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ABSTRACT 

 
Traditionally, second-hand clothes (SHC) are viewed as non-valuable items that exclusively belong to the 
lower social class. Today, SHC have become a new global fashion trend and a new business phenomenon. 
This study explores the effect of acculturation attitudes on SHC adoption intention and behavior. The survey 
outcomes from 300 Indonesian respondents show that proactive and reactive attitudes affect SHC adoption 
intention and behavior differently. In addition, intention is found to significantly affect SHC buying behavior. 
In this article, we discuss these findings and implications. The findings of this study are important because 
the SHC phenomenon is increasing significantly and SHC are predicted to become even more popular in the 
years to come.  
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1. INTRODUCTION 
 
Although the modern form of globalization began at the beginning of the 19th century (O’Rourke 
& Williamson, 2004), the integration and liberalization of global financial markets did not start 
until 1990 (Rajan, 2001). Such liberalization allows developing countries to access capital flows 
from the global community (World Bank, 2000) to create an efficient market and to improve the 
income level and living standard of their citizens (Kapila, 2002). In addition, globalization offers 
the free influx of information (Collins, 2005) which improves intercultural connectivity (Osland, 
2003) and generates homogeneous global consumer consumption patterns (Manrai & Manrai, 
2011), such as second-hand, Western style clothes adoption (Wisnuwardhani et al., 2015).   
 
Watson et al.’s (2016) study on the used clothes industry in Nordic countries found that second-
hand clothes offer environmental and social-economic benefits to global society. Environmentally, 
SHC help the planet by reducing water consumption by 18 billion gallons of water and eliminating 
nearly 200,000 tons of CO2 annually by offsetting the production of new textile materials. SHC 
also save precious space by reducing unused clothes landfill, as well as reducing noise pollution 
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from textiles machineries, exploitation of animals, over usage of natural resources, the disturbance 
of the ecological balance and more importantly, food contamination because of the overuse of 
chemicals when dyeing textiles (Challa, 2018). Socio-economically, SHC produce new jobs, 
improve government revenues and encourage creativity (Watson et al., 2016). In addition, SHC 
save money, offer unique, rare and vintage products (Herjanto et al., 2016) and help people 
maintain a stylish appearance (Yan et al., 2015) and higher self-image (Tian et al., 2001).  
 
As a response to such benefits, consumers have developed a higher demand for SHC and 
consequently, global SHC sales is expected to reach USD 400 billion by 2022 (Van Elven, 2018). 
Kestenbaum (2018) argues this trend is predicted to grow more quickly in the years to come. The 
trend shows that SHC have become an important new global business phenomenon (Herjanto et 
al., 2016) and attracted scholars to investigate SHC from different angles. For example, Toplis 
(2010) took the initiative to explore the history of SHC. Scholars have also examined the 
challenges in adopting SHC (Chalhoub, 2012), disposal SHC behavior (Farrant et al., 2010) and 
consumer motivation to purchase SHC (Herjanto et al., 2016). Despite these efforts, however, the 
findings are inconclusive (Felix et al., 2013) and only touch the tip of this phenomenon (Na’ameh 
& Al Huban, 2012). Thus, to have a better understanding, SHC investigation should be extended 
(Herjanto et al., 2016). 
 
The present study, therefore, aims to answer the above call to expand the understanding of the SHC 
phenomenon by investigating the effect of acculturation attitude on SHC adoption intention and 
behavior. This study is organized as follows: first, we present a brief discussion on the SHC trend 
in Indonesia, along with the concepts of acculturation attitude. Second, we offer our hypotheses. 
Third, we discuss our methodology. Fourth, we present a discussion on our findings and lastly, we 
provide our conclusion, limitations of this study and future research directions.  
 
