
ExploringIntrinsicandExtrinsicMotivations
AmongYoungAdultsforPurchasing
Second-HandLuxuryProducts

RinaYamaji

Abstract

Thisstudyinvestigateswhatmotivatesyoungconsumers(aged18-29)to

purchasesecond-handluxuryproducts.Usingaquantitativeapproachwith

218respondents,thestudyexplainshow economicfactors,environmental

consciousness,peerpressure,status-seeking,andhedonicmotivationsinfluence

thepurchaseintentionsofsecond-handluxuryproducts.Thispaperusesthe

self-determinationtheory(SDT)tounderstandtheirintrinsicandextrinsic

motivations.Analysisusing SmartPLS 4 revealed significantdifferences

betweenconsumerswithhighandlow environmentalconsciousness.Those

withlowerenvironmentalawarenessaremoremotivatedbystrongereconomic

andhedonicmotivationsintheirpurchasingdecisions.

Ⅰ Introduction

Thesecond-handluxurymarketisgrowingasconsumerspursuesustainable

options.Thistrendisreshapingtheluxurymarket,andtheincreasingawarenessof

sustainabilityissueshasled toagreaterinterestin eco-friendlyand ethical

consumptionchoices,includingintheluxurymarket.Socialmediahasenhanced

accessibility,helpingsecond-handluxurybecomemainstream,especiallyamong

youngconsumers.Thisshiftrepresentsasignificanteconomicopportunity,asthe

globalsecond-handluxurymarket,valuedat$29.4billionin2022,isprojectedto

reach$56billionby2028,growingatanannualrateof11.32% (IMARCGroup,

2023).Thisstudyexamineswhatmotivatesyoungconsumerstoparticipateinthis

growingmarket,providinginsightsintochangingtrendsandfutureluxurybrand
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strategies.

Ⅱ LiteratureReview

１ Second-HandLuxuryConsumption

Therehasbeenagrowingtrendtowardssecond-handluxuryconsumptionin

recentyears.Previously,peoplewhowereinterestedinsecond-handluxuryproducts

weremainlythosewholikedvintageitemsorpeoplewholookedforcheaperprices,

butnow itattracts more consumers and the luxury industry has evolved

dramatically.This indicates consumers increasingly value sustainability and

uniqueness,andareseekingproductsthatalignwiththeirvalues.Turunenand

Leip・maa-Leskinen(2015)identifiedmotivationsforpurchasingsecond-handluxury

goods,includingeconomic,environmental,and personalfactors.Thismarket・s

growth reflectsnotonlyeconomicreasonsbutalsothecurrenttrendstoward

sustainableconsumption.

２ CharacteristicsofYoungConsumers

Thisstudyfocusesonconsumersaged18to29,includinglateMillennials(bornin

1981-1996)andearlyGenZ(bornin1997-2012)(Dimock,2019;vanLierop,2023).

Thisdemographicplaysanimportantroleintheluxurymarketandtheirattitudes

towardsluxuryconsumptionsignificantlydifferfrom previousgenerations.Their

tendencytobeearlyadoptersofnewtrendsmakesthemanimportantdemographic

forstudyingconsumerbehaviour.Forexample,thisdemographicismoretech-savvy

andsustainability-oriented(Herlina,Rinaldi,& Rahmasari,2023;TopEmployers

Institute,n.d.).Socialmediastronglyinfluenceshowyoungpeople,especiallyGenZ,

thinkaboutfashionandtheenvironment.Asdigitalnatives,thesegenerations

utilisediverseonlineplatformsthatshapewhatclothestheybuyandmakethem

moreawareofenvironmentalissues(Palomo-Dom・nguezetal.,2023).
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３ Self-DeterminationTheory

