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PREFACE

This project is completed as a fulfilment of the requirement for the pursuit of
Bachelor of Marketing (HONS) of Universiti Tunku Abdul Rahman (UTAR). The
title of this study is “Factors Influencing Generation Z’s Purchase Intention of
Second Hand Clothing in Malaysia”. The research subject is chosen as the second-
hand clothing industry is getting popular, especially among younger generation.
Generation Z, born between 1997 and 2012, is one of the main driving forces behind
this change as this group is more conscious about their impact on the environment
and is more prone to purchasing affordable goods. On the other hand, Malaysia, a
developing country in Southeast Asia, has seen a rise in second-hand clothing
market in recent years. However, although the second-hand clothing industry is
growing, little research has been done on Generation Z’s intention to purchase
second-hand clothing in Malaysia. Therefore, this study aims to investigate the
factors that influence Generation Z's purchase intention towards second-hand
clothing in Malaysia, whereby it focuses on five independent variables, which are
attitude, social influence, perceived behavioural control, environmental value, and

economic value.

Xiv
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ABSTRACT

The fashion sector has a significant environmental effect which has encouraged
second-hand clothing to be a solution to reduce the impact. As a result, thrifting has
slowly become a trend worldwide, especially with Generation Z. As Generation Z
is starting to be more conscious of sustainability issues, the chances of them
purchasing second-hand clothing is higher. However, many factors can influence
their motivation to purchase second-hand clothing. Therefore, this study examines
the factors influencing Generation Z's purchase intention towards second-hand

clothing in Malaysia.

The theoretical framework of this study, the Theory of Planned Behaviour, is used
to investigate the intention to perform a certain behaviour, which includes 3
independent variables, which are attitude (ATT), social influence (SI), and
perceived behavioural control (PBC). This study also considers environmental and
economic values as two additional independent variables influencing the purchase

intention towards second-hand clothing.

A questionnaire is employed in this study to obtain data from 385 respondents.
Statistical Package for the Social Sciences (SPSS) software is then used to analyse
the data obtained. This study performed a reliability test, Pearson's correlation
coefficient analysis, and multiple regression analysis to demonstrate the

relationship between the independent and dependent variables.

The results of this study show that 3 independent variables, which are attitude,
social influence, and economic value, significantly influence the dependent variable.
However, perceived behavioural control and environmental value do not
significantly influence the dependent variable. This study's findings can help
researchers understand the variables influencing Generation Z's purchase intention
for second-hand clothing in Malaysia, and practitioners design effective strategies

to market second-hand clothing and increase its attraction to the younger generation.

XV
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CHAPTER 1: RESEARCH OVERVIEW

1.1 Introduction

This study aims to determine what factors influence Generation Z's decision to buy
second-hand clothing in Malaysia. This chapter will cover the overview of this

research from the research background to the research significance.

1.2 Research Background

Clothing is essential for everyone as it can protect individuals from hot or cold
conditions. It could also insulate our body and skin from ultraviolet radiation and
other infectious elements. People wear different clothes to represent themselves in
the aspect of identity, personality, preferences and attitudes, expressing and
differentiating themselves from others (Cham et al., 2018). In Western nations,
second-hand clothes are widespread. Since the early 1990s, the second-hand clothes
trade has grown significantly, and the US second-hand clothes market is expanding,
in large part because of young buyers (Xu et al., 2014). Figure 1.1 shows the
expected growth of the global second-hand clothing market. Asia will lead the
second-hand clothing market by contributing much of the total market growth.
Moreover, the global second-hand clothing market escalated by 28% last year, and
it is expected to grow three times faster than the global apparel market, and the
Global Data agency predicts that second-hand clothing will make up around 10%
of the global apparel market (ThredUp & Global Data, 2023).
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Figure 1.1:
Expected Growth of the Global Second-Hand Clothing Market

Secondhand saw strong
2021 I $138B growth in 2022 at 28%.
2022 l $177B J
2023 . $2118
2024 . $248B 4J
2025 . $288B
2026 . $324B
2027 . $351B
L L L L L L

$0 $508 $1008 $1508 $2008 $2508 $3008 $3508

By 2024, 10% of the global
apparel market is expected to be
made up of secondhand apparel.

Asia Europe North America ® South America Australasia Africa

Adapted from ThredUp, & Global Data. (2023). ThredUp resale report 2023.

Besides, the apparel and clothing industry in Malaysia is growing rapidly with a
high expansion rate because of the increasing demand, increasing income and
customer’s confidence to express themselves through fashion apparel; despite the
influence caused by the covid-19 pandemic, Malaysia’s apparel and clothing
industry has become the tenth highest earner among the export industries (Farhana
et al., 2022). While the apparel and clothing industry in Malaysia is growing, the
production and consumption rate of new clothing is also accelerating; however,
Malaysia's textile-generated waste is steadily rising and already reaches
approximately 1,000 metric tonnes per day (Mohammad et al., 2020). On the other
hand, the awareness of purchasing second-hand clothing products has increased
among Malaysians, more people are using different platforms, including social
media, online marketplaces, and thrift stores, to sell their second-hand clothing, and
they are getting to exchange money from selling the second-hand clothing (Laitala
& Klepp, 2018). Second-hand clothing means that the second-hand owner reuses
the worn clothing, providing a new life and purpose to the worn clothing instead of

being discarded.

Increasing preference towards retro environmentally friendly fashion clothing has

become one of the driving forces of the growth of the second-hand clothing industry.
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People are worried about the environment and are interested in extending the life of
clothing products (Paco et al., 2021). It is proven that purchasing second-hand
clothing could protect the environment and preserve rare resources by reducing the
number of new clothes produced (Rausch & Kopplin, 2020). It could also reduce
textile waste and cut the cost of producing new clothes. The awareness of reusing
and recycling second-hand clothing should be increased and become a new
phenomenon in the 21st century as the reuse of second-hand clothing promotes
sustainability and provides consumers with socioeconomic, environmental,

psychological and financial benefits (Nawaz et al., 2021).

1.3 Research Problem

In the Western world, buying used clothing is viewed as an experience where one
will feel excited when they are able to discover anything affordable and high value.
Clothes repurposing is also correlated with lowering the environmental pollution.
However, although there is a big consumer market in the second-hand clothing
industry, several worries about acquiring and wearing second-hand clothing have
arisen. Those worries include contamination and germs, illness transmission, and
misfortune related to the former owner, who may have passed away (Liang & Xu,
2018). Besides that, non-second-hand clothing consumers express their worry about
used clothing by demonstrating poor perception of the quality and hygiene, the
inability to enhance and express themselves, as well as the fear of having an image
from a society that regards second-hand clothing as low socioeconomic status and
low social approval (Geegamage et al., 2021). According to Liang and Xu (2018),
although buying used apparel is widely practised in the Western world, Chinese
buyers despise wearing the clothes of others. The cause of second-hand clothes
purchasing among young Chinese consumers was due to high environmental
concerns and sensitivity to subjective standards. Therefore, this has caught our
interest in understanding Malaysian consumers’ views on second-hand clothing and
how their attitude towards the sustainability of second-hand clothing can affect their

intentions to buy it.
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Generation Z is often said to be raised with the advancement of current technology,
and they are also described as digital-centric as they receive information mainly
from digital tools (Gaidhani et al., 2019). Through the aid of the Internet and
modern technology, Generation Z enjoys learning independently and are self-
starters who will do research with little direction from peers and superiors (Moore,
2019); they are empowered and are more likely to take risks. Moreover, Generation
Z is easily affected by information from the Internet and can react to and analyse
fast-changing multimedia. Hence, due to their constant pursuit of the newest trends,
Gen Z is the group that purchases fast fashion products the most frequently
(Williams & Hodges, 2022). Furthermore, purchasing second-hand clothing may
cause a sense of loss of control among consumers because they are facing high
uncertainty about the condition of the products, especially how the first-hand owner
treats the product (Pefia-Garcia et al., 2020). Hence, in our research, we will
investigate the PI of second-hand clothing when consumers have PBC towards their

buying behaviour.

On the other hand, Generation Z is more sensitive towards environmental issues as
they are the ones who will face severe ecological impacts. Hence this group of
people favour creating and maintaining a more sustainable world (Saut & Saing,
2021). With the constant push toward sustainability and waste reduction, buying
second-hand clothing is becoming more popular (Purinton et al., 2019), especially
among Generation Z. Therefore, our research will investigate how environmental

awareness affects Generation Z’s decision to buy second-hand clothing.

While businesses that practise localised sustainable clothing production are also
becoming more popular, purchasing second-hand clothing is generally considered
suitable because local, sustainable brands are usually considered pricier than fast-
fashion companies (Rendel, 2021). According to Xu et al. (2014), low pricing has
been a big motivator for consumers to purchase second-hand apparel. Hence, the
second-hand clothing industry is fast expanding as there is growth in demand and
supply as the low costs of used clothes attract customers, and sellers may make
money from selling second-hand clothing (Koay et al., 2022). Consumers have
generally searched for second-hand clothes due to cheaper costs. Buying second-

hand clothing is considered an adventure with the joy of seeking something worth
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at a low price (Lang & Zhang, 2019). Hence it is crucial to understand why ECV

encourages the intention of consumers to purchase second-hand clothing.

