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Abstract—This study focuses on the impact of critical and
economic motivations on the intention to buy second hand
clothes (SHC) of Vietnamese consumers. Using quantitative re-
search methods to conduct research. Survey sample of 823 con-
sumers aged 18-41 years living in Vietnam. The data was ana-
lyzed and processed by SPSS 23 and Amos 23 software. The re-
search results have shown that the critical and economic moti-
vations have impacts on the attitude, which in turn influence
the purchase intention of consumers. Besides, the low-price mo-
tive, which was mentioned as the main reason why consumers
buy SHC, now only indirectly affects the intention to buy
through the mediating variable. Especially for Vietnamese con-
sumers, the critical motivation includes both the perception of
sustainability and the anti-ostentation dimension.

Index Terms—second hand clothes, critical motivation, eco-
nomic, motivation, attitude, intention.

I. INTRODUCTION

ACHIEVING environmental sustainability is an impor-
tant issue for companies, even more so in some indus-
tries of development. Globally, the fashion industry is one of
the industries with the most negative impact on the environ-
ment [26]. The explosive growth of fast fashion has made
new styles quickly replaced and addition to low prices and
the incentive for consumers to buy new clothes regularly
[19]. A large amount of fashion products are not reused or
recycled, but end up as waste in landfills or incinerated [26].
How to reduce the amount of fashion waste into the envi-
ronment towards sustainable production and consumption is
one of the issues that many countries, scientists, business-
man and consumers are interested in. Buying SHC instead
of buying new clothes is one of the solutions mentioned.
Even shopping for SHC is said to be one of the most envi-
ronmentally sustainable clothing choices[9]. Because,
reusing clothes helps to extend the life of the clothes, reduce
the amount of clothing thrown away, thereby reducing envi-
ronmental pollution and waste of resources [12]. In addition,
shopping for SHC is also said to be a measure to carry out a
revolt against the fashion waste disposal phenomenon stem-
ming from fast fashion consumption and usage trends
[6,30,35] as well as demonstrating resistance to the develop-
ment of modern channels and avoiding large corporate
chains [5]. Instead of buying clothes at the manufacturer's
official sales channels such as retail stores, mail order / In-
ternet, consumers buy SHC from informal channels such as
buying from charity shops, stores and stalls selling SHC
[5,38]. Several international reports actually predict that the
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second-hand clothing market can grow rapidly in fashion in
the next 10 years [24].

Academic research on SHC consumption has received a
lot of attention since the 2000s. Especially, when the con-
sumption motivations or reasons to buy SHC are still not un-
derstood[3]. In addition, research directions that suggest
critical motives as an official motive for the behavior of con-
suming SHC have been called for [4]. However, there are
still many controversies surrounding the influence of this
motive on consumers' intention to buy SHC. Therefore, this
article is designed to understand the impact of economic
motivations and critical on the attitude and intention to buy
SHC of consumers in Vietnam.

II. THEORETICAL BACKGROUND AND HYPOTHESES

A. Buy Second hand clothes

Although historical evidence for secondhand traditions is
well established (Hansen, 2000), marketing research on sec-
ondhand purchases is still scarce [7,10,13,14,29, 34]. SHC is
that has been used before and returned to the next consump-
tion cycle. Therefore, previous studies have shown that one
of the driving forces behind buying this product is the low
price [6]. Other views of SHC have also been formed as
unique products, in a fashion style that loves nostalgia or as
ethical products whose consumption behavior is contributed
to reducing the impact of environmental pollution on human
life, as well as the waste of resources[12]. Therefore, con-
sumers' buying behavior of SHC is changing and becoming
more complex than before, requiring scholars and adminis-
trators to have deeper research to have appropriate solutions
[14].

Previous studies identified different types of motivations
for consumers to engage in second-hand shopping defined
as psychological and physical motivations that drive con-
sumers to second-hand products and/or channels [13]. This
study focuses on economic and environmental reasons as
these factors are likely to influence consumers' attitudes and
intentions to buy second-hand clothing. Therefore, this study
did not take into account constructs related to emotions and
self.

B. Critical motivations

Many studies have shown that in modern society, the buy-
ing behavior of SHC is also influenced by critical motiva-
tions, which mainly come from two groups, the ethical and
ecological dimension and the anti-ostentation[13].
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1) Ethical and ecological dimension

Environmental and ecological issues have been addressed
in the social fields [36], marketing [8, 25, 33], psychology
[11], consumer behavior [14, 22, 28, 32]. Empirical evi-
dence from these studies suggests that among the factors in-
fluencing consumer purchase of second hand, there may be
reasons related to environmental sensitivities, such as trust
or attitudes towards sustainability issues.

