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entrepreneurial perspectives on 
key drivers of second-hand 
clothing consumption in the 
Philippines’ ukay-ukay sector

Dana Kaye Monina L. Aldon , Caroline Swee Lin Tan * and 
Saniyat Islam *

School of Fashion and Textiles, Royal Melbourne Institute of Technology (RMIT) University, Melbourne, 
VIC, Australia

Introduction: The global crisis of textile waste stemming from the fast fashion 
industry has necessitated a rapid transition toward circular economies. In the 
Philippines, the ukay-ukay market represents a culturally embedded, grassroots 
model of circularity that has historically been viewed primarily through a lens of 
economic necessity. However, the contemporary motivations driving this sector 
remain largely misunderstood. This study addresses this gap by investigating the 
drivers behind Filipino consumers’ engagement with second-hand apparel from 
the “market-facing” perspective of business owners. By treating sellers as expert 
observers of consumer psychographics, the research seeks to move beyond tra-
ditional assumptions and explore how this informal market facilitates a shift from 
survival-based consumption to sophisticated identity construction.
Methods: This study utilized a qualitative approach grounded in reflexive thematic 
analysis. Primary data were collected through in-depth interviews with 17 ukay-
ukay entrepreneurs, a sample size determined by reaching thematic saturation. The 
participant pool was intentionally diverse, featuring legacy entrepreneurs who pro-
vided longitudinal depth and newer entrants who validated current, trend-driven 
shifts such as digital commerce. To interpret the findings, the study introduced 
a dual-theory lens that integrates the Theory of Planned Behavior (TPB) and the 
Diffusion of Innovation (DOI). This framework allowed for a simultaneous analysis 
of micro-level intentions, such as attitudes and subjective norms and macro-level 
adoption dynamics, including relative advantage and complexity.
Results: The analysis revealed seven interconnected motivational themes that 
define the ukay-ukay landscape: redefined affordability, social influences, the 
pursuit of uniqueness, perceptions of quality, growing environmental awareness, 
the thrill of discovery, and the importance of trust. These findings indicate a sig-
nificant evolution in the market, where consumers increasingly use second-hand 
items for identity construction rather than mere cost-saving. A critical finding 
was the role of “Trust” as a proxy for Perceived Behavioral Control (PBC), which 
is essential in an informal market where relational reliability serves as the primary 
mechanism for facilitating consumer control over transactions.
Discussion: The integrated TPB–DOI model clarifies how modern market inno-
vations, such as professional curation and live selling on social media, have 
reduced the perceived complexity of second-hand shopping while increasing 
behavioral control. By showing how affordability and uniqueness simultane-
ously shape both consumer attitudes and the perceived relative advantage of 
the goods, the study demonstrates the tension between economic necessity and 
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identity-driven adoption. This contextual adaptation of established behavioral 
theories highlights how informal, culturally embedded markets challenge con-
ventional assumptions of innovation diffusion. Ultimately, the research provides 
a context-specific framework that advances the understanding of sustainable 
fashion in emerging economies, offering actionable insights for both entrepre-
neurship and policy-making.
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circular economy, diffusion of innovation, entrepreneurial perspectives, Philippines, 

second-hand clothing, sustainable fashion, theory of planned behavior, ukay-ukay

1 Introduction

The fashion industry is a significant contributor to global environ-
mental challenges, including carbon emissions, excessive water con-
sumption, and textile waste (Centobelli et al., 2022). Textile waste, 
composed of discarded clothing and other materials, typically ends up 
in landfill (Tang, 2023). Globally, around 92 million tons of textile 
waste are produced annually, yet only 15% is recycled, repaired, or 
reused (Ruiz, 2024). Compounding this issue is the release of polluting 
microplastics from synthetic materials, which further highlights the 
urgent need for more sustainable consumption patterns (European 
Environment Agency, 2022).

In response to these concerns, the second-hand clothing (SHC) 
market has grown from a niche sector into a fast, developing segment 
of the fashion supply chain, driven by increasing awareness of envi-
ronmental responsibility and economic accessibility (Schumacher and 
Forster, 2022). Emphasizing the extension of product life through 
reuse, repair, and recycling (Chen et al., 2021), this movement is cen-
tral to the broader transition toward circular economies. Growing 
three times faster than the global apparel market, the SHC sector is 
projected to surpass USD 350 billion by 2028, up from USD 197 bil-
lion in 2023 (ThredUp, 2025), reflecting a significant shift in consumer 
preferences.

Within this global context, Southeast Asia, and particularly the 
Philippines, offers a compelling case study. The local SHC market, 
known as ukay-ukay, derives its name from the Filipino word hukay or 
halukay, meaning “to dig” or “sift through.” What began as a pragmatic 
solution has evolved into a culturally embedded and commercially sig-
nificant phenomenon (Isla, 2013). SHC, also referred to as pre-loved, 
pre-owned, or thrifted apparel, is defined as garments that have been 
previously owned, cared for, or used (Tymoshchuk et al., 2024).