Purchase intention is the willingness and probability that a consumer will buy or
gain access to a certain product or service (Morwitz, 2014). The PI of sustainable
products such as second-hand clothing affects the actual purchase decision of the
consumers; customers are more committed to the products when they have
favourable purchase intentions, which in turn encourages them to have actual

purchase action (Mahmoud, 2018).

Although there is increasing awareness about purchasing second-hand clothing
among Malaysians, research about the factors affecting their PI is still scarce, as too
many determinants will affect the customer’s purchase intention (Rausch &
Kopplin, 2020). While the Theory of Planned Behaviour considers normative
influences, the theory fails to consider the environmental and economic elements
that can impact an individual's desire to engage in a behaviour (Rendel, 2021).
Hence, to provide a better and complete understanding of Generation Z’s purchase
intention of second-hand clothing, this research employs two additional

independent variables: ENV and ECV.

Several studies have been conducted on second-hand clothing consumption in
Malaysia. For example, Mohammad et al.’s (2020) research focuses on how
electronic word-of-mouth influences people's purchases of second-hand clothing.
Another research done by Koay et al. (2022) studies the general Malaysian
consumers’ PI of second-hand clothing. Meanwhile, Rachel (2020) examines the
trend of second-hand clothing shopping in Malaysia caused by conspicuous
consumption. In contrast, these studies have focused on the perspective of general
Malaysian consumers regarding second-hand clothing. Nonetheless, our study aims
explicitly at Generation Z’s PI of second-hand clothing in Malaysia. Hence, this
will provide more insights into the Generation Z consumers of Malaysia instead of

the overall general consumers as compared to the previous study.
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1.4 Research Objectives

1.4.1 General Research Objective

The objective of this research is to examine the factors influencing

Generation Z’s PI towards second-hand clothing in Malaysia.

1.4.2 Specific Research Objectives

1. To examine the positive influence of ATT on Generation Z’s PI
towards second-hand clothing.

2. To examine the positive influence of SI on Generation Z’s PI
towards second-hand clothing.

3. To examine the positive influence of PBC on Generation Z’s PI
towards second-hand clothing.

4. To examine the positive influence of ENV on Generation Z’s PI
towards second-hand clothing.

5. To examine the positive influence of ECV on Generation Z’s PI

towards second-hand clothing.

1.5 Research Questions

1. Does ATT positively influence Generation Z’s PI towards second-hand
clothing?

2. Does SI positively influence Generation Z’s PI towards second-hand
clothing?

3. Does PBC positively influence Generation Z’s PI towards second-hand
clothing?

4. Does ENV positively influence Generation Z’s PI towards second-hand

clothing?




Factors Influencing Generation Z’s Purchase Intention of Second-Hand Clothing in Malaysia

5. Does ECV positively influence Generation Z’s PI towards second-hand

clothing?

1.6 Research Significance

This research attempts to investigate the PI of Generation Z towards second-hand

clothing and the development of the second-hand clothing industry in Malaysia.

1.6.1 To Academics

Theoretically, this study will be very helpful for future researchers. Future
researchers can use the research findings to predict consumers’ future
purchase behaviour of second-hand clothing. As this study employs the
Theory of Planned Behaviour as its theoretical framework, future
researchers can learn about the importance of each independent variable
when linked to the PI of second-hand clothing and the relationship of each
independent variable with the dependent variable. This study may also help
them to understand the significance of environmental and economic aspects

of the second-hand industry.

1.6.2 To Practitioners

Due to the rise in second-hand clothing buyers, this research is essential for
thrift stores to know better about the suitable target market for the business
and ways they can attract more customers. By understanding the consumer’s
PI of second-hand clothing, thrift stores can tailor their marketing activities
to their target audience based on the research findings such as budget and
convenience factors. Aside from that, the newer generation of consumers,
such as Generation Z, are more knowledgeable on fashion issues as they can

easily learn about the news on social media platforms. This has increased
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the number of sustainability-concerned consumers. Therefore, upon
knowing the reasons behind consumers’ choice to buy second-hand clothing,
fast fashion retailers such as H&M or Uniqlo can identify ways to maintain
existing customers and attract new customers. This could mean that fast
fashion retailers may utilise recyclable materials to satisfy consumers’
priority and/or create more clearance sections to reduce the number of
garments thrown away. Not only that, but this research is also vital for
aspiring entrepreneurs to understand the second-hand fashion industry better,
which can assist them in making a viable business idea that supports

sustainable fashion.

1.7 Conclusion

An overview of this research was provided in Chapter 1, it serves as a helpful way
to define its goals and scope as well as to highlight its uniqueness and significance.
The relevant previous research and theoretical models will be thoroughly reviewed

in the next chapter.
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CHAPTER 2: LITERATURE REVIEW

2.1 Introduction

The Theory of Planned Behaviour (TPB) and relevant literature will be reviewed
and accessed in depth in Chapter 2. To investigate the relationship between the
dependent and independent variables, 5 hypotheses will be developed, and a

conceptual framework will be constructed.

2.2 Underlying Theory - Theory of Planned Behaviour
(TPB)

Figure 2.1:
Theory of Planned Behaviour

Theory of planned behaviour

Subjective
Norm

Perceived
Behavioral
Control

Adapted from Ajzen, I. (1991). The Theory of Planned Behaviour. Organizational
behaviour and human decision processes, 50(2), 179-211.

The theoretical framework applied for this research is the Theory of Planned
Behaviour, a social-psychological model of customer behaviour that suggests that
a collection of cognitions, including attitudes (ATT), subjective norms (SN), and

perceived behavioural control (PBC), are the critical determinants of an individual’s
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behavioural intents, and hence their behaviour. The theory is an expansion of the
Theory of Reasoned Action imposed by the constraints of the previous model in
responding with behaviours beyond which individuals possess the insufficient
ability to exercise control (Ajzen, 1991). The Theory of Planned Behaviour contains

three elements in its framework: ATT, SN, and PBC.

An individual’s ATT represents his or her judgement of the behavioural intention
as positive or negative. It is generally a biased psychological response toward a
specific item, topic, or individual (Aboelmaged, 2021). SN refers to the perceived
social push to do or not do an action (Ajzen, 1991). It is interpreted as group
influence inside a social circle, involving family, friends, lovers, and co-workers to
behave in accordance with group standards (Zahid et al., 2022). PBC refers to
consumers’ judgments of easiness in performing the desired action (Tran et al.,
2022). The three components of the model have an effect on behavioural intention,

which in turn influences customer buying behaviour (Silva et al., 2020).

Since its introduction over thirty years ago, the Theory of Planned Behaviour has
been widely used to investigate the determinants driving numerous pro-
environmental behaviours (Yuriev et al., 2020). Therefore, the theory has been
recognized as a relevant theory for environmental practices, and it has been applied
and expanded in several past researches, most noticeably on sustainable fashion
purchases (Branddo & da Costa, 2021). As such, the three elements of ATT, SN
and PBC will be adopted to study the PI of Generation Z towards second-hand
clothing.

ENV refers to a viewpoint on the connection of humans with the earth and the
natural environment (Kim et al., 2021). Nowadays, the effects of garment
manufacturing on consumers’ wellness, the environment, and the community as a
whole is becoming more concerning (Medalla et al., 2020). People's attitudes about
the environment are changing, as are the things they buy. Consumers are more
inclined to be involve in environmental conservation, and their behaviour is more
environmentally conscious (Liu et al., 2020). Therefore, we adopt ENV as one of

the additional independent variables as it will provide a more thorough knowledge

10
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of consumer decision behaviour regarding second-hand clothing and analyse the

influence of environmental issues in consumer purchases (Khan & Mohsin, 2017).

ECV is adopted in this research as an additional variable because financial reasons
are one of the most important elements that encourages consumers to purchase
second-hand clothing; consumers also wish that the quality and durability of the
product that they have purchased is worth the economic value of the product
(Machado et al., 2019). Second-hand clothing is usually less expensive than new
clothing, and its condition is usually still good to wear; thus, consumers are

concerned about the ECV of second-hand clothing as one of their factors of PI.

2.3 Review of Variables

2.3.1 Dependent Variable (DV) - Purchase Intention (PI)

PI refers to customers' anticipated or planned future behaviour, which is
their propensity to purchase a specific good or service in the future (Kim et
al., 2021). By the operational definition of PI, it is described as the urge of
a consumer to acquire a product. PI can be assessed using four indicators:
consumers preparing to purchase, having money available to buy,
contemplating purchasing, and having a strong desire to buy (Arifani &
Haryanto, 2018). Pl is regarded as a complicated process linked to consumer
behaviour, attitudes, and perceptions, and this technique is effective for
assessing the purchasing process (Cozer, 2018). Furthermore, according to
the Theory of Planned Behaviour, PI is considered an adequate indicator of
purchase behaviour, whereby a person's attitude and values influence
purchasing intention (Leclercq-Machado et al., 2022). In our context, PI
refers to Generation Z’s planned future behaviour, which is the possibility

that they will buy second-hand clothing in the future.
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2.3.2 Independent Variables (IVs) - Attitude (ATT)

ATT is described as the fundamental orientation of subjective preferences
and dislikes toward others, products, and events, implying that it serves as
the foundation for consumer behaviour (Kim et al., 2021). ATT is also
referred to as a belief, sentiment, or behavioural tendency regarding socially
relevant topics, organizations, events, or symbols, in which it is a
psychological inclination that manifests itself by favourably or
unfavourably judging a certain entity (Zhang et al., 2021). In marketing,
ATT is typically viewed as an evaluation of a product or service in a long-
term period. Researchers will need to depend on measurements to
investigate consumer attitudes since attitudes are unable to be instantly
observed. Consumer attitude includes the variables customers consider
while determining what to purchase, namely consumer preferences,
acknowledgement, or product attributes’ preference. This attitude defines
how individuals make judgments based on their opinions and information
(Leclercq-Machado et al., 2022). In our context, ATT refers to Generation

Z’s subjective preferences and dislikes towards second-hand clothing.