Self-Determination Theory (SDT)provides a framework for understanding

consumermotivationthroughtwomaintypes:intrinsicmotivation,whichissupported

bythebasicneedsforautonomy,competence,andrelatednessandextrinsicmotivation

(externalregulation,introjected regulation,identified regulation,and integrated

regulation)(Decietal.,1996;Ryan&Deci,2000a).Intrinsicmotivationderivesfrom

pleasure,whereasextrinsicmotivationisdriventoobtainanextrinsicreward(Ryan

&Deci,2000a).Autonomyistheabilitytocontrolactionstowardsachievinggoals,

competenceistheactivecontrolofdesiredoutcomes,andrelatednessisasocialneed

thatconnectswithothers(Deci&Ryan,2012).Externalregulationisthemostbasic

form ofextrinsicmotivation,andactionsaretakentoreceivearewardortoavoid

punishmentandbehavioursarenotinternalisedbutaredependentonoutsidecontrol.

(Niemiecetal.,2010).Introjectedregulationresultsfrom peoplehavingpartially

internalisedextrinsicmotivations,leadingthem totakeactionstosatisfyinternal

pressuressuchascontingentself-esteem,guilt,ortheego(Deci& Ryan,2015).

Identifiedregulationinvolvesconnectingwiththepersonalvaluesandimportanceof

abehaviour,representingmorefullyinternalisedextrinsicmotivation(Deci&Ryan,

2015).Thehighestform ofinternalisationwithinextrinsicmotivation,integrated

regulationariseswhenindividualstakeexternalvaluesandrulesandcombinethem

withtheirownbeliefs,makingthempartoftheiridentity(Deci&Ryan,2015).
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Inthisstudy,economicfactors(H1),status-seeking(H3),andpeerpressure(H4)

representextrinsicmotivationsdriven byfinancialbenefitsand socialstatus.

Environmentalconsciousness(H2)andhedonicmotivation(H5)representintrinsic

motivationsrelatedtopersonalvaluesandshoppingenjoyment,asshowninFigure

1.Thisframeworkexplainshowdifferentfactorsinfluenceconsumers・decisionsto

purchasesecond-handluxuryitems.Applyingthistheoryprovidesacomprehensive

understandingofthevariousintrinsicandextrinsicfactorsinfluencingconsumer

behaviourandtheirimpactonpurchasingdecisions.

４ EconomicFactors

A primarymotivation forconsumerstopurchasesecond-hand luxuryitems

involvesbothpayinglessandgainingsatisfactionfromobtainingfairvalue(Guiot&

Roux,2010).Frugalityisseenasamainmotivatorofsecond-handconsumptionand

frugalconsumerswhoarecarefulandwisewiththeirspending,tendtobuysecond-

handitemsmoreoften(Cervellonetal.,2012).Youngconsumerswanttoenjoy

luxuryitemswithoutspendingtoomuch moneyastheyusuallyhavetighter

budgets.Moreover,bargainhuntingbecomesastrategicchoicetosavemoneywhile

satisfyingtheirdesireswithoutspendingtoomuch(Herjantoetal.,2016).

Basedontheseinsights,thefollowinghypothesisisproposed:

H1:Economicmotivationsignificantlyinfluencesconsumerdecisionstopurchase

second-handluxuryitems.

５ EnvironmentalConsciousness

Sustainabilityandethicalconsumptionareincreasinglyvitalforyoungconsumers.

Henningeretal.(2016)foundthatthisdemographicshowsstrongawarenessof

environmentalandsocialissues.Second-handluxuryappealstothem becauseit

matchestheirenvironmentalvalues.Thefashionindustryischangingasdemand

growsforeco-friendlyproducts(Fashinnovation,2023).Thesustainabilityawareness

amongGen Z andMillennialsisgrowing,andtheyexpecttheseproductsto

demonstrateacommitmenttoenvironmentalsustainability(Pencarellietal.,2019).
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Therefore,thefollowinghypothesisisproposed:

H2:EnvironmentalConsciousnesspositively influencesconsumers・intention to

purchasesecond-handluxuryitems.