Historically, ukay-ukay originated from public donations sent to 
the Philippines by organizations such as The Salvation Army and the 
United Nations Relief and Rehabilitation Administration (UNRRA) to 
support World War II victims and disaster, stricken communities 
(Sing and Esquivias, 2019). The practice gained commercial traction 
in the 1980s in Baguio City, where donated garments were sold tax-
free to raise funds (Locsin, 2007). These garments are typically distrib-
uted through charitable networks, sorted in reclaiming facilities, and 
eventually sold in local markets (Lampel, 2020). Over time, ukay-ukay 
has expanded from rural street stalls to metropolitan business dis-
tricts, driven by a complex interplay of cultural, economic, and envi-
ronmental factors (Locsin, 2007; Fernandez, 2021).

Despite its widespread popularity, ukay-ukay operates within a 
legal grey area. Republic Act No. 4653, enacted in 1966, prohibits the 
commercial importation of worn clothing (Philippines, 1966; Abueg, 
2005). This regulatory ambiguity has fostered an informal market 

system that affects taxation and oversight, often resulting in lower 
prices (Tomoling and Abueg, 2024).

Existing literature identifies several global motivations for second-
hand consumption, including environmental concerns (Persson and 
Hinton, 2023; Yang et al., 2024; Prisco et al., 2025), personal values 
(Gupta et al., 2023; Halicki et al., 2024), social context (Ek Styvén and 
Mariani, 2020; Gilal et al., 2024; Koay et al., 2024), and financial con-
siderations (Ciechelska et al., 2024; Frahm et al., 2024; Wang et al., 
2024; Mobarak et al., 2025). However, there remains a clear gap in 
contemporary research focused on the distinct Filipino experience 
(Biana, 2020; Bengzon et al., 2022). Much of the existing research on 
ukay-ukay is over a decade old and may not fully capture the dynamic 
shifts in consumer attitudes, the country’s rapid economic growth, or 
the influence of digital platforms (Isla, 2013). Indeed, the rapid rise of 
social commerce and e-commerce has fundamentally reshaped the 
ukay-ukay landscape, representing a key technological innovation that 
warrants deeper investigation.

Although broader consumer behavior theories, such as the 
Diffusion of Innovation (DOI) Theory (Kristensson et al., 2020) and 
the Theory of Planned Behavior (TPB) (Ajzen, 1991; Koay et al., 2024; 
Wicaksono et al., 2024), offer useful models for examining purchasing 
intentions, their direct application to the specific characteristics of 
Filipino ukay-ukay culture requires further empirical validation. TPB, 
for example, has successfully identified environmentally conscious 
purchasing patterns in the Philippines (Ilagan et al., 2024), suggesting 
its relevance in analyzing second-hand consumption as a sustainable 
practice. Meanwhile, although some studies emphasize sentimental 
value and the narratives behind pre, loved items in other contexts 
(Salem and Shawtari, 2023; Yang et al., 2024), research in the 
Philippines tends to highlight esthetic appeal and rarity as key motiva-
tors (Villarente, 2024; Benavidez, 2025). Furthermore, the environ-
mental impact of ukay-ukay, including its importation footprint and 
disposal practices, requires careful long-term evaluation (Biana, 2020).

This study aims to address these gaps by identifying the underly-
ing motivations that drive Filipino consumers to purchase second-
hand apparel. Beyond observing consumption behaviors, it explores 
the cognitive, cultural, economic, and environmental motivations 
behind purchasing decisions. By employing a qualitative method 
focused on interviews with ukay-ukay business owners, the research 
captures unique perspectives from those directly engaged in the 
market (Healey and Rawlinson, 1993). The findings represent “mar-
ket-facing” insights, where sellers act as expert observers of consumer 
behavior and psychographics. This approach was chosen because busi-
ness owners possess a dual perspective: they not only observe con-
sumer trends daily but also actively shape the market through their 
curation, pricing, and marketing strategies. This strategy acknowl-
edges that in informal, semi-legal economies such as the ukay-ukay 
sector, entrepreneurs function as “market gatekeepers” whose business 
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decisions are direct responses to observed shifts in consumer psychol-
ogy. The findings reveal a hierarchy of motivation, with economic 
necessity often serving as a foundational driver, increasingly shaped 
by social, cultural, psychological, and environmental factors. These 
insights contribute to a deeper understanding of second-hand con-
sumption in emerging economies and inform sustainable practices 
across the broader apparel sector.

Despite the vibrancy of this sector, existing literature remains 
fragmented, often relying on outdated data that predates the digital 
shift in retail or applying Western-centric models without local 
validation. While some studies emphasize sentimental value in 
other contexts, research in the Philippines has yet to fully capture 
the dynamic interplay between the country’s rapid economic 
growth, the influence of digital platforms, and evolving consumer 
attitudes.

While TPB assumes stable normative structures and DOI pre-
sumes formal innovation channels, the Philippine ukay-ukay market 
complicates these assumptions through informality, semi-legality, and 
cultural resourcefulness. Perceived behavioral control (PBC) is influ-
enced less by infrastructure and more by trust networks, while DOI’s 
complexity construct is mitigated by live-selling practices that merge 
entertainment and commerce. These dynamics underscore the need 
to adapt existing theories to account for informal, culturally embed-
ded markets where innovation and behavior are shaped by social trust 
and improvisation rather than institutional norms.

