompting a rise in sustainable alternatives like second-hand clothing. In Malaysia, this shift aligns 
with Generation Z's growing enthusiasm for thrift shopping, offering a unique opportunity to 
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examine their purchasing behaviors. Known for being trend-conscious and eco-aware, this 
demographic has fueled the popularity of second-hand clothing stores, which range from small 
street markets to large warehouses operated by chains such as Jalan Jalan Japan and Family 
Bundle. Special events dedicated to selling used clothing further underscore the cultural acceptance 
and trendiness of second-hand fashion, encapsulated in the local term 'Selam bundle'. 

According to 6W Research [32], Malaysia’s second-hand apparel market has been steadily rising 
since 2017, driven by environmental concerns and efforts to curb fast fashion waste. Valued at 
approximately USD 462 million in 2020, the market is expected to grow further, with the COVID-19 
pandemic accelerating this trend through the rise of online platforms that offer convenience and 
contactless shopping experiences. Despite this growth, research on consumer perceptions and 
intentions toward second-hand clothing remains limited. This study addresses this gap by exploring 
the factors influencing Generation Z’s purchasing intentions in Malaysia. Specifically, it examines 
the roles of convenience, perceived hygiene, brand quality, and price, providing actionable insights 
for businesses and marketers targeting this eco-conscious, budget-savvy demographic. Despite the 
increasing interest in sustainable fashion and second-hand clothing, there is a lack of studies 
focusing specifically on Generation Z's intentions towards second-hand clothing in Malaysia. This 
research seeks to fill this gap by examining the factors influencing their purchasing intentions, 
particularly in the context of sustainable fashion. 
 
2. Literature Review  
 

The Theory of Planned Behavior (TPB) provides a robust framework for understanding the 
factors that influence consumer intentions and behaviors. In the context of second-hand clothing, 
TPB can be effectively applied to explore how various psychological and social factors drive 
consumer intentions to purchase second-hand apparel. The TPB posits that three main components 
influence behavioral intentions: attitude towards the behavior, subjective norms, and perceived 
behavioral control [1]. 
 
2.1 Convenience 

 
Convenience in shopping can be defined by motivations such as 'information seeking,' 'ease of 

use,' and 'usefulness' [14]. It also refers to the amount of time and effort saved while making 
purchases [24]. Time savings can be immediate, fast, or achieved by multitasking, while effort 
savings involve technologies that simplify work, are easy to use, and save energy [12]. Previous 
research indicates that convenience has a direct impact on purchasing trends [21]. The concept of 
'paying for convenience' highlights the growing consumer demand for convenience in the current 
era, which has caught the attention of many retailers [10]. Convenience is thus crucial in marketing 
and can be regarded as a consumer tool rather than just a service aspect. Recent studies have 
continued to emphasize the importance of convenience in consumer purchasing decisions. For 
instance, [15] found that control beliefs, which include convenience, significantly shape perceived 
behavioral control towards second-hand clothing. 
 
Hypothesis 1 (H1): Convenience is positively related to consumer intention towards second-hand 
clothing. 
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2.2 Attitude 
 

Attitude functions as an attribute evaluation metric [20]. Previous research suggests that 
purchase intentions toward second-hand apparel can be evaluated by consumers' perceived 
sustainability, financial benefits, deviation from traditional consumption systems, and overall 
attitudes toward purchasing second-hand clothes [9]. Attitude is the extent to which an individual 
evaluates a behavior as positive or negative [1]. Typically, semantic differential indicators are used 
to assess attitudes [6]. A positive attitude towards a specific product increases the likelihood of 
engaging in the related behavior. Moral conscience is a critical business concept that many 
companies incorporate into their operations and manufacturing processes [22]. Attitudes are 
developed through an overall evaluation of a behavior’s positive and negative outcomes. When 
people believe a behavior will lead to favorable outcomes, they are more likely to form positive 
attitudes toward it [15]. Changes in consumer attitudes and perceptions towards second-hand 
clothing products have contributed to the growth of the second-hand apparel market [26]. In the 
2000s, there was a shift towards a more positive attitude towards second-hand clothing [26]. 
Shopping at thrift stores allows purchasing many clothes and acquiring high-quality products from 
developed nations [23]. 

