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ABSTRACT

As environmental concerns grow, the fashion industry is increasingly turning to sustainable strategies, mak-
ing secondhand fashion an emerging trend. Social media has significantly contributed to amplifying the popu-
larity of secondhand apparel consumption. This study investigates this phenomenon in the context of Chinese
TikTok (Douyin), a leading platform that reflects and significantly shapes fashion trends and consumer cul-
ture in China. To this end, secondhand apparel consumption content on TikTok was categorized into four
types:  “secondhand products haul,” “visits to secondhand stores,” “tips for secondhand shopping,” and
“celebrity-owned secondhand items.” The analysis of these categories identified three key cultural charac-
teristics. First, secondhand luxury consumption was the most prevalent, reflecting a hedonic motivation that
drives consumers to display social status while reducing financial pressure. Second, consumers showed an-
ti-fashion tendencies, using secondhand apparel to reject mainstream trends and express individuality through
unique styles and nostalgic appeal. Third, mmitative consumption was evident, with users emulating celebrity
practices to establish symbolic connections and enhance their social influence. The study highlights that while
hedonic motivation remains central, fashion-driven motivations are increasingly becoming influential in second-

hand apparel consumption.

Key words: fashion contents(3] A1 281 2), secondhand apparel consumption(G L9 F A H]),
secondhand fashion(Z3 | A), TikTok(8E)
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{Table 1> The Scope of Motivations for Secondhand Apparel Consumption

Common motivation .
— - - - Research-specific
Researchers Critical Economic Hedonic Fashion & _ng
. o o A motivations
motivation motivation motivation motivation
Guiot & Roux (2010) O O O x Recreation motivation
Xu et al. (2014) x O O O Uniqueness motivation
Yan et al. (2015) O O x x Vintage look motivation
Ferraro et al. (2016) O O O O x
Lo et al. (2019) O O O x x
Zaman et al. (2019) O O x O Nostalgic motivation
Stolz (2022) O O x x x
Avycock et al. (2023) O O x O Status-seeking motivation
© olde] AHMoly A £ F gle Al T30 IRY F 3l EAL PR B F
F2 HYs i 2ARE 4P dH(Machado et AH(Duffy et al, 2013). 5o &, iAol
al, 2019). ®3g, ezl T3 S W o Mol #AAE W &34 & F Ade EA O

{Table 2> Specific Factors of Secondhand Apparel Consumption Motivations

The scope of motivations

. Specific factors of secondhand consumption motivations
for secondhand consumption

Distance from the system: Rejection of the traditional consumption system(Roux
& Korchia, 2006)

Ethical and ecological dimension: Interest in recycling and reuse(Cervellon et al.,

Critical motivation 2012)

Anti-ostentation: The conscious, deliberate rejection of everything associated with
fashionable or mass consumption, coupled with a tendency to find value in
what other people disparage(Guiot & Roux, 2010)

Search for a fair price: Purchasing secondhand products instead of new ones due to
the price difference between new and secondhand products(Guiot & Roux, 2010)

Gratificative role of price: Having more things for the same amount of money
by buying second-hand(Bardhi & Arnould, 2005)

Treasure hunting: Pursuit of something that is not available in the market
(Machado et al., 2019)

Social contact: Interaction with the shop owners, salespeople and other customers

Hedonic motivation (Duffy et al., 2013)

Nostalgia: Preference for objects that were more common when the individual
was young, or as the desire to live in a period of history that has passed
(Cervellon et al., 2012)

Originality of the products: Preference for original and unique products(Guiot &
Roux, 2010)

Uniqueness of a style: Create your own style by consuming products from previous
periods(Duffy et al., 2013)

Economic motivation

Fashion motivation
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{Table 3> Channel Information

Channel Number of followers| Number of videos
1 FEMMNIKITA (MaolinlinNIKITA) [@343645343] 1659K A
https://v.douyin.com/iREx5F Xh/
5 B MR (Chenlaobansifu) [ @chenlaoban0629] 1403K 93
https://v.douyin.com/iRExarCH/
5 Left_ Yik¥8 (Left_ Yidatou) [@iLEFT099] 142K 9
https://v.douyin.com/iRExVBFY/
4 Hﬁ/\%%ﬁ. (Shenbamodu) l[@lmodu.365] 1126K 5
https://v.douyin.com/iRE9cCDj/
Bk A TE i -
5 IINB AT (Xlaotaoshfenghuo}}ao) [@632652714] 1015K o5
https://v.douyin.com/iRExhL.H6/
6 BLf/NE (Choulianxiaozhao) [ @ zoe0022] 510K 9
https://v.douyin.com/iREx26bW/
M4 (Facaizhainv) [ @1662507900]
7 https://v.douyin.com/iRExrtSs/ 400K 23
8 T EHF (Bushouwangruika) [@ricawang123] 336K 5
https://v.douyin.com/iRE9TkuR/ :
BT (Hexiezi) [ @hexiexiell09]
) https://v.douyin.com/iRExX46 W/ 320K 25
10 Al fr— T4 (Shuainiyilianmaodan) [ @74899401] 997K 5
https://v.douyin.com/fRQeUY6hhsA/
oM AAE EF JES FIdY, HFHOZ © el Tog ALHJY T AF L
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{Fig. 1> Unboxing of

Secondhand Apparel

(Shuainiyilianmaodan,
2023)

{Fig. 2> Summer
Shopping Haul
(Hexiezi, 2023b)

<Fig. 3> Vintage
Girl Shopping
(Choulianxiaozhao, 2022)

{Fig. 4> Jacket-Lovers
Can’t Miss This Place
(Shenbamodu, 2023a)
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(Fig. 5> Tips for Buying
Secondhand Bags
(Shuainiyilianmaodan,
2021)

{Fig. 6> A Must-Read
Guide for Green Hands
(Hexiezi, 2021)

{Fig. 7> Secondhand

Veteran: Bai Baihe

(Bushouwangruika,
2022b)

{Fig. 8> The Same Style
as the British Queen
(Hexiezi, 2023a)
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