To address these gaps, this study investigates the cognitive, cul-
tural, and economic motivations driving the ukay-ukay market. 
Specifically, this study aims to answer the following research questions:

RQ1: What are the key motivations that drive Filipino consum-
ers to engage with second-hand clothing (ukay-ukay), as inter-
preted through the observation and market intelligence of 
business owners?

RQ2: How do these entrepreneurial interpretations of consumer 
motivations relate to psychological, cultural, economic, and 
environmental factors within the TPB and DOI frameworks?

2 Theoretical framework

This section explores in greater depth how established models of 
consumer behavior can illuminate the motivations behind SHC con-
sumption in the Philippine ukay-ukay context. These frameworks 
enable a more nuanced understanding of the psychological, social, and 
cultural factors that shape purchasing decisions, particularly as ukay-
ukay evolves from a necessity, driven practice to a dynamic and iden-
tity, based form of sustainable consumption (Toebast-Wensink et 
al., 2025).

2.1 Theory of planned behavior

The TPB, developed by Ajzen (1991), has been widely applied to 
predict consumer intentions and behaviors. TPB suggests that an indi-
vidual’s intention to engage in a particular activity is shaped by three 
key components: their attitude toward the behavior, the perceived 
social norms surrounding it, and their sense of control over perform-
ing it. In the context of SHC, a consumer’s attitude reflects their evalu-
ation of second-hand purchasing, whether they view it positively in 

terms of affordability, uniqueness, and sustainability (Borusiak et al., 
2020; Koay et al., 2024). Subjective norms refer to the perceived expec-
tations of others, such as family, friends, or society, which can either 
encourage or discourage second-hand buying (Ajzen, 1991; Borusiak 
et al., 2020). As thrifting becomes more socially accepted and even 
fashionable, the stigma traditionally associated with used clothing is 
gradually diminishing (Villarente, 2024). PBC meanwhile relates to 
the consumer’s assessment of how easy or difficult it is to access and 
purchase second-hand items, whether through physical ukay-ukay 
stores or online platforms.

Numerous studies have confirmed the robustness of TPB across 
different consumer behaviors, with later modifications incorporating 
moral standards and personal values to improve predictive accuracy 
(Ajzen, 2011; Mohi Ud Din and Zhang, 2023). In the Philippine con-
text, TPB has demonstrated strong relevance in identifying environ-
mentally conscious purchasing patterns, particularly in relation to 
sustainable consumption practices (Ilagan et al., 2024). In the ukay-
ukay context, PBC is not determined by formal retail infrastructure 
but by trust-based relationships and seller transparency. Specifically, 
we argue that trust serves as a proxy for behavioral control; in an 
informal market characterized by “digging” and lack of formal war-
ranties, a consumer’s sense of control over a successful transaction is 
entirely dependent on the perceived reliability and curation of the 
seller. By reducing the “perceived risk” of hygiene or quality issues, 
trust directly increases the ease with which a consumer can perform 
the purchasing behavior.

2.2 Diffusion of innovation theory

Complementing this psychological lens is the DOI Theory, which 
offers a broader perspective on how second-hand fashion practices 
spread and evolve over time. Originally developed by Everett Rogers 
and expanded by scholars such as Kristensson et al. (2020), DOI 
explains how new ideas, products, or behaviors are adopted by differ-
ent segments of a population. Consumers are typically grouped into 
categories, Innovators, Early Adopters, Early Majority, Late Majority, 
and Laggards, based on their willingness to embrace change (García-
Avilés, 2020; Takahashi et al., 2024).

The rate of adoption is influenced by several perceived attributes 
of the innovation, including its relative advantage over existing 
options, its compatibility with established values and practices, its 
complexity, the ease with which it can be tried, and the visibility of its 
benefits (Oturakci and Yuregir, 2018; Akwa-Mensah, 2023). In the 
case of ukay-ukay, DOI helps explain how second-hand fashion has 
transitioned from a marginal, necessity, driven practice to a main-
stream and even aspirational form of consumption. Early adopters 
may be drawn to the uniqueness and countercultural appeal of vintage 
or rare items, while the late majority may engage once affordability 
and social acceptance are firmly established. The rise of online ukay-
ukay platforms and curated thrift experiences further illustrates how 
innovation within the sector continues to reshape consumer 
engagement.

Together, these theoretical perspectives provide a comprehensive 
framework for analyzing second-hand consumption in the Philippines. 
TPB offers insight into individual, level motivations and perceived 
barriers, while DOI situates these behaviors within broader patterns 
of cultural diffusion and market evolution. This dual-theory approach 
enables a deeper understanding of how Filipino consumers make deci-
sions in a dynamic second-hand economy shaped by social, psycho-
logical, and ethical considerations.
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While TPB effectively predicts individual intent based on psycho-
logical antecedents (attitude, norms, control), it often views the con-
sumer in a static vacuum. Conversely, DOI explains the macro-level 
spread of the practice but may overlook the specific psychological 
triggers of the individual. By integrating these theories, this study 
compensates for the limitations of each: TPB captures the “why” of the 
individual purchase, while DOI captures the “how” of the market’s 
broader evolution from niche to mainstream. This dual lens is particu-
larly necessary in the Philippines, where ukay-ukay is transitioning 
from a survivalist activity (necessity) to a trend-driven behavior 
(innovation) (Ajzen, 1991; Borusiak et al., 2020).