2.3.3 Independent Variables (IVs) - Social Influence (SI)

Subjective norm is the social pressure faced by an individual on whether to
perform the behaviour or not, and the subjective norm becomes social
influence which is known as the process by which an individual’s behaviour
is affected by the presence or actions of others (La Barbera & Ajzen, 2020).
SI is everywhere in our daily life, and it reflects the situation when an
individual’s emotions, opinions and behaviours are affected by other
individuals; it has become a prevalent yet complex force that influences
people’s decisions (Qiu et al., 2018). According to Burnkrant and Cousineau
(1975), SI could be separated into informational and normative;
informational influence refers to people who make decisions based on

advice from others, whereas normative influence refers to people who make
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decisions in order to live up to the expectations of their family, friends, or
peers or to win approval (Hsieh & Tseng, 2018). Moreover, consumers are
usually more willing to make a purchase decision with the experience of
what their family members and peers have done; social comparison
evaluation of a decision's suitability following advice or information from
the social circle is another term for social influence. (Zollo et al., 2021). In
our research, SI refers to how Generation Z adapts to the expectations of

their social circle in the PI of second-hand clothing.

2.3.4 Independent Variables (IVs) - Perceived Behavioural
Control (PBC)

PBC refers to a consumer’s past experiences and future obstacles as the
perception of ease or difficulty in performing a behaviour such as the
purchase behaviour (Wei et al., 2021). PBC can also be thought as the
degree of control a customer has over the outside forces influencing their
purchasing decisions, and the consumer usually prefers to have control over
a situation in order to perform any behaviour, especially buying behaviour
(Pena-Garcia et al., 2020). The concept also builds on perceived self-
efficacy, which refers to how well the consumers could behave in dealing
with the prospective situations (Frommeyer et al., 2022), and this research,
it can reflect how likely a consumer will purchase second-hand clothing
when they are given the opportunity. It could also reflect how a consumer

will react if they know enough about second-hand clothing.

2.3.5 Independent Variables (IVs) - Environmental Value
(ENV)

According to Kim et al. (2021), ENV is defined as perceived usefulness
gained from the ability of an alternative to deliver favourable environmental

results. ENV assesses consumer perceptions toward ecological concerns
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such as population growth, pollution, energy efficiency, waste management,
and hazardous effects of chemicals in the atmosphere and natural
environment (Adhitiya & Astuti, 2019). Besides that, ENV impacts
individual’s perspectives about the environment and the way they judge the
outcomes of their actions, shaping their environmental preferences and
behaviours. It is also considered an element in determining environmental
judgement, which means that people get concerned when environmental
concerns challenge personal views (Zhao et al., 2022). In our context, ENV
refers to Generation Z’s perceived usefulness gained from purchasing

second-hand clothing to deliver favourable environmental results.

2.3.6 Independent Variables (IVs) - Economic Value (ECV)

The ECV, also known as the value of money, refers to the willingness of
customers to pay a reasonable price and not waste money to purchase a
product (Padmavathy et al., 2019). Furthermore, Carvalho et al. (2019)
relate the ECV of a product with the satisfaction the consumer gains from
purchasing the product. ECV is sometimes referred to as the utility gained
from a product as a result of a decrease in the perceived long and short-term
costs of a product (Joshi et al., 2021), which could influence the consumer’s
purchase intention as it relates to the value of money. In our research, ECV
refers to the worthiness and perceived monetary value of second-hand

clothing.

2.4 Conceptual Framework

The framework is developed based on the Theory of Planned Behaviour. In the
framework, there are a total of six variables, which include one dependent variable
and five independent variables. The dependent variable is PI which reflects the
behavioural intention to purchase second-hand clothing. The 5 independent

variables are ATT, SI, PBC, ENV and ECV. The independent variables have an
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influential relationship with the dependent variables, and the hypotheses explain the
relationships between the variables. The figure below shows the relationship

between the dependent and independent variables.

Figure 2.2
Conceptual Framework

Attitude
H1
Social Influence H2

Perceived Behavioural H3 Purchase Intention
Control
H4
Environmental Value HS5

Economic Value

Source: Created for research purpose

2.5 Hypotheses Development

H1: ATT positively influences Generation Z’s purchase intention towards

second-hand clothing.

Individuals who feel that behaviour will lead to beneficial results are likely to form
positive attitudes toward it (Koay et al., 2022). Not only that but according to Ajzen
(1991), a person’s intention to be a part of behaviour is greater when their attitude
to behaviour is more positive. There are several studies that have discovered that
ATT plays an important part in influencing the purchasing intention of a consumer.
A study by Rendel (2021) proved that people with a favourable attitude toward

second-hand clothing have a better behavioural motivation to buy second-hand
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clothing online. Besides that, Kaur and Bhardwa;j (2021) also found that there is a
huge influence of attitude on PI for ecologically sustainable apparel in a favourable
way. Other than that, according to Kumar et al. (2021), several previous research
has revealed that attitude, as a psychological feeling, is one of the major factors of
sustainable purchases. Therefore, an individual’s ATT about the behaviour is
crucial when it relates to second-hand clothing, and we can expect that the ATT of

consumers would affect their PI.

H2: SI positively influences Generation Z’s purchase intention towards

second-hand clothing.

Consumers who have a big social circle will usually have strong social influence;
the perceived attitude of members in the social circle would strive the PI of the
consumer to purchase second-hand clothing; some consumers also purchase
second-hand clothing because of the expectations of the members in their social
circle (Frommeyer et al., 2022). On the other hand, studies found that consumers
who are interested in a product and have previous purchase experience will be more
prone to influence novice consumers to purchase and engage in the product category
because novice consumers are still seeking information about the product category
(Ozuem et al., 2021). Chen et al. (2018) also found that SI has highly affected the
PI of green and second-hand products; hence social influence is vital in affecting PI
of a consumer in purchasing second-hand clothing. The higher the social influence,

the more likely the consumer is to purchase second-hand clothing.

H3: PBC positively influences Generation Z’s purchase intention towards

second-hand clothing.

According to Tewari et al. (2022), the greater the PBC, the more likely the consumer
is to purchase eco-friendly apparel such as second-hand clothing. They also
observed that young consumers, especially Generation Z are more likely to
purchase eco-friendly apparel if they have the resources and opportunities to
purchase it. In addition, consumers usually prefer to have control over their
behaviour, so consumers will prefer to be well informed with the knowledge of

second-hand clothing before making a purchase decision, and they will be more
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intended to purchase if they have previous experience or knowledge on the industry

(Wang et al., 2019).

H4: ENV positively influences Generation Z’s purchase intention towards
second-hand clothing.

Individual values impact actual purchase behaviour. Hence, customers are getting
highly aware of altruistic values, including environmental considerations. This shift
in consumer perspective and the need to commit to general well-being encourages
individuals to embrace self-restrictive behaviour and reuse items (Silva et al., 2021).
In eco-friendly clothing, Generation Z consumers are critical due to their rising
enthusiasm for sustainability and their value of environmental support. People from
Generation Z are well-educated consumers who are knowledgeable about
environmental concerns and items that are eco-friendly. As a result, they are ready
to get involved by switching their consumption to ecologically friendly items (Tran
et al., 2022). When eco-friendly consumers are concerned about environmental
deterioration and develop a more competitive attitude regarding environmental
conservation, their purchasing decisions will be influenced, and sustainable
products that are very impactful towards the environment will be chosen (Wijekoon

& Sabri, 2021).

HS: ECV positively influences Generation Z’s purchase intention towards

second-hand clothing.

Consumers are highly interested in the ECV of goods as they think it could help
them save money. Many consumers will access the value of money for the high
involvement products, and their economic value perception will enhance their
purchase intention of green products such as second-hand clothing (Joshi et al.,
2021). Since Generation Z are mainly university students or freshies to the working
society, their purchasing power is usually lower than other generations. Hence they
will prefer to purchase products that are of ECV and worth purchasing. Moreover,
economic factors have a strong influence on consumers’ purchase intention;
consumers prefer to purchase products which are affordable and high in quality at

the same time (Rausch & Kopplin, 2020).
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2.6 Conclusion

This chapter reviewed the past relevant literature, explained the Theory of Planned
Behaviour and proposed 5 hypotheses to examine the relationship between the
variables. Moving on, Chapter 3 will focus on the research methodology and data

analysis tools applied in this study.
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CHAPTER 3: METHODOLOGY

3.1 Introduction

In Chapter 3, the study design and methodology are covered, outlining how the
research will be conducted. The data analysis methods used to make sure the

validity and reliability of this research will also be covered in this chapter.