 

2. LITERATURE REVIEW 
 

2.1. SHC in the Indonesian context 
 
Because of high global commodity prices and high domestic household consumption (World Bank, 
2017a), Indonesia, the world’s fourth most populated nation, experienced an increased 5.1% GDP 
in 2017 and is expected to maintain this growth in the years ahead (IMF, 2018). In total, 43% of 
total household consumption is generated by the Indonesian middle-class (World Bank, 2017b) 
and on average, they spend approximately 58% of their disposable income on leisure and small 
luxury items (Nikkei Asian Review, 2015) such as cheap Chinese brand smartphones, coffee at 
Starbucks (Sharpe, 2014) and branded SHC (Karimah & Syafrizal, 2014).   
 
According to the 2015 annual report of the Indonesian Ministry of Trade, Indonesia imported SHC 
from France, Singapore, the Netherlands, the U.S.A. and South Korea, with a value of USD 3.3 
million. This data shows that Indonesian people do not view SHC as low-level fashion; rather, they 
view SHC as a tool that allows them to follow the modern global fashion trend and consequently, 
customers from different backgrounds, including top artists, comfortably wear SHC in the public 
arena (Saputra, 2015). According to Wisnuwardhani et al. (2015), a combination of existing 
supply, access to information and customer psychology generate the high demand and popularity 
of SHC. 
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Although these dimensions are important and inseparable, Ryding et al. (2017) suggest that the 
dimension of customer psychology, such as intention, serves as the most significant driver to 
increase SHC adoption. However, this dimension is unique and differs according to a customer’s 
attitude (Ajzen, 2011). Kjeldgaard (2002), Saffu and Walker (2006) and Gbadamosi (2012) argue 
that acculturation attitude is one of the most important attitudes to motivate customers’ adoption 
of SHC. Despite this, Gbadamosi (2012) notes that the study of acculturation attitude in the SHC 
context is imperfect and calls for future researchers to investigate it further. Thus, this research 
aims to extend our understanding of the SHC phenomenon by investigating the effect of proactive 
and reactive acculturation attitude in the context of Indonesia.  
 
2.2.  SHC Adoption behavior 
 
Our study refers to SHC as branded second-hand clothes, excluding gloves, underwear, shoes and 
jewelry. SHC adoption behavior is part of green purchase behavior (D’Souza et al., 2007) and is 
considered to be ethical behavior (De Pelsmacker et al., 2005). Herjanto et al. (2016) suggest that 
the history of SHC started in the mid-1300s and that SHC adoption is complex and multifaceted. 
According to Na’amneh and Husban (2012), one of the reasons for such complexities is that SHC 
adoption is related to individual internal and external psychological motivation. Internally, SHC 
adoption can be explained through identity theory. According to identity theory, an individual 
generally tries to portray him/herself as a unique individual that fits into a certain group or society 
(Stets & Burke, 2000). This theory asserts that the degree of an individual’s fitness with a preferred 
group guarantees his or her acceptability and survivability. Traditionally, SHC was exclusively 
consumed by the under-privileged class, however, in today’s society, SHC is perceived as a tool 
to show an individual’s creativity (Tanrisever, 2015) and uniqueness (Cervellon et al., 2012) and 
more importantly, it serves as a reflection of an individual’s support of the environment (Farrant 
et al., 2010). For example, by wearing SHC, an individual is viewed as an environmental supporter 
and therefore, he or she is accepted and welcomed by people or groups with similar views.  
 
On the other hand, subjective norm theory helps explain an individual’s external motivation to 
adopt SHC. According to this theory, an individual’s SHC adoption is dependent on the degree he 
or she perceives pressure from others (Wan et al., 2017). In other words, the more an individual 
perceives pressure to wear SHC, the greater the likelihood the individual will adopt SHC. Today, 
sustainable fashion campaigners have actively raised awareness of the benefits of SHC and more 
importantly, they work closely with high profile celebrities such as Sarah Jessica Parker and Drew 
Barrymore to encourage individuals to adopt SHC (ThredUp, 2016). Herjanto et al. (2016) argue 
that the combination of external and internal motivation shape and improve an individual’s positive 
attitude toward SHC adoption. 
 