Drawing on prior research, Table 1 synthesizes commonly identi-
fied motivational drivers of second-hand clothing consumption and 
their alignment with TPB and DOI constructs. This conceptual map-
ping guided the development of the interview protocol and subse-
quent analysis. This study extends TPB and DOI by examining their 
boundary conditions in informal economies. In the ukay-ukay con-
text, PBC (TPB) is not determined by formal retail infrastructure but 
by trust-based relationships and seller transparency. Similarly, DOI’s 
complexity and compatibility constructs are reframed: live-selling and 
social commerce reduce complexity, while cultural values such as dis-
karte (resourcefulness) enhance compatibility with thrift practices. 
These adaptations illustrate how informal markets challenge assump-
tions of predictability and structured diffusion, requiring a more flex-
ible interpretation of both theories.

3 Literature review

3.1 Perceived product factors and risks

3.1.1 Quality of perception of second-hand 
clothing

In the Philippines, the consumer’s perception of quality influences 
their decision on where to buy SHC (Mobarak et al., 2025). One of the 
main draws of ukay-ukay is the possibility to find premium goods, 

including authentic branded clothing (Hur, 2020) for prices lower 
than new retail (Biana, 2020). However, quality is not always favorable 
and can be very erratic. A primary obstacle is the perception of low 
product quality, including concerns about items being stretched, 
faded, or worn out (Frahm et al., 2025).

There is often an unofficial system of quality classification inside 
the ukay-ukay trade itself. Using names such as “Class A” for high 
quality with minimal usage, “Class B” for items with signs of wear 
(e.g., fading or marks) and “Class C” for the lowest quality (e.g., 
damage, missing pieces) sellers may classify items depending on their 
perceived quality (Abueg, 2005; Benavidez, 2025).

3.1.2 Cleanliness and hygiene

The most common issues of second-hand consumption are sanita-
tion and cleanliness (Silva et al., 2022). Concerns about sanitation and 
hygiene, such as bad odors (Frahm et al., 2025), or the idea of wearing 
clothing previously owned by unknown or deceased individuals (Kim 
et al., 2023), can cause discomfort. This is often due to the potential 
for garments to retain dirt, germs, or toxins (Singh et al., 2024) that 
could cause skin irritation or illness (Mobarak et al., 2025). Republic 
Act No. 4653, the law in the Philippines prohibiting the commercial 
importation of used clothing, was designed to safeguard the health of 
the people from potential hazards these items might carry 
(Philippines, 1966).

Those who do buy ukay-ukay usually use mitigating techniques. 
Before using SHC, a frequent habit is to carefully clean and disinfect 
the products (Singh et al., 2024). Research indicates that online 
buyers are more inclined to buy from vendors who specifically men-
tion that items have been cleaned (Koay et al., 2024; Mobarak et 
al., 2025).

3.1.3 Overcoming stigma associated with used 
clothing

Historically, wearing old or second-hand clothing was often asso-
ciated with social stigma. However, the perception and acceptance of 
second-hand fashion have evolved significantly worldwide. In the 

TABLE 1  Motivational drivers from literature and their alignment with TPB and DOI constructs.

Motivational driver (from prior 
studies)

Supporting references TPB construct DOI construct

Affordability/value for money Hur (2020), Koay et al. (2024), and 

Gilal et al. (2024)

Attitude Relative advantage

Social influence/peer norms Ek Styvén and Mariani (2020) and 

Villarente (2024)

Subjective norms Observability

Uniqueness/identity expression Guiot and Roux (2010) and Mandal 

and Kumar (2022)

Attitude Compatibility and relative advantage

Perceived quality/durability Mobarak et al. (2025) and Frahm et al. 

(2024)

Attitude Relative advantage

Environmental concern Borusiak et al. (2021) and Yang et al. 

(2024)

Attitude Compatibility

Hedonic value/thrill of the hunt Halicki et al. (2024) and Ross et al. 

(2022)

Attitude Relative advantage

Trust/risk reduction García et al. (2024) and Hipólito et al. 

(2025)

Perceived behavioral control Complexity and trialability
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Philippines, the rise of ukay-ukay, has played a notable role in reshap-
ing attitudes (Milgram, 2004). Despite its growing popularity, the 
stigma surrounding second-hand clothing persists for many Filipinos 
and has yet to be fully dismantled (Villarente, 2024).

There are factors behind this destigmatization. Affordability 
brings ukay-ukay into line across social classes. Framing an ukay-ukay 
purchase as a “smart” and “resourceful” choice further increases its 
appeal (Medalla et al., 2021). Using positive terminology, such as “pre-
loved” instead of “used,” helps soften consumer attitudes.

The younger generation find less stigma when they embrace cre-
ativity and use ukay-ukay to communicate uniqueness. The “thrill of 
the find” and building an interesting and stimulating narrative. The 
emphasis, therefore, moves from the pre-owned characteristics to its 
aesthetic and symbolic value. Furthermore, the global debate on sus-
tainable fashion challenges old stigmas and offers second-hand con-
sumption ethical relevance (Corbos et al., 2023; Sepe et al., 2024). For 
others, functional need always prevails over any stigma. The overall 
trend demonstrates a clear decrease of stigma and increased social 
acceptability of ukay-ukay as a respectable, often praised, kind of fash-
ion consumption (Zahid et al., 2022; Boyer et al., 2024).