Recent studies have highlighted the role of attitudes in shaping consumer intentions. Positive 
attitudes towards second-hand clothing significantly influence purchase intentions [15]. 
Additionally, prior research noted that ethical considerations, such as pleasure and guilt, play a role 
in shaping attitudes toward sustainable consumption [2]. The study notes a discrepancy between 
attitudes and purchase intentions, suggesting that practical considerations may outweigh general 
attitudes. However, this aspect is not explored in depth. Future research should investigate the 
reasons behind this finding, exploring specific attitudes towards sustainability, thrift shopping, and 
brand perceptions to understand the underlying reasons for the observed relationship. 
 
Hypothesis 2 (H2): Attitude is positively related to consumer intention towards second-hand 
clothing. 
 
2.3 Price 
 

Price, or price orientation, refers to the willingness of customers to check price tags before 
purchasing a product to ensure they get the best value for money. When buying used clothing, 
consumers consider factors such as price, which significantly influence their purchasing intentions 
[16]. Economic motivation is one of the three motivations outlined in Guiot and Roux's [13] 
framework primarily driven by the desire to obtain prestige brands at reasonable prices [16]. 
Second-hand clothing buyers are often described as "highly economically centered bargain hunters" 
[25]. 

Budgeting involves finding reasonable prices and bargains when purchasing clothing [11]. 
Second-hand product consumption is frequently associated with low-income consumers who shop 
at thrift stores for great deals [29]. Second-hand retailers enable customers to purchase used 
products at lower prices, which is crucial for price-conscious consumers. Some customers 
specifically seek bargains to pay less or acquire items at reasonable prices [7]. Additionally, 
consumers may prefer to buy a large amount of used clothing rather than spend the same amount 
on a single piece of new clothing [23]. However, it is not just low-income individuals who shop at 
second-hand stores; affluent consumers also frequent thrift shops, car boot sales, and second-hand 
stores because it is enjoyable, social, and unique [3,28]. 
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Hypothesis 3 (H3): Price is positively related to consumer intention towards second-hand clothing. 
 
2.4 Quality 
 

The physical quality of the product is a crucial inspection item, with quality and brand being 
direct factors that significantly influence pricing [17]. For durable goods, quality is often considered 
high as these products can be evaluated before purchase [4]. Functional value, defined as the 
capability for consumers to own a product similar to what they desire, depends on various 
performance roles such as quality and functionality [8]. Consumers who purchase used products 
often seek higher quality and are delighted when they find something unique [19]. Satisfaction with 
the products and their stylishness are significant factors influencing purchase intentions at second-
hand stores [20]. Price negotiations and the thrill of discovering unique, high-quality pieces further 
drive the expansion of the second-hand apparel market [18]. The growth of second-hand apparel 
stores and channels is closely tied to the quality of the attire they offer. The fashion industry, seen 
as an indirect rival, is often perceived by consumers to offer poor quality and lack skilled 
appearance [5]. Shoppers may prefer lower prices but still seek higher-quality clothing. Second-
hand clothing often surpasses popular ready-to-wear clothing in quality [5]. A desire for high-
quality goods at reasonable prices motivates customers to shop at second-hand stores, which offer 
used clothing that meets their needs [11]. The extensive range of products available in second-hand 
clothing stores is advantageous compared to competing products, as a broader selection increases 
the likelihood of finding high-quality items at low prices [19]. Product quality remains a critical 
factor, with research indicating that product quality, along with information and service quality, 
enhances perceived value, which in turn influences purchase intentions [27]. 
 
Hypothesis 4 (H4): Quality is positively related to consumer intention towards second-hand 
clothing. 
 