3.2 Research Design

A research design describes the overall approach taken by researchers in response
to the study's main objective, which is to try to answer either a series of research
questions or a set of hypotheses; the research design chosen must reflect the
objectives, questions, and hypotheses of the study (Novosel, 2022). This research
focuses on the factors influencing Generation Z’s PI towards second-hand clothing,
and we have applied the quantitative research approach and the correlational

research design to conduct our research analysis.

3.2.1 Quantitative Research

A quantitative research approach is conducted in this research. Quantitative
approaches establish the relationships between the variables and explain the
changes, and data are analysed in a deductive way, with a cause-effect
approach (Silva, 2017). The quantitative technique is typically used by
researchers when conducting experiments or surveys. In this study, target
respondents were given survey forms to complete to collect data.
Quantitative research is regarded as precise, dependable, and valid (Smith,
2021). A quantitative approach is used in this research rather than a

qualitative research design because all the variables used in this study were
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measured quantitatively using closed-ended questions in our questionnaire.
Moreover, deductive research helps us to justify the validity of the theory
chosen for this research by developing hypotheses (Gorog, 2022). It also
supports researchers to understand better the given theory or concept and
generate explanations towards it, avoiding the bias created by a qualitative

research approach (Bergdahl et al., 2019).

3.2.2 Correlational Research Design

Correlational research is applied as it helps to determine the variability
between two existing variables (Asamoah, 2014). In our research, we have
investigated the relationships between our independent and dependent
variables by applying the correlational research design. A survey is done
using questionnaires to collect data, and multiple regression analysis is used
for correlation study. Since we are using a survey questionnaire, a Cross-
sectional study is also applied in our research as it could be easily modified
to investigate multiple variables simultaneously; it is also suitable to apply
to a broader group of target respondents, making it more effective for
researchers to have a better understanding to their research topic (Wienclaw,

2021).

3.3 Sampling Design

Sampling refers to an array of techniques used to choose a sample from a larger
population, allowing research to be undertaken on a manageable sample size and

then extrapolated to the population as a whole (Wienclaw, 2021).
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3.3.1 Target Population and Sampling Frame

Generation Z in Malaysia is this study's target population. The generation
that came after the Millennials was born between 1996 and the present, and
Generation Z is currently the largest age group in Malaysia. In this study,

we have surveyed Generation Z individuals between the ages of 18 and 26.

A sampling frame is described as a list or other specification of the
population's sampling units from which a sample may be drawn (Lohr,
2021). Unfortunately, the sampling frame is unavailable and inaccessible in
this study because we lack the authority to access the list of Generation Z in

Malaysia.

3.3.2 Sampling Technique

Non-probability sampling is the technique we have employed for this study.
Individuals in the non-probability sample are picked based on non-random
characteristics. Out of the several methods under non-probability sampling,
we chose a judgemental sampling method. In Judgemental sampling,
researchers applied their own judgement when choosing a certain sample
because they believed it would provide the required information as well as
an identical copy of the area of the investigation (Deshpande & Girme,
2019). Therefore, for our study, we have chosen individuals that meet the
characteristic requirement of our study, which are Generation Z consumers.
Before distributing the questionnaire, we have set screening questions to
filter out individuals that are not from Generation Z. This is to ensure that
only Generation Z individuals are qualified as the respondents for our

questionnaires.
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3.3.3 Sample Size

Generation Z represents 29% of Malaysia's entire population of 32.6 million
people (Tjiptono et al., 2020), which amounts to 9,454,000 people. We have
used Andrew Fisher's formula to calculate the sample size for research. As
we calculate the sample size with a Z-score of 1.96 and a confidence level
0t 95%, the optimal sampling size is 385 respondents, with a margin of error
of 5%. A 5% margin of error suggests that 55% to 65% of the population
are either accepting or against the survey. Therefore, the sample size for our
research is 385 Generation Z individuals in Malaysia. The sample size

formula is used to gather all the information we need for this study.

[(Z-score)? x StdDev(1-StdDev)]
(margin of error)?2

_ [(1.96)% x 0.5(1-0.5)]

B (0.05)2

=384.16 ~ 385 Generation Z individuals

Sample size =

3.4 Data Collection Method

3.4.1 Questionnaire Design

In this research, all respondents have received one questionnaire containing
a cover letter, a personal data protection form, 1 screening question and 2
sections: Section A includes 8 demographic questions; Section B includes
30 questions. To make sure the responses were from our target respondents,
a screening question about the respondents' ages was asked. Furthermore,
Section B is made up of 30 questions, and 5 questions are allocated to each
variable which are ATT, SI, PBC, ENV, ECV and PI. Section B’s main
questions were based on the 5-point Likert scale. The respondents in this
survey have to choose one between the five options given in each question
which are “(1) Strongly Disagree, (2) Disagree, (3) Neutral, (4) Agree, (5)
Strongly Agree”. A Likert scale can be used to assess both the respondent’s

opinion of the rating topic (agree vs disagree) and the degree of the
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assessment (strongly vs somewhat); additionally, researchers discovered
that the Likert scale method is a great way to examine a customer's
behavioural intention (Chyung et al., 2018). By using the English language
for the questions, the questionnaire structure is intended to be jargon-free
and to maximise the willingness of respondents to answer the questions

(Krosnick, 2018).

The questionnaire was in a Google Form link during the actual study. We
have sent out the Google Form link to the respondents from Generation Z
through social media and online learning platforms. It could help us target
and manage the sample size of 385 respondents effectively. Doing the
survey through the Google Form link will also help us to get standardised
survey results from our respondents. As a result, a total of 407 Google Form
responses were collected, and 385 wvalid responses were used in the

following data analysis.

3.4.2 Pre-Test and Pilot Test

Before conducting the pilot test, we sent our research questionnaire to 2
lecturers in UTAR for the pre-test. Suggestions were taken, and
improvements were made before we sent out our questionnaire to our target
respondents. For example, we added five demographic questions to better
understand our target respondents. We have also changed some of the
wording in our questionnaire into a more easy-to-understand way for the

respondents to answer the questions.

A pilot test was conducted before we proceeded with our main study. A
comprehensive pilot study was considered important before the main
research to ensure trustworthiness and value (Malmgqvist et al., 2019). Our
target population is Generation Z individuals in Malaysia, as these
individuals are more likely to purchase second-hand clothing than other

generations. The acceptable minimum sample size suggested by Johanson
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and Brooks (2010) for the pilot test is 30 participants representing the target
population. Hence, we have selectively chosen 30 individuals from
Generation Z in Malaysia. We surveyed 30 individuals about their second-
hand clothing PI. Through conducting the pilot study, we can test the

reliability of the existing questionnaire.

3.5 Proposed Data Analysis Tool

3.5.1 Descriptive Analysis

This study employs descriptive statistics as it assists in describing the
characteristics of specific data, such as the demographic data that is
collected from the survey. It is employed to describe the key elements of the
research findings, presenting brief summaries of the sample and
measurements (Mishra et al., 2019). It helps to summarise data into basic
quantitative metrics such as means or percentages and graphical illustrations

such as pie charts (Kaliyadan & Kulkarni, 2019).

3.5.2 Reliability Test

Reliability of a test score indicates that they are sufficiently consistent and
clear of measurement mistakes to be effective. The commonly used
unbiased assessment for reliability is Cronbach’s Alpha. Cronbach's alpha
is an internal uniformity evaluation used within the framework of multi-item
measurement tools (Amirrudin et al., 2021). An instrument's reliability level
is represented by Cronbach’s alpha. Good reliability would have an Alpha
Cronbach value of higher than 0.6, and a value that is below 0.6 is deemed
poor. A moderate yet acceptable Alpha Cronbach value scores between 0.60
and 0.80. Whereas Alpha Cronbach values between 0.8 and 1.00 are deemed
extremely good (Daud et al., 2018).
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Figure 3.1

Rule of thumb of Cronbach’s Alpha

Cronbach's Alpha Internal Consistency
=09 Excellent

0.8 < x<0.9 Good

0.7 < «<0.8 Acceptable

0.6 = <0.7 Questionable

0.5 < <0.6 Poor

«<0.5 Unacceptable

Adapted from Habidin, N. F., Zubir, A. F. M., Fuzi, N. M., Latip, N. A. M.,
& Azman, M. N. A. (2015). Sustainable performance measures for
Malaysian automotive industry. World Applied Sciences Journal, 33(6),
1017-1024.

3.5.3 Pilot Test’s Reliability Result

Table 3.1 shows the pilot test’s reliability result obtained from 30
respondents. Referring to Cronbach’s Coefficient Alpha, the alpha value for
DV PI and IVs ATT, SI, PBC, ENV and ECV are above 0.8, which is
considered excellent and highly reliable (Daud et al., 2018).

Table 3.1
Pilot Test Reliability Result

Variables No. of Cronbach's Results
Items Coefficient
Alpha
Dependent Purchase 5 0.901 Excellent
Variable Intention (PI)
(DV)
Independent  Attitude (ATT) 5 0.897 Excellent
Variables
(IVs)
Social 5 0.905 Excellent
Influence (SI)
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Perceived 5 0.917 Excellent
behavioural
Control (PBC)

Environmental 5 0.923 Excellent
Value (ENV)

Economic 5 0.916 Excellent
Value (ECV)

Source: Created for research purpose

3.5.4 Inferential Analysis

We used inferential statistics to assist us in predicting the population based
on the data in the sample and decide whether the survey findings confirm or

reject the hypotheses proposed.