Attitude refers to an individual’s favourable or unfavourable evaluation of SHC (Eagly & Chaiken, 
1993). According to grand consumer behaviour theories such as the Theory of Planned Behaviour, 
the Theory of Reasoned Action, Theory of Acceptance Model and the Theory of Trying, attitude 
is the chief psychological component that directly affects an individual’s intention and indirectly 
influences SHC adoption behaviour. Adopting new objects or behaviours require an individual’s 
social, psychological, financial and cultural adjustment (Avlonitis & Gounaris, 1997). Among 
these factors, Hansen (1999) suggests that transcultural adjustment is very important in producing 
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a positive attitude toward SHC. According to Berry (1992), this process of adaptation that 
accompanies culture is known as acculturation attitude.  
 
2.3.  Acculturation Attitude 
 
Acculturation refers to cultural adjustment and adaptation (Ebin et al., 2001). It occurs when both 
local and foreign residents find a cultural balance because of continuous interactions and exposures 
to each other’s culture (Berry, 2003). Berry (2005) suggests that acculturation can be both 
proactive and reactive. Proactive acculturation develops when individuals integrate or assimilate a 
new culture into their native culture, whereas reactive acculturation occurs when individuals 
separate from or deny the adoption of a new culture. These different dimensions of acculturation 
influence individuals’ motivation and behavior differently (Saffu & Walker, 2006). For example, 
in proactive acculturation, individuals tend to follow fashion trends such as consuming SHC, 
whereas in reactive acculturation, individuals tend to avoid fashion trends including the adoption 
of SHC.   
 
The concept of proactive acculturation is viewed as individuals’ high degree of openness and 
willingness to interact with, try and adopt new things. This definition shows that highly 
acculturated individuals attempt to assimilate into their new society by becoming more similar with 
others (Ogden et al., 2004). One of the easiest ways to assimilate into a new society is to adopt 
others’ behaviors, for example, how they speak and how they dress up (Connor et al., 2017). 
Adopting SHC allows such highly acculturated individuals to appear similar and to become more 
socially accepted. Because of such a positive experience, highly acculturated individuals tend to 
have a higher buying intention toward SHC. Thus, we hypothesize: 
 
H1a: Proactive acculturation positively affects SHC buying intention. 
 
By adopting SHC, highly acculturated individuals show their genuine motivation to become a new 
member of an adopted society. This willingness to become similar reduces anxiety, suspicion and 
uncertainty. According to Gaur et al. (2017), displaying such proactive acculturation helps 
individuals to gain a higher understanding of the society and such understanding enhances a sense 
of belongingness, respect and closer relationships. Because of such benefits, highly proactive, 
acculturated individuals ultimately have higher buying intentions toward SHC, which in turn 
generates SHC adoption behavior. Thus, we hypothesize:   
 
H1b: Proactive acculturation positively affects SHC buying behavior. 
 
Reactive acculturation demonstrates individuals’ resistance to or rejection of the adoption of a new 
culture (Owaka, 2015). For example, Presley and Campassi (2013) suggest that highly reactive 
acculturated individuals tend to have a lower intention to consume foreign clothing styles. 
According to Bilge (2012), such resistance occurred because reactive acculturation processes 
produce fear and feelings of exclusion, and to overcome this negative situation, individuals tend to 
consolidate and strengthen their own culture by adopting and revitalizing their traditions. To highly 
reactive acculturated individuals, the adoption of Western SHC is regarded as an attempt to replace 
their own tradition and a betrayal of and threat to their native culture. In other words, SHC adoption 
is seen as a threat to their survival that should be eliminated or rejected. Because of this perception, 
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highly reactive acculturated individuals develop a negative SHC buying behavior. Thus, we 
hypothesize: 
 
H2: Reactive acculturation negatively affects SHC buying behavior. 
 
