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Rationale: Recently, the second-hand clothing market has drastically grown with nearly 11% per 

year, reaching $33 billion by 2021 (Kestenbaum, 2017). Second-hand clothing has long been 

associated with the used, worn-out, tainted and even odorous, but now consumers believe that 

used products have quality comparable to new clothes and even some perceive used clothing to 

be of superior quality than their unworn counterparts (Fitzgerald, 2015). Furthermore, a growing 

interest in sustainable consumption has led to the growth of second-hand shopping. As such, the 

second-hand clothing market is growing, and numerous companies are going to start their new 

product line of second-hand clothing through online and offline (e.g., consignment stores and 

thrift stores) (Kestenbaum, 2017). Due to these healthy signs of the second-hand market, 

examining who buy second-hand clothing and where they shop will provide tailored information 

to specific second-hand clothing retailers.  

 Previous research suggests several recurring themes of consumer orientations for second-

hand clothing shopping. Among the themes are price sensitivity or frugality (Cervellon et al., 

2012), environmentalism (Xu et al., 2014; Yan et al., 2015), fashion consciousness (Ferraro et al, 

2016), and nostalgia proneness (Guiot & Roux, 2010; Lasaleta et al., 2014). Further research 

shows that style consumption is positively related to sustainable apparel consumption (Cho et al., 

2015), while materialism is negatively related to second-hand consumption (Roux & Guiot, 

2008). However, these consumer orientations have not been examined for specific types of 

second-hand retailers, not providing practical implications to each retailer. 

 

Purpose: This study examines whether consumer orientations differ among frequent shoppers of 

three second-hand clothing stores (consignment stores, online stores, and thrift stores). 

Specifically, the purpose of the study is to compare these three groups in their consumer 

orientations related to second-hand clothing shopping such as frugality, style consciousness, 

ecological consciousness, dematerialism, nostalgia proneness, and fashion consciousness. 

 

Method: The data were collected via MTurk and consisted of 600 consumers in the US who had 

purchased second-hand clothing for themselves in the past 12 months. Respondents belonged to 

one of the three stores where they shopped second-hand clothing most frequently (200 

consignment store shoppers, 200 online shoppers, and 200 thrift store shoppers). Participants 

included both genders (53.2% female); ages of 18-70; Caucasian (75.3%) and African-American 

(9.0%); and the median income of $50,000-59999.  
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 Six consumer orientations were adapted from previous studies: frugality (e.g., I am 

careful in how I spend my money on clothes) from Lastovicka et al. (1999); style consciousness 

(e.g., I buy clothes that emphasize my own style) from Ki et al. (2017); ecological consciousness 

(e.g., I have switched clothing companies for ecological reasons) from Kim and Damhorst 

(1998); dematerialism (e.g., I put less emphasis on material things than most people I know) 

from Richins (2004); nostalgia proneness (e.g., Things used to be better in the good old days) 

from Holbrook (1993); and fashion consciousness (e.g., I usually have one or more outfits of the 

new style), from Sproles and Kendall (1986). Reliabilities were satisfactory with Cronbach’s 

alpha generally exceeding .70: frugality (.80), style consciousness (.80), ecological 

consciousness (.86), dematerialism (.77), nostalgia proneness (.68), and fashion consciousness 

(.86).   

A profile analysis using SAS GLM examined whether the three second-hand consumer 

groups (consignment, online, and thrift store shoppers) have different means on consumer 

orientations. The profile analysis entailed using three major tests: parallelism of profiles, overall 

difference among groups (level), and flatness of profiles (Tabachnick & Fidell, 2013). A test of 

parallelism examines whether the three consumer groups have the same patterns of highs and 

lows on dependent variables. In other words, it tests whether the three consumer groups have the 

same gaps in consumer orientations. A test of level checks differences in consumer orientations 

among the three consumer groups. A test of flatness evaluates whether the dependent variables 

(i.e., consumer orientations) elicit same average responses, independent of consumer groups. 

 

Results: A profile analysis (Figure 1) showed that the profiles of consumer groups in 

supercenters were not parallel [F (10, 1186) = 3.68, p < .001], which means that the three 

consumer groups had different patterns of highs and lows on consumer orientations. In terms of 

flatness, retail attributes were found to be deviated significantly from flatness [F (5, 593) = 

505.70, p < .001]. Frugality (mean = 4.80) was rated highest, while nostalgia proneness (mean = 

2.76) was rated lowest. As for the level test, significant differences were found among the three 

consumer groups when scores were averaged over all consumer orientations [F (2, 597) = 4.89, p 

< .001]. A subsequent ANOVA test (Table 1) showed that the three consumer groups exhibited 

significant differences in ecological consciousness, dematerialism, nostalgia proneness, and 

fashion-consciousness. On the contrary, the three groups did not show differences in their 

consumer orientations in frugality and style-consciousness. 
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Figure 1. Profile Analysis Result 