4 Drivers of second-hand consumption

A confluence of several factors drives ukay-ukay’s continued pop-
ularity and broad patronage in the Philippines. Each of these motiva-
tions, economic (Hur, 2020; Koay et al., 2022; Gilal et al., 2024), social 
and cultural (Yeboah, 2023; Prisco et al., 2025) psychological and 
emotional (Auxtova et al., 2024; Stankevičiūtė and Jarmalavičiūtė, 
2025) accessibility (Hur, 2020; Villarente, 2024), and environmental 
(Sepe et al., 2024; Villarente, 2024), adds to the diversified attractive-
ness of this second-hand consumption behavior. Figure 1 shows a 
summary of the 12 key drivers of second-hand clothing consumption, 
which is explained further in sections 4.1–4.5.

4.1 Economic drivers

4.1.1 Affordability and value for money

The affordability of ukay-ukay is the most frequently investigated 
factor, as it offers products at lower prices than new retail items (Hur, 
2020; Stolz, 2022; Gilal et al., 2024; Villarente, 2024). This allows 

FIGURE 1

Twelve key drivers of second-hand clothing consumption illustrated (Author’s own).
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budget-conscious consumers, including students (Benavidez, 2025), 
low-income families (Tomoling and Abueg, 2024), and anyone actively 
trying to control their spending (Shirai, 2015). According to a report by 
Carousell (2021), 92% of Filipino consumers have purchased second-
hand items, with 74% identifying affordability as their main motivation.

Beyond mere affordability, ukay-ukay is strongly related to value 
for money (Koay et al., 2024). Consumers often find decent quality, 
durable, or even branded products (Biana, 2020) at a fraction of their 
original cost. The incentive is to find good-quality, original, or trendy 
like-new clothing without the high price tag (Murtas and Pedeliento, 
2025). This represents a “smart shopping” mindset (Medalla et al., 
2021; Demir et al., 2023), in which consumers are constantly looking 
for quality and style relative to cost, therefore appreciating their dis-
covery of excellent deals (Ki et al., 2024).

4.1.2 Bargain hunting and the thrill of the find

Bargain hunting, commonly referred to in the Philippines as tawad, 
meaning price negotiation or haggling, is a deeply rooted cultural prac-
tice associated with the pursuit of fairly priced items (Castillo, 2018; van 
Laar and Krabbe, 2018; Butiu et al., 2025). Beyond affordability, ukay-
ukay shopping also carries a hedonic dimension, offering emotional and 
psychological rewards (Çavuşoğlu et al., 2021; Te et al., 2022). This expe-
rience is often likened to treasure hunting, where the excitement of dis-
covering rare, high, quality, or branded items at a low price provides 
significant psychological satisfaction (Kashdan et al., 2018; Ross et al., 
2022; Rüffel and Dinh, 2024). The “thrill of the find” (Halicki et al., 2024) 
transforms shopping into a leisure activity, as customers sift through piles 
of clothing and negotiate prices, enhancing their sense of accomplish-
ment and enjoyment (Aycock, 2021; Kuupole et al., 2025).

4.1.3 SHC as a response to financial constraints

The financial constraints and overall economic conditions faced 
by many individuals significantly influence the popularity of SHC con-
sumption in the Philippines (Persson and Hinton, 2023; Frahm et al., 
2024). SHC serves as a practical solution for those affected by rising 
prices of new apparel, offering accessible, affordable, stylish, and dura-
ble clothing options for people with limited financial resources (Biana, 
2020; Bengzon et al., 2022; Moon, 2024). Research indicates that con-
sumers who shop at ukay-ukay stores often face financial hardship 
(Biana, 2020; Te et al., 2022; Tomoling and Abueg, 2025), and this 
form of consumption can function as a necessary coping strategy in 
response to economic pressure (Borusiak et al., 2020).

4.2 Cultural and social influences

4.2.1 Cultural significance of ukay-ukay in the 
Philippines

Beyond mere economic necessity, ukay-ukay has evolved into a 
prominent cultural trend in the Philippines, reflecting core Filipino 
values such as ingenuity and resourcefulness (Benavidez, 2025). This 
trend has helped to destigmatize the negative connotations tradition-
ally associated with second-hand clothing, leading to broader accep-
tance of wearing pre-owned garments (Ferraro et al., 2016; Le Zotte, 
2023; Villarente, 2024).

Furthermore, the traditional cultural practice of digging through 
stacks of clothes transforms the act of buying garments into a playful 
and serendipitous experience (Locsin, 2007). It is not merely a static 

tradition but an active cultural practice that repurposes and reuses 
clothing (Biana, 2020) and can be seen as a form of intangible cultural 
heritage (Han and Sweet, 2020; Lu, 2024).