６ PeerPressure

Socialinfluence,especiallyfrom friends,isacriticalfactorinshapingconsumers・

purchasing decisions.Priorstudiesindicatethatindividualstend tocompare

themselvesandtheirpossessionswithclosefriends(Chan& Prendergast,2007;

Wang,2022).Thecomparisoncanleadtofeelingsofenvyoradesireforconformity

tofitinthegroup,furthermotivatingluxuryconsumption.GenerationZ,whoare

exposedtofashioncontentonInstagram,show higherpurchaseintentionswhen

experiencing peer influence (Wang,2017).Similarly,Millennials significantly

influencetheluxurybuyingchoicesoftheirpeersthroughpeerpressure(Yazici,

2016).Socialmediaplatformsareusednotjusttoshowofftheirfashionbutalsoto

getapprovalfrom friends.Peerpressurecanenhanceself-confidenceandhelp

maintainfriendshipsthroughasharedsenseofstylebyimitatingtheirfriends

(Guan,2021).Thisshowsthatpurchasingdecisionscan beameansofself-

expressionandawaytofitintoadesiredsocialgroup.

Thus,thefollowinghypothesisisproposed:

H3:PeerPressurepositivelyinfluencesconsumers'intentiontopurchasesecond-

handluxuryitems.

７ Status-Seeking

Statusseekinginvolvespurchasingluxuryitemsassymbolsofsocialstatusand

prestige.Consumersaremotivatedtodisplaywealthorhighersocialclassthrough

luxurybrandsassymbolsofaffluence(Husainetal.,2022).AccordingtoSirgy

(1985),peoplebuyluxuryproductstocreateanimageofthemselvesorwhothey

aspiretobe,drivenbythedesireforsocialstatus.Theconsumptionofluxurygoods,

even second-hand,isusedasameanstoshowcasetheirsuccessandstatus.

Moreover,PhauandPrendergast(2001)discoveredthatsocialacceptanceisakey
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reasonpeoplebuyluxurybrandproducts.

Therefore,thefollowinghypothesisisproposed:

H4:Status-Seekingpositivelyinfluenceconsumers・intentiontopurchasesecond-

handluxuryitems.

８ HedonicMotivation

Hedonicmotivationischaracterisedbypleasureandenjoymentderivedfrom the

shoppingexperience(Turunen&Leip・maa-Leskinen,2015).Excitementstemsfrom

thethrilloffindinguniqueorraresecond-handluxuryitems.Treasurehuntingin

second-handshoppingisaboutfindingvintageitemswhich bringsasenseof

nostalgiawiththeexcitementoflookingforsomethingunique.RouxandGuiot

(2008)suggestthatpartoftheappealinpurchasingsecond-handitemscomesfrom

theelementofserendipity,whichistheunexpectedjoyfoundindiscoveringitems.

Thus,thefollowinghypothesisisproposed:

H5:HedonicMotivationpositivelyinfluencesconsumers'intentiontopurchasesecond-

handluxuryitems.

Ⅲ Methodology

１ DataCollection

Thedataforthisstudyweregatheredfrom218respondentsviaanonlinesurvey

from the21stofNovembertothe5thofDecember,2023.Femalesconstitute

approximately75.7%(n=165),andthemajorityofsurveyrespondentsarebetween

19and24yearsold,makingup70.2%ofthesample,whilethosebetween25and29

yearsoldrepresent29.8%.Thedataonoccupationrevealthatmorethanhalfofthe

respondents(56.4%,n=123)arestudents.Thisisfollowedbythosewithfull-time

employment,representing34.4%(n=75).Moreover,AsianandEuropeannationalities

arepredominant,at67.4%(n=147)and23.9%(n=52),respectively.Regardingluxury

consumption,67.9% (n=148)hadpreviouslypurchasedluxuryproducts,withmost

buyingitemsevery2-3years(35.3%).Only36.7%hadexperiencepurchasingsecond-
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handluxuryitems.