3.5.4.1 Pearson’s Correlation Coefficient Analysis

Pearson correlation analysis is a data analysis tool that determines
the likelihood that two variables predict one another. The coefficient
of the relationship between the two variables is valid when the value
is larger than -1 and smaller than 1 (at significant level of 0.05). The
variables' correlations' strength, relativity, and direction are also
determined. As a result, Pearson correlation assesses the similarity
of variables in order to produce an alternate estimation and forecast
properly. This approach may be used to assess variable-level

agreement (Sensuse et al., 2015).
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Figure 3.2
Range of Correlation Coefficients

R‘angfg (.)' Cottelation Level of Correlation R,m“%? (.)t Cotslation Level of Correlation
ICoefficient Values Coefficient Values

0.80 to 1.00 Very Strong Positive -1.00 to -0.80 Very Strong Negativel
0.60 to 0.79 Strong Positive -0.79 to -0.60 Strong Negative

0.40 to 0.59 Moderate Positive -0.59 to -0.40 Moderate Negative
0.20 to 0.39 Weak Positive -0.39 t0 -0.20 Weak Negative

0.00 to 0.19 Very Weak Positive -0.19 to -0.01 Very Weak Negative

Adapted from Meghanathan, N. (2016). Assortativity analysis of
real-world network graphs based on centrality metrics. Comput. Inf.
Sci., 9(3), 7-25.

3.5.4.2 Multiple Regression Analysis

We used multiple linear regression to examine relationships between
more than 1 variable and to comprehend the relationship between
the variables' impacts and consequences. We can use it to estimate
the connections between the 5 independent variables and a
dependent variable in our research, and analyse the strength of the
relationship between variables and predict their future relationship.

The equation of the multiple regression is as below:

Y=B0 + Blx1 + B2x2 + B3x3 + P4x4 + P5x5 + & (Uyanik & Giiler,
2013).

To examine the relationship between the dependent and independent
variables, the multiple regression formula is used. Based on the
equation, Y is the dependent variable while X1, X2, X3, X4, and X5

are the independent variables, beta is the parameter, and E is an error.
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3.6 Conclusion

In a nutshell, this chapter has covered all the research methods and tools used in
this study, enabling a thorough comprehension of the data collection procedure. For

the data analysis in Chapter 4 that follows, Chapter 3 will serve as guidance.
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CHAPTER 4: DATA ANALYSIS

4.0 Introduction

The findings and information gathered from the questionnaire survey will be
analysed and discussed in Chapter 4. A total of 407 responses were collected, and
385 wvalid responses were used in the data analysis. Version 29.0 IBM SPSS

Statistics was used to evaluate and analyse the data gathered.

4.1 Descriptive Analysis

4.1.1 Demographic Analysis of Respondent Profile

Figure 4.1
Respondent’s gender

Male

Female

Source: Created for research purpose

Based on Figure 4.1 above, 32.7% (126 respondents) of male respondents
and 67.3% (259 respondents) of female respondents participated in our
study. The number of female respondents is shown to be higher than male
respondents as women may be more interested in fashion-related topics than

men, hence having a higher participation rate as compared to men.
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Figure 4.2
Respondent’s age

18-20

21-23

ro
£
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Source: Created for research purpose

Figure 4.2 shows that respondents of age 21-23 years old stand the highest
percentage, which is 64.2% (247 respondents) of all respondents, followed
by 28.6% (110 respondents) of respondents aged 18-20 years old and 7.3%
(28 respondents) of respondents aged 24-26 years old. Most of the

respondents are at 21-23 years old because most are university students.

Figure 4.3
Respondent’s race

Iban —

Indian

Chinese

Malay

Source: Created for research purpose

As shown in Figure 4.3, Malay respondents and Chinese respondents are
almost equal percentages, with a percentage rate of 46.2% (178 respondents)
and 45.2% (174 respondents), respectively. On the other hand, there are 5.7%
(22 respondents) of Indian respondents and 2.9% (11 respondents) of other

races.
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Figure 4.4
Respondent’s location

Kedah =

A Pulau Pinang
Sabah —
y
Johor
Sarawak
Kuala Lumpur Selangor
/ Negeri Sembilan
/ Melaka
y Pahang
Perak
Perlis

Source: Created for research purpose

Figure 4.4 is a pie chart for the location of respondents. It is shown that
Perak respondents had the highest percentage rate at 32.5% (84 respondents).
Meanwhile, Kedah and Kelantan respondents have the lowest percentage

rate of 0.45% (2 respondents).

Figure 4.5
Respondent’s occupation

Part-time o

Full-time

Student

Source: Created for research purpose

Based on the pie chart for the occupation of the respondents in Figure 4.5,
most of the respondents are students at a percentage of 80.5% (310
respondents). On the other hand, 15.3% (59 respondents) of respondents
work full-time, and 4.2% (16 respondents) work part-time.
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Figure 4.6
Respondent’s current education level

Secondary School -

STPM/Foundation/

Postgraduate

Undergraduate

Source: Created for research purpose

Figure 4.6 shows that most of the respondents in this study have a current
education level undergraduate with a percentage of 69.9% (270
respondents), followed by respondents with STPM/foundation at 24.9% (96
respondents), secondary school at 2.6% (10 respondents), postgraduate at

2.1% (8 respondents), and 0.5% of A-level (1 respondent).

Figure 4.7
Respondent’s monthly income/allowance

RM1000 - RM2999

RMS5000 and

RM3000 - RM4999

Less than RM1000

Source: Created for research purpose
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As shown in figure 4.7 of monthly income/allowance of respondents, there
15 69.1% (266 respondents) of respondents have monthly income/allowance
lesser than RM 1000, 21% (81 respondents) of RM1000-RM2999, 8.1% (31
respondents) of RM3000-RM4999, and 1.8% (7 respondents) of RM5000

and above.

Figure 4.8
Respondent’s experience with buying second-hand clothing

Yes No

Source: Created for research purpose

Based on Figure 4.8 above, almost half of the respondents have experience
in buying second-hand clothing 49.9% (192 respondents), and another half
50.1% (193 respondents) of the respondents have no experience in buying
second-hand clothing. This result shows that there are quite a number of

Generation Z individuals that have experience with second-hand clothing.
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4.2 Scale of Measurement

4.2.1 Reliability Test

A reliability test is conducted with the 385 responses collected, and the
findings are summarised in Table 4.1. Based on Cronbach’s Coefficient
Alpha value, the dependent variable, which is PI, has an Alpha value of
0.876 and it is considered excellent and high reliability. Besides, the
independent variables gained highly reliable results as well, with the result
of ATT (0.878), SI (0.888), PBC (0.888), ENV (0.909) and ECV (0.885)
(Daud et al., 2018).

Table 4.1
Reliability Test Result
Variables No. of Items Cronbach's Results
Coefficient
Alpha
Dependent PI 5 0.876 Highly
Variable Reliable
(DV)
Independe ATT 5 0.878 Highly
nt Reliable
Variables
(IVs) ]
SI 5 0.888 Highly
Reliable
PBC 5 0.888 Highly
Reliable
ENV 5 0.909 Highly
Reliable
ECV 5 0.885 Highly
Reliable

Source: Created for research purpose
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4.3 Inferential Analysis

4.3.1 Pearson Correlations Coefficient Analysis

Based on Table 4.2, the dimension of PI is positively correlated with ATT
(r=0.790), SI (r=10.672), PBC (r = 0.625), ENV (r=0.521) and ECV (r =
0.730). Results show that the Pearson correlation scores of ATT and ECV
fall under a strong correlation with PI. On the other hand, SI, PBC and ENV
has a moderate correlation with PI as their score is lower than 0.7

(Meghanathan, 2016).

Table 4.2
Pearson Correlations Coefficient Analysis Result

ATT SI PBC ENV ECV PI
ATT 1.0
SI 704 1.0
PBC .659 750 1.0
ENV 466 364 451 1.0
ENV .643 534 573 677 1.0
PI .790 672 625 521 730 1.0

**_ Correlation is significant at the 0.01 level (2-tailed).

Source: Created for research propose

4.3.2 Multiple Regression Analysis

According to Table 4.3, the variables of ATT, SI, PBC, ENV and ECV
together exhibited a significant correlation of R = 0.850 and R Square =
0.723. These five variables together explain 72.3% of the total variance in

PI of second-hand clothing.
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Table 4.3
Model Summary

Model R R Square Adjusted R Square Std. Error of
the Estimate

1 0.850 0.723 0.719 2.72320

Source: Created for research propose

According to table 4.4, the F Value is 197.573 with the significant value <
0.001 is less than 0.05. Meaning that the five independent variables (ATT,
SI, PBC, ENV & ECV) are able to predict the dependent variable (PI).