[8] found that the natural orientation, ecological influence
and ecological knowledge of Chinese consumers, in addition
to the collective level, also influence their attitudes towards
green purchases. Based on a case study of Danish dairy con-
sumers at two different points of sale, [33] found that people
who buy organic milk display different selection methods
compared to those who buy conventional milk. More specif-
ically, an attribute of green consumption appears to enhance
consumer participation in decision-making and signal
greater consideration in their decision-making process.
These results seem to be consistent with the literature on
green purchasing behavior [32]. A more recent study of In-
dian consumers found that environmental concerns were as-
sociated with more positive attitudes towards purchasing
green products[27]. Environmental reasons also emerged as
the third appropriate motivation to buy second-hand prod-
ucts in a study focusing on IKEA consumers in Swe-
den [14].

Attitude towards performing a behavior refers to the de-
gree to which a person has favorable or unfavorable judg-
ment or evaluation towards that behavior in question [1]. It
can therefore be argued that this would also apply to envi-
ronments that may be dominated by environmental sustain-
ability concerns, which could be reflected in a more positive
view of purchasing SHC. So, it is suggested that:

Hla: Ethical and ecological dimension sustainability has a
positive influence on attitudes towards buying SHC.

H1b: Perceived ethical and ecological dimension durabil-
ity has a positive influence on the intention to buy SHC.

2) Anti-ostentation motivations

The literature reviewed [10, 13, 29] shows that key driv-
ers play a paramount role in triggering second-hand pur-
chases. [13] identify an important feature of relationships re-
lated to how second-hand shoppers seriously participate in
the broader market system, issues of consumerism, society
consumption and consumption, and features and offers tradi-
tional channels.

Buying or consuming new goods is considered a typical
waste of resources in a consumer society, while buying sec-
ond-hand goods is tantamount to escaping the classical con-
sumer market system, deliberately rejecting mass consump-
tion and re-establishing consumers' sense of sovereignty, as
well as adopting alternative channels to avoid conventional
market channels [23]. Therefore:

H2a: Anti-ostentation motivations has a positive effect on
the attitude to buy SHC.

H2b: Anti-ostentation motivations as a motivation to buy
SHC positively affects attitude towards SHC purchase.

C. Economic motivations

The peer-reviewed literature on second-hand consump-
tion suggests that economic drivers play an important role in
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influencing attitudes toward second-hand purchases [38].
[13] found that economic incentives are potentially relevant
antecedents of second-hand purchase, whereas, [7] found
that secondhand fashion purchases are positively influenced
by thrift and bargain hunting. [34] revealed that the attrac-
tiveness of the price, specifically the lower price, positively
affects the luxury purchase attitude of the former. Similarly,
in a sample of university students, [39] show that price sen-
sitivity or fair price is positively related to the frequency of
purchases in second-hand clothing stores. [14] indicate that
the main motivations for buying second hand products for
IKEA customers are economic in nature. Therefore:

H3a: Low price motive to buy second hand positively af-
fects buying attitude of SHC.

H3b: Low price motive has a positive effect on intention
to buy SHC.

H4a: Fair price motive has a positive influence on buying
attitude of SHC.

H4b: Fair price motive has a positive influence on the in-
tention to buy SHC.

D. Attitude and intention to buy second hand clothes

Attitudes and purchase intentions have been examined by
applying a number of models and frameworks rooted in psy-
chology. Among these theoretical frameworks, the theory of
reasoned action (TRA)[2] and the theory of planned behav-
ior (TPB)[1] have gained considerable scientific recognition.
Both of these theories postulate that a positive attitude to-
wards performing a certain behavior precedes the actual in-
tention to perform that behavior. For example, in the context
of green product consumption, [27] shows that a positive at-
titude towards buying green products leads to a stronger
purchase intention.

As such, consistent with TRA and TPB, this study hy-
pothesizes that the drivers and perceptions identified in the
previous subsections (perceptions of sustainability, distance
from the consumption system, and economic force) posi-
tively affects second-hand purchases, which in turn posi-
tively affects behavioral intentions towards second-hand
purchases. Thus, attitudes work as mediators between an-
tecedents and intentions. Therefore, this research hypothesis
that:

HS5: Attitude towards buying second hand has a positive
influence on behavioral intention to buy SHC

Ethical and
ecological
motivations

Attitude

Anti-ostentation
motivations

(+)H5

Low price motive A

Intention to buy
SHC

Fair price motive (+)H4b

Figure 1. Proposed research model
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ITII. REesearcH METHODS

To test the proposed hypotheses, this study uses a quanti-
tative research method through questionnaires. The study
applies a linear structural model with the support of SPSS
23 and Amos 23 software. The scales in the research model
are selected from previous studies and adjusted and re-
designed accordingly with the context of SHC consumption
of Vietnamese consumers (Table 1). In order to improve the
reliability of the scales, the research applies the reverse
translation method with the support of 3 experts in language
and marketing. The scales are translated from English to
Vietnamese and then translated back to English for compari-
son, contrast and change accordingly. The questions in the
survey are in the form of 5-point Likert scale with 1 being
"strongly disagree" and 5 being "strongly agree".