4.2.2 Peer influence and social normalization

Driven by its popularity, buying SHC has become socially accept-
able in the Philippines (Isla, 2013) and is now seen as a smart and 
frugal shopping strategy (Abueg, 2005; Gonzales, 2024; Manalo et al., 
2024). By simply changing the terminology to “pre, loved,” this shift 
in language reflects the growing acceptance of second-hand clothing 
(Healy, 2024), which is now appreciated across various sectors. A key 
driver of this acceptance is peer influence (Woo et al., 2024). Social 
media (Luoma, 2024) amplifies these societal trends, shaping con-
sumer attitudes toward frugal buying (Villarente, 2024). Peer, driven 
content and peer, validated platforms help to normalize ukay-ukay, 
thereby redefining fashion norms.

4.2.3 Identity construction and self-expression 
through second-hand fashion

Fashion is a powerful instrument for self-expression (Mandal and 
Kumar, 2022; Nunes, 2023; Amekplenu, 2024). Second-hand fashion 
provides Filipinos with a rich and accessible way to express their per-
sonal style and actively participate in identity formation (Medalla et 
al., 2021; Te et al., 2022). Moreover, it offers opportunities to discover 
unique and creative items that are rarely found in conventional retail 
stores (Guiot and Roux, 2010; Evans et al., 2022).

Ukay-ukay also stands in contrast to mass, produced fast fashion, 
which often features repetitive designs (Truong, 2022; Persson and 
Hinton, 2023). It encourages innovative thinking and experimentation 
(Lichy et al., 2023), allowing consumers to mix and match pieces 
(Lang and Zhang, 2019; Taylor et al., 2023), and engage in upcycling 
to create distinctive looks. Importantly, it democratizes fashion, 
enabling individuals whose choices might otherwise be limited by 
financial constraints to express themselves freely (Ferraro et al., 2016). 
For some, ukay-ukay represents a subtle form of rebellion against 
mainstream fashion norms (Rüffel and Dinh, 2024), fostering alterna-
tive or subcultural identities (Abad et al., 2025).

4.3 Psychological and emotional 
motivations

4.3.1 Hedonic value

Hedonic value fulfills needs for pleasure, excitement, and happiness, 
and is closely tied to psychological and emotional motivations (Aruldoss 
et al., 2024). This is especially evident in the “thrill of the find,” which 
resembles a form of “treasure hunting,” where the anticipation and sur-
prise of discovering rare, valuable “hidden gems” at low prices deliver 
significant psychological rewards (Ross et al., 2022; Halicki et al., 2024). 
Strong emotional attachments (Nopnukulvised et al., 2019) emerge 
from the element of surprise (Mashilo et al., 2025) and the sense of 
discovery during the search, making the shopping experience engaging 
and emotionally rewarding beyond mere transactions.

4.3.2 Uniqueness and originality

Second-hand fashion consumption in the Philippines (Biana, 
2020) is largely driven by a psychological desire for originality and 
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uniqueness. The act of discovering one-of-a-kind items stands in con-
trast to the ubiquity of rapid fashion, and this pursuit of distinctive-
ness is closely tied to personal identity expression. Access to signature 
pieces (Cainoy et al., 2023) is facilitated by ukay-ukay and is particu-
larly popular among younger consumers. For these consumers, find-
ing a rare item offers personal satisfaction and a sense of social 
distinction (Villarente, 2024). In this context, the demand for indi-
viduality can be seen as a quiet protest against the homogeneity of fast 
fashion.

4.3.3 Sentimental value and stories behind SHC

Pre-loved objects carry significant emotional value, often deeply 
entwined with nostalgia. For example, vintage clothing evokes a long-
ing for times gone by Sarial-Abi et al. (2017). These items act as recov-
ery signals, reminding individuals of personal experiences or historical 
narratives, such as the scarcity of a particular garment (Frahm et al., 
2024). When triggered, nostalgia can enhance mood, boost self, 
esteem, and foster social connectedness, thereby promoting a sense of 
continuity in identity (Abakoumkin et al., 2019). This emotional con-
nection allows the item to transcend its physical form, becoming a 
powerful emotional conduit rather than merely a piece of fabric. 
Acting as a touchstone (Karagöz and Ramkissoon, 2023), the tangible 
object anchors abstract memories and emotions in a concrete reality, 
enabling the past to be felt vividly in the present.

4.4 Accessibility and market dynamics

4.4.1 Brick-and-mortar stores

Physical ukay-ukay boutiques provide a familiar and accessible 
shopping infrastructure (Biana, 2020). The traditional shopping 
experience is characterized by active “digging” through piles of 
clothing (Tomoling and Abueg, 2024) in search of reasonably 
priced, unique, branded, or high, quality items (Flores et al., 2025). 
Replicating this sensory and social engagement online, such as 
feeling fabrics or assessing quality, is challenging (Carlsson and 
Lundqvist, 2023). Many consumers prefer physical boutiques 
(Manalo et al., 2024) because they can try on garments (Mobarak 
et al., 2025) and personally inspect their quality (Hur, 2020). These 
physical stores also serve as important “third places,” social envi-
ronments beyond home and work, thereby fostering community 
connections (Farahani and Beynon, 2019).

4.4.2 Online and E-commerce platforms for 
second-hand fashion

Ostermann et al. (2021) emphasize how fashion startups are inno-
vating circular business models through digital platforms, aligning 
with the rise of online ukay-ukay commerce in the Philippines. These 
models promote reuse and community engagement, echoing the 
social commerce dynamics observed in local markets.