Table 4.4

ANOVA Result Test

Model Sum of df Mean F Sig.
Squares Square

1 Regression 7325.828 5 1465.166  197.573 <0.001

Residual 2810.598 379 7416

Total 10136.426 384

Source: Created for research purpose

Based on the results from Table 4.5, standardised coefficients of the
independent variables show that ATT has the strongest effect on the
dependent variable (B = .439), which is followed by the ECV (B =.338) and
SI (B =.172). When significance tests are considered, it is shown that ATT,
SI and ECV (p <.001) exhibits a significant correlation on the PI of second-
hand clothing. On the other hand, the significant value for PBC (f = .975)
and ENV (B = .510), both of the independent variables do not show a
significant correlation with the PI of second-hand clothing. Consequently,

the following is the multiple regression equation:
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PI=-2.445 + 0.507(ATT) + 0.192(SI) + 0.398(ECV)

Whereby,

PI = Purchase Intention
ATT = Attitude

SI = Social Influence

ECV = Economic Value

Table 4.5
Coefficients of Equation

Coefficients
Mo Unstan Coeffi Stand t Sig. Colli  Statist
del dardiz cients ardize neari ics
ed B Std.Er d ty VIF
ror Coeffi Tole
cients ranc
Beta e
1 (Consta  -2.445 770 -3.176 .002
nt)
ATT .507 .050 439 10.171 <.001 .393 2.546
SI .192 .051 172 3.794 <.001 .356 2.808
PBC .001 .047 .001 .032 975 379 2.640
ENV .033 .050 .024 .659 510 531 1.884
ECV .398 051 338 7.817 <.001 .391 2.559

a. Dependent Variable: PI

Source: Created for research purpose

4.4 Conclusion

In conclusion, Chapter 4's tests and analyses are used to examine and interpret the
results of the data that had been collected. All of the tests and analyses were done

using the Version 29.0 IBM SPSS Statistics and summarised in pie charts and tables.
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CHAPTER S: DISCUSSION, IMPLICATIONS AND
CONCLUSION

5.1 Introduction

The discussions of the key findings, implications, and recommendations will be
covered in this chapter. This research's theoretical and practical implications will
be examined at, and recommendations will be made to improve the limitations in

our research.

5.2 Discussions of Findings

The summary of the hypotheses testing was developed in table 5.1.

Table 5.1
Summary of the hypotheses testing results

Hypothesis Significant Result
Value

| |
HI1: ATT positively influences Generation Z’s PI <0.001 Supported
towards second-hand clothing.

| | |
H2: SI positively influences Generation Z’s PI <0.001 Supported

towards second-hand clothing.

H3: PBC positively influences Generation Z’s PI 0.975 Not
towards second-hand clothing. Supported
| | |

H4: ENV positively influences Generation Z’s PI 0.510 Not
towards second-hand clothing. Supported

| | |
HS5: ECV positively influences Generation Z’s PI <0.001 Supported

towards second-hand clothing.

Source: Created for research purpose
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H1: ATT will positively influence Generation Z’s PI towards second-hand

clothing.

Based on the findings, H1 is supported as H1’s P-value is lesser than 0.05. This
proves that ATT has an effect on Generation Z’s PI towards second-hand clothing.
This finding is compatible with past studies by Rendel (2021) and Kaur and
Bhardwaj (2021), which found that attitude has a significant influence on a person’s
PI for second-hand clothing. This is because a person is more prone to purchasing
second-hand clothing when they perceive it positively, especially those with
experience in buying second-hand clothing and who have a good experience with it
will have a higher chance of forming a positive attitude towards second-hand
clothing (Silva et al., 2021). As more Generation Z’s individuals are buying second-

hand clothing, their ATT towards second-hand clothing improves consequently.

H2: SI will positively influence Generation Z’s PI towards second-hand

clothing.

The finding that SI’s P-value is lower than 0.05 indicates that SI affects Generation
Z's intention to purchase second-hand clothing. H2 is supported by a positive
relationship between SI and PI. In addition, it is consistent with the findings of Koay
et al. (2022), who found that when consumers are deciding whether to purchase
second-hand clothing, they will consider what their social circle thinks about it.
While the opinion given by the social circle will indirectly affect their attitude
towards second-hand clothing, bringing a significant influence on the PI (Seo &
Kim, 2019). Pujadas-Hostench et al.’s findings also support that SI has a significant
relationship with the PI of second-hand clothing. Consequently, the peers' social
influence will affect the consumer's PI if the peers of the consumers have a
favourable view towards second-hand clothing and will encourage the consumers

to buy.

39



Factors Influencing Generation Z’s Purchase Intention of Second-Hand Clothing in Malaysia

H3: PBC will positively influence Generation Z’s PI towards second-hand

clothing.

The P-value for PBC is higher than 0.05, indicating that PBC does not significantly
influence PI, hence H3 is not supported. It is a surprising result as it is contradictory
to our assumption, and earlier studies have indicated that PBC and PI have a
significant positive relationship (Tewari et al., 2022). From our results, although
the respondents are aware of the information, and have the source and ability to
purchase second-hand clothing, they did not show a strong intention to buy second-
hand clothing. One contributing factor could be the second-hand clothing related
information obtained and the perceived control of the customer could not overcome
the negative thoughts towards second clothing, such as hygiene issues and the
concern towards the previous owner of the clothing, although the customers are
aware of the second-hand clothing’s origin, their perceived barriers are restraining
them from buying second-hand clothing (Wang et al., 2022). Thus, customers fail
to convert their concerns into purchase motivations when considering the product's
negative issues (Aitken et al., 2020). It is also supported by research done by Tran
et al. (2022) on the PI of eco-friendly fashion; their study showed that perceived
behavioural control only causes a moderate effect on PI, Generation Z might have
enough knowledge of eco-friendly clothing, but only customers who have free time

and extra financial resources are willing to purchase.

H4: ENV will positively influence Generation Z’s PI towards second-hand

clothing.

Due to the P-value > 0.05, H4 is not supported. This means that ENV does not show
a significant effect on the PI of Generation Z towards second-hand clothing. This
finding does not support Tran et al.’s (2022) study, which indicated that Generation
Z consumers are critical towards eco-friendly clothing due to their rising enthusiasm
for sustainability and the value of environmental support. This is because, according
to Wang et al. (2022), the overall environmental awareness and awareness of
specific environmental concerns in the apparel sector are generally quite different.
This means that a person who is aware of broad environmental issues might not be

aware of the environmental issues produced by garment production and textile
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waste. Hence, although Generation Z is aware of environmental issues in general,
they may not purchase second-hand clothing to protect the environment but rather
for other purposes such as value for money or need for uniqueness. This is true as
Generation Z’s consumers who may have lesser income may prioritise the monetary

value of clothing over the environmental benefit.

HS: ECV will positively influence Generation Z’s PI towards second-hand

clothing.

Results show that HS is supported as the P-value is lower than 0.05. Research shows
the ECV of second-hand clothing tends to have the strongest influence on
consumers’ PI; consumers will be motivated when they can purchase more pieces
of clothes or purchase at a lower price (Ek Styvén & Mariani, 2020). A similar study
also showed a favourable correlation between price sensitivity and willingness to
purchase eco-friendly goods (Walia et al., 2020). Therefore, we could explain that
the ECV of second-hand clothing is essential for Generation Z since 69.1% of our
respondents have less than RM1000 in monthly income. A study done by
Cernicova-Buca (2022) also showed that the cost of products is very important for
students as they have a tighter budget. Therefore, ECV will positively impact

Generation Z’s PI towards second-hand clothing, and our assumption is supported.

5.3 Implications of the Study

5.3.1 Theoretical Implications

Theory of Planned Behaviour is used as its theoretical framework in this
research to study the factors influencing Generation Z’s purchase intention
of second-hand clothing in Malaysia. There are 5 independent variables
employed in the study, which are ATT, SI, PBC, ENV and ECV, that
influence the dependent variable, PI of Generation Z in Malaysia towards
second-hand clothing. ATT, SI and ECV are shown to have a positive

significant influence towards Generation Z’s PI of second-hand clothing.
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On the other hand, PBC and ENV have no significant influence on the PI of

Generation Z in Malaysia.

The theoretical framework of this study can be a guide for future researchers
to conduct their research on relevant topics. This study can provide insights
into the Theory of Planned Behaviour’s applicability in the context of
Generation Z's PI towards second-hand clothing in Malaysia and the
importance of each independent variable in predicting PI. Researchers can
understand the reason why some independent variables have a significant
influence on the PI of second-hand clothing, and some independent
variables have no significant influence but may be significant in other
contexts of another study. Besides that, due to previous research that only
focuses on the PI of second-hand clothing for the general Malaysian
population, the finding of this study may provide a more specific opinion on

a certain generation.

5.3.2 Practical Implications

Since HI is supported, it has been proven that ATT positively influences
Generation Z's PI towards second-hand clothing in Malaysia. With the
importance of attitude in mind, policymakers can encourage better attitudes
regarding second-hand clothing by informing people about the benefits of
buying and wearing second-hand clothing through awareness programs,
workshops, and social media posts. Moreover, fashion industry practitioners
may utilise this finding to customise their marketing tactics to Generation Z
buyers. Practitioners can relate to the views of Generation Z customers and
enhance their PI by stressing the good qualities of second-hand clothes, such
as their affordability and sustainability. Companies can also provide loyalty
programmes to promote repeat purchases and establish an enjoyable
shopping experience that encourages favourable views regarding second-
hand clothing. Not only that, but practitioners may guarantee that the

second-hand clothes they sell are of great quality and fit the expectations of
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this generation. This may be accomplished by employing quality control
procedures such as thorough cleaning and fixing of clothing items and
ensuring that the clothing is correctly displayed and promoted to catch

Generation Z buyers' attention.