Intention is conceptualized as a barometer that shows how hard people are willing to try and how 
much effort they are sacrificing to conduct certain behaviors (Rizwan et al., 2014). Thus, intention 
is a true reflection of individuals’ internal desire to participate or to perform the behavior in 
question (Nik Abdul et al., 2009). According to Wu et al. (2015), the degree of internal desire 
varies and depends on individuals’ interest in adopting the behavior in question and more 
importantly, individuals’ ability to adopt such behavior. In the SHC context, D’Souza et al. (2007) 
explain that individuals’ interest and ability to adopt SHC is driven by the quality and cost of SHC 
products. They argue that the higher the quality and the lower the price, the more the internal desire 
to adopt SHC. Based on this argument, Ajzen (2011) concludes that the higher the internal desire, 
the higher the intention to adopt SHC. Thus, based on this argument, we hypothesize: 
 
H3: Stronger SHC buying intention leads to increased SHC buying behavior. 
 
 

Figure 1: The Conceptual Model of This Research 
 
 
 
 
 
 

 
 

3. METHODOLOGY 
 

3.1.  Research Setting:  
 
To test our hypotheses, we distributed 450 structured questionnaires in the city of Bandung, 
Indonesia. The city of Bandung was selected not only because it is the fourth largest city in 
Indonesia, but also because it is known as the most vibrant, tolerant and progressive city, with 70% 
of the population aged between 15 and 59. As this study seeks to understand SHC adoption, it was 
necessary to put some restrictions on the sampling frame. First, individuals younger than 20 were 
excluded from this study. Second, individuals who had never worn SHC were also ruled out since 
it was unlikely these individuals would have had enough opportunity to receive the benefits of 
SHC. Finally, to ensure that the questionnaires were filled out correctly, only people who were 
competent in the Indonesian language were invited to participate in the study. A total of 357 
questionnaires were collected; however, only 300 questionnaires were fully completed and usable. 
In total, 41.5% of respondents were male, 58.5% were female and 93% of respondents were 20-39 
years old. In total, 5.5% were unemployed, 23.7% were students, 51.5% were employed and 19.3% 
were self-employed. In addition, 68% of respondents were native Indonesian, 19% were Chinese-
Indonesian, 5% were foreign nationals and 8% were undisclosed.  
 

Intention SHC 
Adoption 

Proactive 
Acculturation 

 
    Reactive 

Acculturation 
 
 
 
 

H1a 

H1b 

H2 
H3 
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Table 1: Respondent Profile 

Demographic - Age Frequency (%) Demographic - Income 
(Rupiah) Frequency (%) 

20 27 (9) 0 – 100,000 9 (3) 
21-29 142 (47.3) 101,000-500,000 18 (6) 
30-39 117 (39) 501,000-1,000,000 49 (16.3) 
40 > 14 (4.7) 1,000,001 – 5,000,000 115 (38.3) 
 
3.2.  Measures 
 
All the scales were adopted from the published literature and modified to the context of this study. 
Because the data-collection was carried out in Indonesia, the authors adopted McGorry’s (2000) 
double translation procedure. The questionnaire was first translated into Indonesian by two 
independent language translators, then both versions were re-translated to English with two 
different independent language translators. The scales were borrowed and modified from existing 
scales. For example, proactive and reactive acculturation scales were borrowed from Herjanto 
(2014), SHC buying intention from Nameghi and Sahdi (2013) and SHC buying behavior from 
Kim (2011). The scales employed multi-item, seven-point Likert-type scales anchored at Strongly 
Disagree to Strongly Agree. These scales showed good reliabilities (0.76- 0.92) and factor loadings 
(0.61 -0.91). Table 2. Shows psychometric property of this present study. 
 