２ ReliabilityandValidity

Inthisstudy,reliabilitywasevaluatedtoensuretheconsistencyandstabilityof

themeasurement.Oneouterloading(EF3)waseliminatedinthisstudyasouter

loadinggreaterthan0.6isrecommended(Hairetal.,2014).AnalysisofComposite

Reliability(CR)andAverageVarianceExtracted(AVE)valuesshowsthatall

constructsmeettherequiredstandardsforreliabilityandconvergentvalidity.Table

1showsthatthesehighCRvaluesdemonstratestronginternalconsistencyacross

allconstructs.TheAVEvaluesabove50% confirm thateachconstructadequately

explainsmoreofthevarianceinitsindicators,establishingconvergentvalidity.

Table2presentstheHeterotrait-Monotrait(HTMT)ratiomatrix.Itissuggested

thattheHTMTratioshouldbetestedinordertohaveamorepreciseassessmentof

discriminantvalidity.HTMT isthemean ofinter-constructitem correlations

comparedagainstthegeometricmeanofsame-constructcorrelations(Dijkstra&

Henseler,2015;Hairetal.,2019).Henseleretal.(2015)suggestthatHTMTvalues

oughttobeunder0.9.Inthisstudy,allconstructshaveHTMTvaluesbelowthis

threshold,with 0.692 being thehighestvalueobserved,suggesting thatthe

constructsareacceptable.
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Ⅳ ResultsandFindings

Thecomparativeanalysisbetweenhighandlowenvironmentalconsciousness(EC)

groupsrevealsthateconomicfactorshaveastrongerinfluenceonpurchaseintention

inthelow ECgroup(β=0.405)comparedtothehighECgroup(β=0.334),as

illustratedinFigure2andFigure3.Thisindicatesthatperceivedeconomicvalue

playsamoresignificantroleforconsumerswithlowerenvironmentalconsciousness

when considering second-hand luxury purchases. Notably, environmental

consciousnessdemonstratesanon-significantrelationshipwithpurchaseintentionin

bothgroups(highECgroup:β=0.064;lowECgroup:β=0.081).

Thisfindingsuggeststhateven amongconsumerswith high environmental

consciousness,thisfactordoesnotsignificantlydrivetheirintentiontopurchase

second-hand luxury products.Forboth groups,economicfactorsand hedonic

motivationaretheprimarymotivationsofpurchaseintentionforsecond-handluxury

products,with peerpressureasasecondaryinfluence.Consumerswith lower

environmentalconsciousnessappearmoremotivatedbypracticalconsiderations

(economicfactors)andemotional/experientialbenefits(hedonicmotivation)when

purchasingsecond-handluxuryitems.ThestrongereconomicmotivationintheEC

low groupsupportsAchabouandDekhili・s(2013)findingthatluxuryconsumers

oftenprioritiseproductqualityandpriceoverenvironmentalconsiderations.
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Ⅴ TheoreticalImplications

Thestudyshowsnosignificantrelationshipbetweenenvironmentalconsciousness

and purchaseintention.Thissuggestssustainability valuesmay notdirectly

influenceyoungpeople・ssecond-handluxurypurchases.Daviesetal.(2012)found

thatethicalfactorshavelow priorityinluxurypurchasingdecisions.Regarding

intrinsicmotivation,thereareautonomy,competence,andrelatedness(Decietal.,

1996).Autonomyplaysanimportantrole,definedasthecapabilitytoberesponsible

for consuming one・s own experiences (Zhang,2023).This explains hedonic

motivationasconsumersbuysecond-handluxuryitemsforpleasureandenjoyment

derived from theshoppingexperiencewhich reflectsan autonomousdecision.
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Figure2.PathAnalysisofPurchaseIntentionforECHighGroup

Figure3.PathAnalysisofPurchaseIntentionforECLowGroup
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Competenceischaracterisedbytheperceptionofbeingeffectiveinthethingswedo

(Kilpatricketal.,2002).Competenceinhedonicmotivationmakesconsumerschoose

second-handluxuryitemsbecauseofthejoytheyfindindiscoveringuniqueorrare

luxuryitems.Theindividualfeelsskilledandeffectiveintheirabilitytofind

desirableitems.Third,relatednessreferstothedesiretoestablishstrongemotional

connections and secure relationships with otherpeople (Reeve,2012).Some

consumersdesiretoconnectwithpeopletoalignwiththemwhovalueuniquenessor

hedonicmotivationderivedfromtheshoppingexperienceassomeconsumersfindjoy

insharingtheirshoppingexperiencewithfriendsorfamily.