In the exploratory factor analysis (EFA), the sample size
is usually determined based on two factors: the minimum
size and the number of observed variables included in the
analysis. [15] suggested that for exploratory factor analysis
(EFA), the sample size should be at least 50 and the obser-
vation/items ratio should be 5:1, that is, 1 measurement vari-
able requires 5 observations. In this study, the author de-
signed a survey with 31 questions. Thus, to carry out re-
search with Cronbach's Alpha reliability analysis and ex-
ploratory factor analysis (EFA), the research sample needs
at least 150 questionnaires.

The study sample was selected by convenience sampling
method. The questionnaire was designed in google form,
with the link sent to the consumers aged 18-41 years old liv-
ing in Vietnam via email and messenger on Facebook. The
investigation was conducted between March 18, 2020 and
April 28, 2020. The results obtained 823 valid question-
naires. The sample size qualifies for the follow-up analysis
of this study.

TABLE 1. THE SCALES USED IN THE RESEARCH MODEL

Then perform EFA exploratory factor analysis. The KMO
coefficient calculated from the survey sample is 0.960 > 0.5.
Thus, the survey sample size is eligible to perform ex-
ploratory factor analysis.Barllet's test with the hypothesis
HO: the correlation level between the observed variables is
zero in the population is statistically significant because the
P-value (Sig.) determined from the survey sample is 0.000
smaller than the significance level of 0.05.Therefore, it is
possible to reject the hypothesis HO or it can be concluded
that the observed variables are correlated with each other in
the population.With Promax rotation and displaying only
load factors > 0.5, it shows that all observed variables have
load coefficients > 0.5 which are considered to have practi-
cal significance (Hair et al., 2014), so All these observed
variables were kept for use in the next analysis steps. In
which, the results of EFA analysis for ethical and ecological
and anti-ostentation motivations are downloaded with the
same factor.Ethical and ecological and anti-ostentation moti-
vations are two drivers of critical motives (Guiot and Roux
2010). Thus, through exploratory factor analysis with a
dataset collected from a Vietnamese consumer survey, it has
been shown that for Vietnamese consumers, Ethical and
ecological and anti-ostentation motivations convergence on
one factor.Therefore, naming this new factor is a critical
motivation, the observed variables keep their original sym-
bols.

To evaluate whether the model and the scale meet the re-
quirements of a model, it is necessary to use confirmatory
factor analysis (CFA). Hair et al. (2010) the indicators con-
sidered to evaluate Model Fit include: CMIN/df < 2 is good,
CMIN/df < 5 is acceptable; CFI > 0.9 is good, CFI > 0.95 is
very good, CFI > 0.8 is acceptable; TLI > 0.9 is good, TFI >
0.95 is very good; GFI 0.9 is good, GFI > 0.95 is very good
RMSEA < 0.08 is good, RMSEA < 0.03 is very good. CFA
analysis results from the survey sample have TLI = 0.940 >
0.9; CFI = 0.946 > 0.9; CMIN/df = 3.3745 < 5; RMSEA =
0.058 < 0.08. Therefore, the calculated results show that the
model's indexes are satisfied, the model is accepted with the
research data.

TABLE 2. THE RESULTS OF THE DISCRIMINANT AND RELIABILITY TEST
N THE CFA ANALYSIS

Scales Number of Source of the scale
variables
1 Low price motive 7 Lichtenstein et al.
(1990).
2 Fair price motive 8 Roux v& Guiot (2008)
3 Ethical and ecological | 2 Shim (1995)
4 | Anti-ostentation 5 Roux & Guiot (2008)
motivations
5 Attitude 3 Hazen et al. (2017)
6 Intention to buy SHC 5 Holak & Lehmann
(1990)

CR AVE MSV  SQRAVE MaxR(H) Itb Cit Fpr Lop  Att
ith 0.899 0.642  0.489 0.801 0.908 1.000
ICit 0.899 0.599 0.404 0.774 0.903 0.613 1.000
IFpr 0.932  0.662  0.489 0.814 0.934  0.699 0.601 1.000
ILop 0916 0.646  0.381 0.804 0921 0.542 0.598 0.617 1.000
Att 0.891 0.733 0.410 0.856 0.901 0.640 0.636  0.630 0.584 1.00

Source: Compiled by the author

IV. RESEARCH RESULTS

A. Measurement validation and reliability

Evaluate the reliability of the scale through Cronbach's
Alpha coefficient. The test results based on SPSS.23 soft-
ware showed that: the scale of Low price motive eliminated
one observation (Lop5), the rest of the scales were satisfac-
tory.