 

Table 2: Psychometric Property 
Items Mean λ α 

Proactive acculturation    
I typically speak in his/her native language when I discuss my SHC 
behavior with others. 3.229 0.610 0.812 

I typically speak in his/her native language during my SHC transaction 
with others. 
I get along better with other SHC users 
I understand other SHC users well 

4.056 
3.957 
3.841 

 

0.814 
0.907 
0.887 

 

Reactive acculturation 
I prefer to share my SHC needs with people from own ethnic background 
I feel other SHC users of my own ethnicity treat me as equal more so than 
do other SHC users from  different ethnic backgrounds 
I prefer to deal with other SHC users from my ethnic culture. 
I get along better with other SHC users from my ethnic culture. 
I feel more relaxed dealing with other SHC users of my ethnic culture. 
Intention 
I plan to reuse SHC whenever possible.  
I will try to reuse SHC if they can be reused. 
Adoption Behavior 
I have switched my clothes to SHC. 
I make a special effort to buy SHC. 

 
2.568 
2.591 

 
2.535 
2.628 
2.522 

 
3.173 
3.380 

 
2.593 
2.413 

 
0.825 
0.778 

 
0.905 
0.902 
0.852 

 
0.882 
0.885 

 
0.830 
0.890 

 
0.917 

 
 
 
 
 
 
 
 
 

0.757 
0.824 

When I have a choice between two equal products, I purchase SHC. 2.460 0.739  
Notes: λ = factor loadings and α = Cronbach alpha scores 
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4. RESULTS AND DISCUSSION 
 
We tested our hypotheses using Ordinary Least Square regression. As reported in Table 3, the 
proactive acculturation attitude (β =0.142, p = 0.014) positively influenced SHC buying intention. 
Hence, hypothesis H1a is supported. Further, we tested the direct effect of proactive and reactive 
acculturation attitude and intention on SHC adoption behavior. The result showed that proactive 
acculturation attitude (β = -0.204, p = 0.000) and intention (β =0.156, p = 0.002) positively 
influenced SHC buying behavior, whereas reactive acculturation attitude (β =0.411, p = 0.000) was 
found to significantly and negatively affect SHC buying behavior. These results support 
hypotheses H1a, H1b, H2 and H3. A discussion of these findings and their implications are 
presented in the next section. 
 

 
Table 3: Results of OLS Analysis 

 DV: Intention  DV: Behaviour  

Variables 
Unstandardized 

beta 
coefficient 

Standard Error Unstandardized beta 
coefficient Standard Error 

Constant 2.697 0..240 1.817 0.381 
Proactive 0.154* 0.062 -0.302*** 0.076 
Reactive     0.433*** 0.054 
Intention     0.214** 0.070 
R squared 0.020   0.238   
F 6.128   30.881   
*P<0.05, **P<0.01, ***P<0.001 
 
The effect of proactive on SHC buying intention. 
As stated in the hypotheses, we predicted that a proactive acculturation attitude would positively 
affect SHC buying intention. The findings of this study showed that the effect of a proactive 
acculturation attitude on SHC buying intention is positive and significant. The main purpose of an 
individual with a proactive acculturation attitude is to integrate or assimilate a new culture into his 
or her own native culture. As members of a new culture, Indonesians with a highly acculturated 
attitude tend to copy global culture’s way of life, and this includes following new trends such as 
wearing SHC. Wearing SHC is not only viewed as one way to maintain their membership, but 
more importantly, represents individuals’ openness, positivity and readiness for new opportunities 
(Kim, 2001) without spending too much of their limited funds. Therefore, for highly proactive 
acculturated individuals, SHC adoption is a survival tool. Thus, in this situation, highly 
acculturated individuals tend to have a higher intention toward SHC. These findings lend support 
to Kharullah and Kharullah (1999) who found that highly acculturated Asian-Indian immigrants in 
New York had a higher purchase intention toward American shampoo and suits.  
 