The rise of the internet, particularly social media and e-commerce 
platforms, has significantly transformed the SHC landscape in the 
Philippines, with many shops actively moving online (Bengzon et al., 
2022). A sudden behavioral shift, largely driven by the COVID-19 
pandemic, has led people to increase their smartphone usage for shop-
ping and browsing (Tomoling and Abueg, 2024). SHC now dominates 
platforms such as Facebook, Instagram, Shopee, Lazada, and Carousell 

(Turunen and Gossen, 2024), offering consumers a wider range of 
choices.

The rise of “live selling” has fostered a form of social commerce 
(Herzallah et al., 2025), which began on Facebook (Gonzales, 2024). This 
technological innovation in retail is particularly significant, as it merges 
entertainment with direct sales, building trust and community in a digi-
tal space that traditional e-commerce often lacks. This format combines 
entertainment with shopping, creating a dynamic and engaging purchas-
ing experience while enabling real, time personal interactions (Actub-
Parungao and Balgoa, 2023). However, challenges remain, including 
trust issues due to the inability to physically inspect products, discrepan-
cies in sizing, hidden flaws, and shipping concerns (Cainoy et al., 2023).

4.5 Sustainability

Recent research by Hussain et al. (2025) critically examines the 
assumptions behind circular fashion models, revealing that many pro-
jections, such as those from the Ellen MacArthur Foundation (2023), 
lack empirical grounding and may overstate the economic potential 
of reuse. This underscores the importance of localized, culturally 
embedded practices like ukay-ukay that offer tangible sustainability 
outcomes.

Schumacher and Forster (2022) further highlight systemic barri-
ers to textile circularity, including infrastructure gaps and policy mis-
alignment, which contrast sharply with the grassroots nature of 
second-hand markets in the Philippines. These findings reinforce the 
relevance of informal economies in advancing sustainability goals.

4.5.1 Growing awareness of fast fashion’s impact

The fashion industry is a major contributor to global waste, 
carbon emissions, and water pollution (Ellen MacArthur Foundation, 
2019; Singh and Bansal, 2024). There is growing awareness of the envi-
ronmental impact of fast fashion worldwide, particularly in the 
Philippines (Villarente, 2024). Fast fashion is characterized by rapid 
production cycles, low prices, poor quality, and exploitative labor con-
ditions (Centobelli et al., 2022; Humayun and Bhavadharani, 2025). 
Filipino youth, especially Generation Z and Millennials, demonstrate 
increasing awareness in their shopping choices, often aiming to reduce 
fast fashion consumption and support environmental sustainability 
(Bengzon et al., 2022; Bajar et al., 2024; Villarente, 2024).

However, awareness does not always translate into action. Levels 
of understanding vary; while some young consumers possess deep 
insights into sustainability, others may have only a superficial aware-
ness (Papadopoulou et al., 2021). Economic factors such as afford-
ability can contribute to an attitude–behavior gap (Zhuo et al., 2022), 
where the desire to save money overrides the intention to shop sus-
tainably. To foster more conscious consumption, individuals may need 
to witness the direct impact of textile waste within their communities, 
rather than simply hearing about global environmental issues, in order 
to meaningfully change their purchasing habits (Abdelmeguid et 
al., 2025).

5 Methodology

This study employed a qualitative research approach to gain in-
depth insights (Gaddefors and Cunningham, 2024) into the drivers of 
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second-hand consumption within the Philippine ukay-ukay context, 
focusing on business owners’ perspectives (Kraus et al., 2023).

5.1 Research design

A descriptive and exploratory qualitative research model was 
adopted (Mbaka and Isiramen, 2021). This approach was well suited 
for examining complex phenomena, exploring nuanced experiences, 
and generating rich, detailed understandings of consumer motivations 
(Lim, 2024) as perceived by ukay-ukay entrepreneurs. 
Methodologically, this design prioritizes “market-facing” insights by 
positioning business owners as expert proxies for consumer behavior. 
This choice is grounded in the reality of informal economies, where a 
seller’s business survival depends on their ability to accurately inter-
pret and respond to shifting consumer psychographics through inven-
tory curation and pricing. This research design therefore captures 
consumer trends not as self-reported data, but as empirically observed 
behavioral shifts recorded by those who navigate the market daily.

5.2 Data collection

The primary data collection method was online in-depth inter-
views (Rutledge and Hogg, 2020) conducted with ukay-ukay business 
owners. These interviews were facilitated via video conferencing plat-
forms such as Microsoft Teams and Google Meet, allowing for real, 
time interaction (Heiselberg and Stępińska, 2022). Each interview 
lasted a minimum of 30 min and was recorded with the participants’ 
explicit consent (McGonagle et al., 2015; Lim, 2024). To ensure par-
ticipants could fully express their thoughts and insights, interviews 
were conducted in their native language, Filipino or Tagalog (Welch 
and Piekkari, 2006).