Source: Data analysis results by AMOS 23.0

According to [15], the thresholds for comparison of the
indicators should be as follows: composite reliability CR >
0.7; AVE convergence > 0.5; discriminant response when
the maximum individual variance MSV is less than the ex-
tracted mean variance AVE; index square root of average
variance extracted (Square Root of AVE - SQRTAVE) > in-
dex determining correlation (Inter Construct Correla-
tions).Looking at the results in Table 2, it shows that the val-
ues in the CR column are all > 0.7, so the reliability of the
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scale is guaranteed; the values in the AVE column are all >
0.5 so convergence is guaranteed; MSV values < AVE;
SQRTAVE values (numbers in bold above diagonal) > cor-
relation indices (numbers below diagonal), so discriminabil-
ity is guaranteed. Therefore, all these scales are eligible for
further use for further studies.

B. Moderation tests

The results of running the SEM model for the research
model to evaluate the motivations affecting the intention to
buy used clothes of consumers are shown in Figure 2.The
model's suitability assessment indicators are valuable. value
as follows: CMIN/df = 3.745< 5; TLI = 0.940 > 0.9; CFI =
0.946 > 0.9; and RMSEA = 0.058 < 0.08.As such, the model
is considered acceptable for performing SEM analysis.

@
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Figure 2. Structural Model Analysis (SEM) — Normalized Form

Source: Data analysis results by AMOSS 23.0

TABLE 3. REGRESSION WEIGHT TABLE FOR RESEARCH MODEL

Unsta Standar

ndardi dized

zed coeffici S.E. C.R. P

coeffi ent

cient
Att | <— | Cit 331 305 051 | 6528 | **x
Att | < | Fpr 271 268 048 | 5703 | wex
Att |<-- | Lop 238 236 041 | 5845 | xx
Itb |<- | Att 277 277 042 | 6580 | ®xx
Itb |<— | Cit 119 110 049 | 2418 | .016
Itb |<— | Fpr 416 409 047 | 8772 | wxx
Itb |<- | Lop 063 063 039 | 1.607 | .108
R2
Att 502
It 564

Source: Data analysis results by AMOSS 23.0

From the results of the unnormalized regression weight
table for the research model (table 3), it is shown that at the
5% level of significance, the relationships between low price
motivations, fair price motive and critical motivations is sta-
tistically significant in the relationship that affects the atti-
tude to buy SHC. Fair price motives and critical motives
have a direct impact on the intention to buy SHC. The low
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price motive has an indirect impact on the intention to buy
SHC through the intermediate variable attitude. Consumer
attitudes have an influence on their purchase intention.

V. CONCLUSION

A. Implications for theory

This study also contributes to the SHC purchasing litera-
ture. More specifically, the critical motives that include both
ethical and ecological motivations and anti-ostentation moti-
vations; Fair price motive has an influence on consumers' at-
titude and intention to buy used clothing. The low price mo-
tive has an indirect impact on the intention to buy used
clothes through the intermediate variable attitude.

Overall, consistent with TRA [1] and TPB ([2], it was
found that attitude mediates the effects of three different
cognitive and motivational groups on purchase intention
consumer SHC.

B. Practical implications

Economic incentives (in the form of fair or lower prices)
are only one of the preconditions for consumers to buy
SHC.

Ecological motivations and anti-ostentation motivations
to play a pivotal role in shaping attitudes towards SHC buy-
ing. So, put more emphasis on green model and develop
new communication strategies and value propositions
around green and/or sustainable fashion [8, 20, 25] This
seems to be the way forward for fashion companies willing
to incorporate environmental goals into their corporate mis-
sion.

Consumer attitudes are positively influenced by social
and economic motivations. Therefore, it is advisable to fo-
cus on this impact to stimulate consumers to shop.

C. Limitations

Beside the contribution this research also exist some limi-
tations. It is recommended to classify SHC products to have
a more specific view of the impact of each motor on con-
sumers' purchase intention Moreover, analyze the impact of
demographic variables to clearly see the difference of each
customer group.
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