Besides, practitioners such as second-hand clothing sellers should be aware
of the effect of SI towards the purchase intention of the customers, as the
findings of this research show that SI positively affects the PI of second-
hand clothing. Second-hand clothing sellers and marketers could use the
word-of-mouth marketing technique to spread beneficial content to educate
customers on the information and benefits of second-hand clothing,
ultimately increasing customers’ engagement. They could encourage their
existing customers to create user-generated content (UGC) to share their
experiences and opinions of second-hand clothing with their friends and
family members and recommend them to purchase. Special referral
promotions could be given to the customers if they recommend second-hand
clothing stores to their friends. Word-of-mouth recommendations among
customers will effectively create a positive attitude and attachment towards
second-hand clothing. The government could also collaborate with the
media and create educational content to spread the advantages of purchasing
second-hand clothing and lower the negative thoughts of customers towards

second-hand clothing.

Moving on, ECV of second-hand clothing also has a significant impact
towards Generation Z’s PI. Practitioners could utilise effective pricing
strategies to quote the price for second-hand clothes. They could categorise
the clothing according to the conditions and types of the clothes and use
different tactics such as bundle pricing or second-item discount pricing to
increase the perceived economic value for the customers. It is also critical
to ensure that second-hand clothing is sold at an affordable price so that
people on a budget can afford to purchase it. Moreover, policymakers could
also encourage people, such as students and housewives, to sell their
second-hand clothing by emphasising the economic value of the clothing.

Government policies and regulations can also support the second-hand
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clothing industry, such as providing tax incentives for companies that sell
second-hand clothing to encourage more people who wish to establish

second-hand clothing or item stores.

Contrarily, the findings in our study indicated that PBC and ENV have no
significant effect on the PI of second-hand clothing; however, past research
has indicated that these two variables have a considerable impact on the PI
of second-hand clothing. Therefore, practitioners could implicate the PBC

of the customers and the ENV of second-hand clothing.

To encourage more customers to purchase second-hand clothing,
practitioners could leverage the PBC concept. Past literature showed that
PBC strongly impacts the PI of second-hand clothing. Firstly, customers
may feel more in control of their abilities to purchase second-hand clothing
if second-hand clothing sellers provide them with sufficient information and
services related to second-hand clothing. Sellers and marketers could post
information about their store, such as an address, operating hours and photos
related to their store, on social media or online so that customers can get the
information quickly, consequently increasing the perceived control over
their ability to purchase second-hand clothing. Moreover, practitioners
could also enhance the customer’s PBC by providing a great second-hand
clothing shopping experience; sellers could provide services such as
convenient in-store displays, fitting room, clothing alteration and styling
advice to customers to reduce their perceived barriers to second-hand
clothing and creating a welcoming atmosphere that customers would like to
visit again. Collaborating with influencers will also be a good way for
marketers to spread positive information about second-hand clothing and
lower the perceived barriers of second-hand clothing of customers.
Customers might feel more empowered and driven to purchase if the

influencers they follow also encourage them to do so.

ENV is also an important aspect to consider when it comes to second-hand
clothing. Policymakers and practitioners should take into account the

importance of environmental awareness that may influence an individual’s
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PI of second-hand clothing. Policymakers and fashion industry practitioners
should collaborate to expand the availability of high-quality second-hand
clothing by establishing more second-hand clothing outlets, raising donation
incentives, and introducing quality control procedures in an effort to reduce
the amount of clothing that goes to waste. Other than that, a collaboration
between businesses in the second-hand clothing sector, such as thrift stores,
and other fashion industries, such as fashion designers or fast fashion
retailers, should also be formed to produce more distinctive and sustainable
clothing alternatives that appeal to the environmentally concerned. For
example, fashion designers can design clothing that makes use of second-
hand clothing. Fast fashion retailers may also produce clothing made out of

recycled material.

5.4 Limitations of the Study

One of the limitations of the study is that it did not include independent variables
that focus on lifestyle influence. According to the Theory of Planned Behaviour,
ATT, ST and PBC are essential elements in predicting behaviour, and these variables
were included in the study. Yet, lifestyle influence can also play a role in forming
behaviour because it includes aspects such as personal beliefs, interests, and
routines. For example, a Generation Z person who appreciates fashion trends and
searches for distinctive clothing styles may have a higher intention to buy second-
hand clothing to demonstrate their originality. Hence, the study's limitation of not
incorporating lifestyle-related independent variables may restrict the study's
generalisation ability and create an inadequate summary of the variables affecting

Generation Z's PI of used clothing in Malaysia.

Another limitation is that most of the respondents are students. According to our
descriptive analysis, 80.5% of the respondents are students, and most of them have
income less than RM 1000, while there are only 19.5% of full-time and part-time
workers. Consequently, it might not be enough to represent the whole Generation

Z population as a whole. Since the survey questionnaire was distributed among
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university students in UTAR and through social media, it is unavoidable to reach
more university students. Therefore, the focus of the respondents towards students
will affect the outcome of the study because income level and occupation could be

the crucial factors to affect the PI of second-hand clothing.

5.5 Recommendations for Future Researches

Since the study lacked independent variables related to lifestyle factors, future
researchers should consider including independent variables such as personal
beliefs, interests, and routines to provide a more complete understanding of the
factors that influence Generation Z's PI of second-hand clothing. Besides that,
future researchers can perform separate research on different independent variables
to better understand their impact on PI towards second-hand clothing. For example,
research may be done on fashion trend impact on second-hand clothing PI, which

can be relatable to Generation Z as they are known to follow trends.

To overcome the second limitation, future researchers are urged to work harder to
ensure that every group of individuals under Generation Z is targeted in the research
survey. Future researchers should balance the proportion of respondents in each
demographic group, such as full-time employees, part-time employees and students.
Another strategy is only to target a particular group, such as students, who might
have similar backgrounds and experiences. This would make it simpler to get data
that is more accurate and reflective of the target population as a whole. Future
researchers could improve their studies by ensuring that survey results are more
accurate and that they provide a thorough picture of the purchase intention of the

target population.
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5.6 Conclusion

In a nutshell, the purpose of this study is to examine the variables affecting
Generation Z's intention to buy second-hand clothing. The results of the study have
been analysed, and we believe that they will help future researchers and
practitioners gain a better understanding of what drives Generation Z to purchase
second-hand clothing. The limitations and suggestions of this study were also

provided in order to aid future researchers in improving their research.
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Appendixes

Appendix 3.1: Questionnaire

FACULTY OF BUSINESS AND FINANCE
BACHELOR OF MARKETING (HONS)
UNDERGRADUATE FINAL YEAR PROJECT [FYP]

Title of Topic: Factors influencing Generation Z’s purchase intention of second-

hand clothing in Malaysia.

Questionnaire

Dear Respondents,

We are the final year undergraduate students who are currently pursuing Bachelor
of Marketing (HONS) from Universiti Tunku Abdul Rahman (UTAR). We are
conducting a research project which is entitled “Factors influencing Generation Z’s
purchase intention of second-hand clothing in Malaysia.”. This research aims to
investigate the second-hand clothing industry in Malaysia and the factors

influencing Generation Z’s purchase intention of second-hand clothing.

This questionnaire consists of a total of 38 questions, 30 to investigate the purchase
intention of second-hand clothing and 8 demographic questions will also be asked
for assurance and to ensure the validity of the study. You will need to take around
10 minutes to complete the whole questionnaire. Please be assured that all personal
information and responses will remain private and confidential. Your participation

is highly appreciated. For further inquiries, please contact us via the email below.

Thank you in advance.
Sincerely,

Ng Ting Xuan, 19ABB03196
Kho Wen Yi, 19ABB02641
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Research Title:
Factors influencing Generation Z’s purchase intention of second-hand clothing in

Malaysia.

Instructions:
1. There are two (2) sections in this questionnaire. Please answer all
questions in all sections.
2. Completion of this form will take you around 10 minutes.

3. The content of this questionnaire will be kept strictly confidential.

Screening Question

1. Are you aged between 18 to 26?

Yes — Please proceed.

No — End of survey, thank you for participating.

Section A: Demographic Questions

Please  tick the following answer box for each  question.