Discussion and Implications: The profile analysis demonstrates that the three retailers have 

distinct profiles in consumer orientations and thus cannot be lumped together as one group. The 

results indicate that three consumer groups differ in all consumer orientations except for frugality 

and style consciousness, both of which were important to all three shopper groups. Ecological 

consciousness was highest among online shoppers; dematerialism was higher among thrift 

shoppers; nostalgia was higher among consignment and online shoppers; and fashion 

consciousness was higher for online and consignment shoppers. The three second-hand retailers 

can use this information in appealing to their target consumers and making their merchandise and 

store plan. Future research can develop a new scale of nostalgia proneness because its reliability 

was relatively low (.68). Regardless, this study is among the firsts comparing different second-

hand retailers in who second-hand clothing shoppers are and where they shop. 

 

http://itaaonline.org/


2018 Proceedings                                                                 Cleveland, Ohio 
 

Page 4 of 4 
 

© 2018, International Textile and Apparel Association, Inc.  ALL RIGHTS RESERVED 
ITAA Proceedings, #75 – http://itaaonline.org 

 

 

References 

Cervellon, M., Carey, L., & Harms, T. (2012). Something old, something used: Determinants of 

women's purchase of vintage fashion vs second-hand fashion. International Journal of 

Retail & Distribution Management, 40(12), 956-974. 

Cho, E., Gupta, S., & Kim, Y-K. (2015). Style consumption: Its drivers and role in sustainable 

apparel consumption. International Journal of Consumer Studies, 39(6), 661-669. 

Ferraro, C., Sands, S., & Brace-Govan, J. (2016). The role of fashionability in second-hand 

shopping motivations. Journal of Retailing and Consumer Services, 32, 262-268. 

Fitzgerald, B. (2015). Second-hand fashion is growing in popularity, study reveals - Le Souk. 

Retrieved from http://www.lesouk.co/articles/material-inspiration/second-hand-fashion-

is-growing-in-popularity-study-reveals  

Guiot, D., & Roux, D. (2010). A Second-hand Shoppers’ Motivation Scale: Antecedents, 

Consequences, and Implications for Retailers. Journal of Retailing, 86(4), 383-399. 
Holbrook, M. (1993). Nostalgia and Consumption Preferences: Some Emerging Patterns of Consumer 

Tastes. Journal of Consumer Research, 20(2), 245-256. 

Kestenbaum, R. (2017, April 11). Fashion retailers have to adapt to deal with secondhand clothes 

sold online. Retrieved from 

https://www.forbes.com/sites/richardkestenbaum/2017/04/11/fashion-retailers-have-to-

adapt-to-deal-with-secondhand-clothes-sold-online/#7e9fafa71a7f  
Ki, C., Lee, K., & Kim, Y-K. (2017). Pleasure and guilt: How do they interplay in luxury consumption? 

European Journal of Marketing, 51(4), 722-747. 
Kim, H., & Damhorst, M. (1998). Environmental concern and apparel consumption. Clothing 

 and Textiles Research Journal, 16(3), 126-133. 

Lastovicka, J. L.,  Bettencourt, L. A., Hughner, R. S. & Kuntze, R. J. (1999). Lifestyle of the 

 tight and frugal: theory and measurement. Journal of Consumer Research, 26 (1), 85-

 98.  

Richins, M. (2004). The material values scale: Measurement properties and development of a 

short form. Journal of Consumer Research, 31(1), 209-219. 

Roux, D. & Guiot, D. (2008). Measuring second-hand shopping motives, antecedents and 

consequences. Recherche et Applications en Marketing, 23(4), 63-91. 

Sproles, G. B., & Kendall, E. L. (1986). A methodology for profiling consumers’ decision 

making styles. Journal of Consumer Affairs, 20(2), 167-79. 

Tabachinick, B. G., & Fidell, L. S. (2013). Using multivariate statistics (6th ed.). MA: Allyn and 

Bacon. 

Xu, Y., Chen, Y., Burman, R., & Zhao, H. (2014). Second‐hand clothing consumption: A 

cross‐cultural comparison between American and Chinese young consumers. 

International Journal of Consumer Studies, 38, 670-677. 

Yan, R., Bae, S. Y., & Xu, H. (2015). Second-hand clothing shopping among college students: 

the role of psychographic characteristics. Young Consumers, 16(1), 85-98. 
 

* corresponding author: Ykim13@utk.edu 

http://itaaonline.org/
https://www.forbes.com/sites/richardkestenbaum/2017/04/11/fashion-retailers-have-to-adapt-to-deal-with-secondhand-clothes-sold-online/#7e9fafa71a7f
https://www.forbes.com/sites/richardkestenbaum/2017/04/11/fashion-retailers-have-to-adapt-to-deal-with-secondhand-clothes-sold-online/#7e9fafa71a7f