The effect of proactive and reactive acculturation and intention on SHC buying behavior 
Our findings showed that proactive and reactive acculturation attitude and intention have an 
important effect on SHC buying behavior. As discussed earlier, highly proactive acculturated 
individuals have a strong desire to maintain a harmonious relationship with their society. To do 
that, such individuals tend to be more tolerant of a new culture and more willing to modify their 
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way of life to become similar to others within the new culture. This includes wearing SHC. Today, 
SHC serve as an important communication tool, as well as a barometer to justify people’s 
acculturation status. Thus, for highly proactive acculturated individuals, wearing unique SHC 
becomes a good strategy to penetrate and become a member of the new society. For example, the 
middle-class views SHC as a tool that allows them to become part of the global fashion culture. In 
order to become a group member of this culture, highly proactive acculturated individuals tend to 
fill their wardrobe from alternative sources including SHC. This finding confirms the study of 
Huang and Liu (2016) who found a positive direct association between highly acculturated Chinese 
individuals on entertainment consumption in China.  
 
In addition, reactive acculturation attitude was found to negatively affect SHC buying behavior. 
Behavior is a tangible act (Bock & Borders, 2012), which means people can see how other people 
behave, then judge this behavior and to some extent experience the outcome of such behavior 
(Dennis & Hayes, 2012). People with a higher reactive acculturation attitude view the adoption of 
SHC as unacceptable behavior that should be avoided. They consider the wearing of SHC as a 
public abandonment of one’s own culture, that is, as a form of betrayal of culture that ruins the 
wearer’s self-image. For this reason, people with a higher reactive acculturation attitude avoid 
buying SHC. This result lends support to the study of Kiylioglu and Wimmer (2015) who 
discovered that young Turkish immigrants in Austria with a highly reactive acculturation attitude 
experienced higher self-esteem and a better self-image when able to read Turkish books.  
 
Extant psychology and the marketing literature have shown that the relationship between intention 
and behavior is very strong. Our study confirmed that SHC buying intention is responsible for 
higher SHC buying behavior. As discussed by Koe et al. (2012), intention is a strong indicator of 
behavior. However, Ajzen (1991) suggests that the effect of intention on behavior is determined 
by individuals’ predetermined decisions and resources (e.g., time, knowledge and memberships 
etc.), which further serve as the primary controls of behavior. In this context, proactive 
acculturation can be considered as a resource because it reflects community membership. Based 
on this explanation, therefore, individuals with a higher proactive acculturation attitude elicit 
approval from their community to continue their integration. Therefore, for this reason, individuals 
with a higher proactive acculturation attitude tend to have higher SHC buying behavior. 
  
 

5. LIMITATIONS AND FUTURE RESEARCH 
 

Although this study extends our understanding of the SHC adoption phenomenon, it has several 
limitations. First, this study collected data from residents in the Bandung area only. Because of this 
limited focus area, generalization of the findings should be made with caution. Second, this study 
was carried out in the SHC context; therefore, the findings may not be applicable to other green 
industry contexts. Third, the majority of the survey respondents were native Indonesian, and other 
ethnicities were under-represented. The findings may therefore be skewed to the native Indonesian 
perspective. Future research, therefore, may address this limitation by including multiple 
ethnicities as well as different regions to provide a different perspective on the SHC phenomenon. 
In addition, our study only employed a single acculturation component (proactive and reactive 
acculturation), which may have resulted in an oversimplification of the concept of acculturation. 
Future research may include a full range of acculturation components as well as other variables 
such as national identity as potential moderators. 
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6. CONCLUSION AND IMPLICATIONS 
 

SHC adoption has gained momentum in Indonesia and created a massive business opportunity. 
This study found that SHC buying behavior was significantly and positively affected by a proactive 
acculturation attitude as well as the intention to buy SHC. This suggests that it is important for 
SHC vendors to maintain customers’ proactive acculturation attitude as well as their SHC buying 
intention. To do that they need to highlight the psychological benefits of SHC, such as a higher 
self-image. This is because SHC offers a higher sense of similarity and a stronger sense of 
belonging within a growing middle-class society. This study extends SHC studies and fills the gap 
in the literature by consolidating the construct of acculturation attitude and investigating the impact 
on SHC buying behavior. 
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