2.5 Research Framework 
 

The proposed model for this study is based on the Theory of Planned Behavior (TPB), which 
posits that behavioral intentions are influenced by three main components: attitude towards the 
behavior, subjective norms, and perceived behavioral control. In the context of this research, the 
model is adapted to examine the factors influencing consumer intentions towards second-hand 
clothing among Generation Z in Malaysia.  
 

 
Fig. 1. Proposed research framework 
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Figure 1 shows the research framework that outlines the relationships between the 
independent variables (convenience, attitude, price, and quality) and the dependent variable 
(consumer intention towards second-hand clothing). The framework is designed to test the 
following hypotheses: 
 
H1: Convenience is positively related to consumer intention towards second-hand clothing. 
H2: Attitude is positively related to consumer intention towards second-hand clothing. 
H3: Price is positively related to consumer intention towards second-hand clothing. 
H4: Quality is positively related to consumer intention towards second-hand clothing. 
 
3. Methodology 
3.1 Research Design 

 
This study employs a quantitative research design to investigate the factors influencing 

consumer intentions toward second-hand clothing among Generation Z in Malaysia. A survey-based 
approach was chosen for its efficiency in gathering data from a large and diverse sample within the 
target demographic. The use of structured questionnaires ensures consistency and reliability in data 
collection. 

 
3.2 Population and Sampling 

 
The target population comprises Generation Z and a convenience sampling method was 

employed, recruiting participants through social media platforms and university networks to ensure 
accessibility and coverage of this demographic. A total of 200 responses were collected, 
predominantly from individuals aged 21-23 years. 

 
3.3 Questionnaire Design 

 
Primary data was collected using an online survey distributed via Google Forms. The survey 

instrument was developed based on a comprehensive review of the literature. It included multiple 
items for each of the study’s key constructs: convenience, attitude, price, and quality. Responses 
were captured using a five-point Likert scale, ranging from 1 (strongly disagree) to 5 (strongly 
agree). The questionnaire was pretested with a small sample (n=20) to ensure clarity and reliability 
before full-scale distribution. 

 
3.4 Data Analysis 

 
Collected data were analyses using SPSS to evaluate the relationships between the independent 

variables (convenience, attitude, price, and quality) and the dependent variable (consumer 
intention). The analysis included: 
 

i. Descriptive statistics: to summarize respondent demographics and distribution of 

responses. 

ii. Reliability analysis: Cronbach's alpha was calculated to assess the internal consistency of 
the measurement items, with all constructs achieving a score above 0.7, indicating good 
reliability. 
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iii. Regression analysis: multiple regression analysis was performed to test the strength and 

significance of the hypothesized relationships. 

 
4. Result and Discussion 
 

The study investigated the factors influencing Generation Z's intention to purchase second-hand 
clothing in Malaysia. An analysis of 226 respondents revealed several key findings. The sample 
consisted of 54% male and 46% female respondents, with the majority being Malay (96.9%), 
followed by a small percentage of Chinese (0.9%) and other ethnicities (2.2%). Most respondents 
were aged between 21 and 23 years (85%), with the predominant occupation being full-time 
students (74.8%). 

The reliability of the survey items was confirmed with Cronbach's Alpha values greater than 0.7 
for all variables, indicating good internal consistency. Multiple regression analysis revealed that 
quality and price significantly influence customer intentions towards second-hand clothing. In 
contrast, convenience and attitude did not show a significant relationship with customer intention, 
indicating that these factors do not influence the intention to purchase second-hand clothing 
among Generation Z in Malaysia. 

The study found that quality and price are significant predictors of consumer intention to 
purchase second-hand clothing. This aligns with previous research indicating that consumers are 
motivated by the perceived value and affordability of second-hand items. High-quality second-hand 
clothing is perceived as a worthwhile purchase, even if it has been used, due to its durability and 
condition. This finding suggests that second-hand retailers should emphasize the quality of their 
products in marketing strategies to attract Generation Z consumers. Price was also found to be a 
significant factor, consistent with the economic motivations highlighted in the literature. The 
affordability of second-hand clothing makes it appealing to budget-conscious consumers, 
particularly among Generation Z, who may have limited financial resources. Retailers can leverage 
this by highlighting cost savings and offering competitive pricing to attract this demographic. 