1. Gender

Female

Male
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2. Age

18-20

21-23

24-26

3. Race

Malay

Chinese

Indian

Other

If Other, please specify:

4. Location (State)

Kuala Lumpur

Labuan

Putrajaya

Johor

Kedah

58



Factors Influencing Generation Z’s Purchase Intention of Second-Hand Clothing in Malaysia

Kelantan

Malacca

Negeri Sembilan

Pahang

Pulau Pinang

Perak

Perlis

Sabah

Sarawak

Selangor

Terengganu

5. Employment Status

Full-time

Part-time

Student

Other

If Other, please specify:
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6. Current Educational Level

Secondary School

STPM/Foundation/Diploma

Undergraduate (Degree)

Postgraduate

Other

If Other, please specify:

7. Monthly Allowance/ Monthly Income

Less than RM1000

RM1000 - RM2999

RM3000 - RM4999

RM5000 and above

8. Do you have experience in buying second-hand clothing?

Yes

No

Section B: Factors influencing Generation Z’s purchase intention of second-

hand clothing in Malaysia
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Please indicate your degree of agreement on the following statements by circling

the numbers given ranging from: Strongly Disagree = 1, Disagree = 2, Neutral = 3,

Agree =4, Strongly Agree =5

Attitude
No. Questions Strongly | Disagree | Neutral Agree | Strongly
Disagree Agree
ATT |I gain benefits from 1 2 3 4 5
1 purchasing  second-hand
clothing.
ATT |1 think that it is a wise 1 2 3 4 5
2 decision to  purchase
second-hand clothing.
ATT |1 have a favorable attitude 1 2 3 4 5
3 towards second-hand
clothing.
ATT |1 believe that second-hand 1 2 3 4 5
4 clothing is valuable.
ATT [I am satisfied when I 1 2 3 4 5
5 purchase second-hand
clothing.
Social Influence
No. Questions Strongly | Disagree | Neutral | Agree | Strongly
Disagree Agree
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SI1

My family encourages me
to purchase second-hand

clothing.

SI2

My friends encourage me
to purchase second-hand

clothing.

SI3

The experience of my peers
will affect my decision to
purchase second-hand

clothing.

SI4

Social media will influence
me to purchase second-

hand clothing.

SIS

The trend of buying

second-hand clothing
among people around me is

increasing.

Perceived behavioural Control

No.

Questions

Strongly

Disagree

Disagree

Neutral

Agree

Strongly
Agree

PBC1

Online information has
helped me to learn about

second-hand clothing.

1

5

PBC2

I know the platforms to
purchase second-hand

clothing.
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PBC3

I have the necessary

knowledge to purchase

second-hand clothing.

PBC4

I have the necessary skills to
purchase second-hand

clothing.

PBCS

I can make my own decision
when purchasing second-

hand clothing.

Environmental Value

No.

Questions

Strongly

Disagree

Disagree

Neutral

Agree

Strongly
Agree

ENV1

I believe that second-hand
clothing helps to save

natural resources.

1

5

ENV2

I believe that second-hand
clothing has a positive
impact on the environment
as it lengthen the life of a
clothing.

ENV3

I believe that second-hand
clothing is

environmentally friendly.
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ENV4 |1 believe that purchasing 1 2 3 4 5
second-hand clothing can
reduce clothing waste.
ENVS | My purchase of second- 1 2 3 4 5
hand clothing will
positively  affect  the
environment and other
consumers.
Economic Value
No. Questions Strongly | Disagree | Neutral Agree | Strongly
Disagree Agree
ECV | I save money by purchasing 1 2 3 4 5
1 second-hand clothing.
ECV [ The price of clothing is an 1 2 3 4 5
2 important factor for me.
ECV (1 think that second-hand 1 2 3 4 5
3 clothing is worth my money.
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ECV (I can buy more things 1 2 3 4 5
4 because I pay lesser when
shopping for second-hand
clothing.
ECV |1 can purchase branded 1 2 3 4 5
5 clothing with a lower price
when it is second-hand.
Purchase Intention
No. Questions Strongly | Disagree | Neutral Agree | Strongly
Disagree Agree
PI1 | I consider to buysecond-hand 1 2 3 4 5
clothing in the future.
PI2 [ I intend to purchase second- 1 2 3 4 5
hand clothing.
PI3 [ I consider purchasing second- 1 2 3 4 5
hand clothing if I see them in
stores.
PI4 [ I plan to visit thrift stores to 1 2 3 4 5
purchase second-hand clothing
in the future.
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PI5 | The probability that 1 will 1 2 3 4
purchase second-hand clothing

is high.
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Appendix 4.1: Respondent Demographic Profile

Gender
Cumulative
Frequency Percent  Valid Percent Percent
Valid  Female 259 67.3 67.3 67.3
Male 126 32.7 I 100.0
Total 385 100.0 100.0
Age
Cumulative
Frequency Percent  Valid Percent Percent
Valid  18-20 111 28.8 28.8 28.8
21-23 246 63.9 63.9 92.7
24-26 28 753 7.3 100.0
Total 385 100.0 100.0
Race
Cumulative
Frequency  Percent  Valid Percent Percent
Valid  Malay 178 46.2 46.2 46.2
Chinese 174 452 452 91.4
Indian 22 57 57 971
Other 11 29 29 100.0
Total 385 100.0 100.0
Location
Cumulative
Frequency Percent  Valid Percent Percent
Valid  Kuala Lumpur 21 55 55 55
Johor 31 8.1 8.1 135
Kedah 17 44 4.4 17.9
Kelantan 2 h) 5 18.4
Malacca 12 31 31 21.6
Negeri Sembilan 6 1.6 1.6 231
Pahang 14 3.6 3.6 26.8
Pulau Pinang 84 21.8 21.8 48.6
Perak 125 325 325 81.0
Perlis 6 1.6 1.6 82.6
Sabah 10 26 26 85.2
Sarawak 10 2.6 2.6 87.8
Selangor 45 11.7 11.7 995
Terengganu 2 5 5 100.0
Total 385 100.0 100.0
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Employment_Status

Cumulative
Frequency Percent Valid Percent Percent
Valid  Full-time 59 15.3 15.3 15.3
Part-time 16 42 42 19.5
Student 310 80.5 80.5 100.0
Total 385 100.0 100.0
Current_Education_Level
Cumulative
Frequency Percent  Valid Percent Percent
Valid Secondary School 10 26 2.6 26
STPM/Foundation/Diploma 97 25.2 25.2 27.8
Undergraduate (Degree) 269 69.9 69.9 97.7
Postgraduate 8 21 2.1 99.7
Other 1 Z) :3 100.0
Total 385 100.0 100.0
Monthly_Allowance_or_Monthly_Income
Cumulative
Frequency Percent  Valid Percent Percent
Valid Lessthan RM1000 265 68.8 68.8 68.8
RM1000-RM2999 82 21.3 21.3 801
RM3000-RM4999 k) 8.1 8.1 98.2
RM5000 and above 7 1.8 1.8 100.0
Total 385 100.0 100.0

Do_you_have_experience_in_buying_second_hand_cloth

ing
Cumulative
Frequency Percent Valid Percent Percent
Valid  Yes 192 499 499 499
No 193 501 50.1 100.0
Total 385 100.0 100.0
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Appendix 4.2: Pearson Correlation Coefficient

Correlations

Perceived_Beh
Social_Influenc  avioural_Contr ~ Environmental =~ Economic_Val = Purchase_Inte

Attitude e ol _Value ue ntion
Attituce Pearson Correlation 1 7047 659" 466" 643" 790"
Sig. (2-tailed) <001 <001 <001 <001 <001
N 385 385 385 385 385 385
Social_Influence Pearson Correlation 704" 1 750" 364" 5347 672"
Sig. (2-tailed) <.001 <001 <001 <.001 <.001
N 385 385 385 385 385 385
Perceived_Behavioural_Co  Pearson Correlation 659" 750" 1 451" 573" 625"
ntrol Sig. (2-tailed) <001 <001 <001 <001 <001
N 385 385 385 385 385 385
Environmental_Value Pearson Correlation 466" 364" 451" 1 677" 5217
Sig. (2-tailed) <.001 <.001 <001 <001 <001
N 385 385 385 385 385 385
Economic_Value Pearson Correlation 643" 5347 5737 677 1 7307
Sig. (2-tailed) <.001 <.001 <001 <001 <001
N 385 385 385 385 385 385
Purchase_Intention Pearson Correlation 790" 672" 625" 5217 7307 1
Sig. (2-tailed) <.001 <001 <001 <001 <001
N 385 385 385 385 385 385

** Correlation is significant atthe 0.01 level (2-tailed).
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Appendix 4.3: Multiple Regression Analysis

Model Summany®

Change Statistics

Adjusted R Std. Error of the R Square
Model R R Square Square Estimate Change F Change dft df2 Sig. F Change

1 8507 723 719 2.72320 723 197.573 5 379 <.001
a. Predictors: (Constant), Economic_Value, Social_Influence, Environmental_Value, Attitude, Perceived_Behavioural_Control
h. Dependent Variahle: Purchase_Intention

ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 7325.828 5 1465166  197.573 <.001°
Residual 2810.598 379 7.416
Total 10136.426 384

a. Dependent Variable: Purchase_Intention

h. Predictors: (Constant), Economic_Value, Social_Influence, Environmental_Value,
Attitude, Perceived_Behavioural_Control

Coefficients®
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Model B Std. Error Beta t Sig. Tolerance VIF
1 _(Constant) -2.445 770 -3.176 .002
Attitude 507 .050 439 10171 <.001 1393 2.546
Social_Influence 192 .051 72 3.794 <.001 356 2.808
Perceived_Behavioural_Co .001 047 .001 032 975 379 2640
ntrol
_Environmental_Value 033 .050 024 659 510 531 1.884
Economic_Value .398 .051 .338 7.817 <.001 2391 2.559

a. Dependent Variable: Purchase_Intention
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