Forextrinsicmotivation,thereareexternalregulation,introjectedregulation,

identifiedregulation,integratedregulation(Decietal.,1996).Thisstudyshows

economic factors are significantextrinsic motivations in second-hand luxury

consumption.Youngconsumersseekeconomicrewardssuchassavingsorobtaining

bettervalue.Externalregulationappearsasmotivationdrivenbyexternalrewards.

Inluxuryconsumption,consumersaremorelikelytobeinfluencedbyextrinsic

motivessuchastangiblerewardsintheirpurchasingdecisions(Kapferer,2021).

Intermsofintrojectedregulation,peerpressuremotivatesyoungconsumersto

buysecond-handluxuryproductsduetointernalpressurestoavoidfeelingofleftout

ortogainacceptancefrom theirfriends.Thisindicatesthatthepressurehasbeen

partially internalised extrinsic motivation related to self-esteem.Regarding

identifiedregulation,thisstudyshowsthatconsumersmayidentifywiththestatus

associatedwithowningluxuryitems,eveniftheyaresecond-hand.Theyunderstand

thatowningtheseproductsenhancestheirsocialimagewhichindicatesthattheir

purchasingdecisionalignswiththeirpersonalvalue.Lastly,integratedregulation

wasnotexplicitlyobservedinthisstudy,butconsumersmaypurchasesecond-hand

luxuryproductsbecausetheyalignwiththeirself-identity.Forexample,initially

theirmotivationmightbedrivenbytheexternalgainorsocialstatus,however,the

motivationbecomesinternalisedtoalignwiththeirpersonalvaluesandbeliefsand

makingthemapartoftheiridentity.Thus,thebehaviourofpurchasingsecond-hand
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luxuryitemsmaybecomeanexpressionoftheirvalues.Thisexplainsthatsome

consumersmightbeinitiallymotivatedtopurchasesecond-handluxuryitems

becauseoftheneedforsocialapprovalandthedesiretolookwealthybutit

graduallyintegratesintotheiridentityandtherefore,owningluxuryitemsbecomes

awaytodefineandexpressthemselves.

Ⅵ Conclusion

Thisresearchrevealsthatalthoughyoungconsumersareconsideredtobemore

consciousofenvironmentalissuescompared tooldergenerations,itdoesnot

necessarily drive them to buy second-hand luxury products.The differential

influenceofmotivationalfactorsbetweenEC highandlow groupsrevealsthe

complexrelationshipofeconomic,social,andpsychologicalfactorsinsecond-hand

luxuryconsumption.AsTurunenandLeip・maa-Leskinen(2015)concluded,second-

handluxuryconsumptioninvolvesnegotiatingmultiple,sometimescontradictory

valuesandmotivations.Notably,evenamongenvironmentallyconsciousconsumers,

sustainabilityconsiderationsalonedonotsignificantlyinfluencepurchaseintentions

whichsuggestthattheirdecision-makingprocessesmayinvolveadditionalfactors

notcapturedinthemodelofthisstudy.Thesefindingsprovidevaluableinsightsfor

developingeffectivemarketingstrategiesthatresonatewith youngconsumers.

Ratherthanfocusingexclusivelyonenvironmentalbenefits,positioningstrategies

shouldemphasiseeconomicvalue,pleasurableshoppingexperiences,andsocial

acceptancetoeffectivelyengageyoungconsumers.Byaddressingthesediverse

motivationaldrivers,businessescandevelopmoreresonantmarketingapproachesin

anincreasinglysustainability-consciousmarketplace.
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