Contrary to expectations, convenience and attitude did not significantly influence consumer 
intentions towards second-hand clothing. This finding diverges from previous studies that 
emphasized the importance of convenience in consumer purchasing decisions. One possible 
explanation is that Generation Z consumers may prioritize other factors, such as quality and price, 
over convenience when it comes to purchasing second-hand clothing. This suggests that while 
convenience is important, it may not be a decisive factor for this demographic in the context of 
second-hand clothing. Similarly, the non-significant relationship between attitude and purchase 
intention contrasts with the Theory of Planned Behavior, which posits that attitudes significantly 
influence behavioral intentions. This discrepancy could be due to the specific context of second-
hand clothing, where practical considerations like quality and price may outweigh general attitudes 
towards second-hand shopping. The study primarily focuses on Generation Z individuals aged 21-
23, which may not fully represent the diverse perspectives and behaviors of all Generation Z 
consumers in Malaysia. Future research should consider a more diverse sample that includes a 
wider age range within Generation Z and potentially other demographic groups to enhance the 
generalizability of the findings. 

The study contributes to the theoretical understanding of consumer behavior by highlighting 
the importance of quality and price in the context of second-hand clothing. It extends the Theory of 
Planned Behavior by suggesting that, in certain contexts, practical factors may have a more 
significant impact on behavioral intentions than attitudes. For practitioners, the findings offer 
actionable insights for marketing strategies. Second-hand retailers should focus on promoting the 



Journal of Advanced Research in Business and Management Studies  

Volume 38, Issue 1 (2025) 17-25 

23 
 

quality and affordability of their products to attract Generation Z consumers. Emphasizing the value 
proposition of high-quality, affordable second-hand clothing can help retailers differentiate 
themselves in a competitive market. 
 
5. Conclusion 
 

This study provides valuable insights into the factors influencing Generation Z's intention to 
purchase second-hand clothing in Malaysia. The findings indicate that quality and price significantly 
predict consumer intentions, while convenience and attitude do not play a substantial role. These 
results suggest that Generation Z consumers prioritize the value and affordability of second-hand 
clothing over other factors. 

For practitioners, the emphasis on quality and price highlights the need for second-hand 
retailers to focus on these aspects in their marketing strategies. By promoting the durability and 
condition of the and as well as offering competitive pricing, retailers can attract budget-conscious 
and eco-conscious Generation Z consumers. This demographics’ preference for high-quality 
affordable clothing presents an opportunity for businesses to differentiate themselves in a 
competitive market. 

The study also contributes to the theoretical understanding of consumer behavior by extending 
the Theory of Planned Behavior. It suggests that in the context of second-hand clothing, practical 
factors such as quality and price may have a more significant impact on behavioural intentions than 
attitudes. This finding provides a nuanced perspective on the factors sustainably driving consumer 
behavior. However, the study has several limitations that should be addressed in future research. 
The sample was limited to Generation Z consumers in Malaysia, which may limit the generalizability 
of the findings to other age groups or cultural contexts. Future studies could expand the sample to 
include a more diverse demographic and explore cross-cultural differences in consumer behavior 
toward second-hand clothing. Additionally, the reliance on self-reported data may introduce social 
desirability bias. Future research could use experimental or longitudinal designs to validate the 
findings and explore the causal relationships between the variables. 

In conclusion, this study offers important insights into the factors influencing Generation Z's 
intention to purchase second-hand clothing in Malaysia. By highlighting the significance of quality 
and price, it provides valuable guidance for retailers and contributes to the broader understanding 
of consumer behavior in the context of sustainable fashion. Future research should continue to 
explore these factors across different demographics and cultural contexts to build a more 
comprehensive understanding of consumer intentions towards second-hand clothing. 
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