5.3 Sampling strategy and participants

A purposive sampling strategy was used to select information-rich 
cases (Memon et al., 2024). The target population consisted of 17 
Philippine ukay-ukay business owners who had been operating for at 
least 2 years. This 2-year operational threshold was selected to ensure 
participants had survived the initial business mortality phase (typi-
cally high in retail) and had sufficient longitudinal observation of 
changing consumer trends, particularly the pre- and post-pan-
demic shifts.

To address the historical evolution of the market from necessity-
driven to identity-based consumption, the study strategically catego-
rized participants by their operational tenure. Legacy entrepreneurs 
with extensive market experience, such as P2 (10 years), P12 (12 years), 
and P17 (9 years), provided the longitudinal depth necessary to verify 
the long-term transition in consumer attitudes. In contrast, newer 
entrepreneurs who entered the market post-pandemic, such as P3, 
P10, and P14 (2 years), were utilized to validate the current, trend-
driven state of the ukay-ukay sector. By triangulating the historical 
insights of legacy owners with the contemporary observations of 
newer entrants, the study ensures that claims regarding market evolu-
tion are grounded in multi-generational entrepreneurial intelligence.

The researcher initially identified potential participants through 
online platforms such as Google, Facebook, and Instagram using rel-
evant keywords (e.g., “ukay-ukay Philippines,” “thrift store PH”). 
Businesses were contacted via email or private message with details 
about the study, including its purpose, terms of participation, and 

confidentiality assurances to foster trust and engagement (Kang and 
Hwang, 2023). Participants were then invited to schedule interviews 
at their convenience. Snowball sampling was also employed (Sledzieski 
et al., 2023), wherein interviewed owners referred other ukay-ukay 
entrepreneurs within their networks, thereby expanding the study’s 
reach. Participants were selected based on diversity of business models 
(physical vs. online vs. live-selling) and customer demographics (mass 
market vs. curated vintage) to ensure a holistic view of the ecosystem 
as shown in Table 2. While many participants were Metro Manila-
based, the inclusion of owners from Baguio (the historic capital of 
ukay-ukay) and Davao provided regional representation. Data collec-
tion ceased at 17 participants when thematic saturation was reached, 
defined as the point where three consecutive interviews yielded no 
new codes regarding consumer motivation.

Table 2 shows the profiles of the 17 business owners.

5.4 Interview questions

Semi-structured interviews were conducted to explore business 
owners’ perspectives on consumer motivations for second-hand con-
sumption, drawing on existing literature. Initial questions focused on 
the background of their brand and their motivations for entering the 
second-hand market (Das et al., 2024). A key eligibility criterion, store 
longevity, was verified through questions confirming that the business 
had been operating for at least 2 years (Haraldsson and Perić, 2017).

Subsequent questions explored various aspects of their operations 
and customer insights, including popular product categories, inven-
tory management, and sourcing strategies (Haraldsson and Perić, 
2017; Sajjad et al., 2021; Halicki et al., 2024; Frahm et al., 2025). The 
core of the interview focused on consumer behavior, such as observed 
age and gender patterns, evolving attitudes toward second-hand goods, 
primary purchase motivations, and reasons for preferring physical 
stores (Haraldsson and Perić, 2017; Koay et al., 2024). The interviews 
concluded with discussions on communication strategies (Haraldsson 
and Perić, 2017) and the future of second-hand consumption in the 
Philippines (Yang et al., 2024), providing a comprehensive view of con-
sumer decision, making from the business owners’ perspective.

5.5 Data analysis techniques

Thematic analysis was the primary method used to analyze data 
(Naeem et al., 2023). Interviews were transcribed verbatim using tran-
scription software and translated from Filipino/Tagalog into English 
(Nascimento and Steinbruch, 2019). The study followed the six-phase 
approach by Braun and Clarke (2006). Phase 1 involved immersion in 
the data through repeated reading. Phase 2 involved initial manual 
coding using the translated transcripts, generating codes such as “trea-
sure hunt” and “budget constraint.” Phase 3 involved collating codes 
into potential themes by all the researchers, which were then reviewed 
in Phase 4 against the dataset. Phase 5 focused on defining and 
naming themes, and Phase 6 involved producing the final report. This 
rigorous approach enabled the identification of underlying meanings, 
recurring patterns, and key insights into the drivers of ukay-ukay con-
sumption from the viewpoint of business owners. To enhance trans-
parency, Table 3 provides examples of initial codes and corresponding 
participant quotes that illustrate how raw data was organized into 
themes during the thematic analysis process. These examples demon-
strate the link between interview excerpts and the seven motivational 
themes identified in the study.
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6 Findings and discussion

Through thematic analysis of the interview data and a review of 
relevant academic literature, seven core motivational themes emerged 
that explain why Filipino consumers engage with second-hand fashion 
through ukay-ukay businesses. These themes are affordability, social 
influences, uniqueness and individuality, quality and durability, envi-
ronmental consciousness, rarity and vintage finds, and customer ser-
vice and trust.

Affordability was the most frequently cited motivation, but its 
meaning in the Philippine context is more layered than in other mar-
kets. While consumers in Western countries often describe second-
hand shopping as driven by the “thrill of the hunt,” and Chinese 
consumers tend to focus on bargains, Filipino consumers view afford-
ability as part of a broader value system. While consumers in Western 
countries often describe second-hand shopping as driven by the 
“thrill of the hunt” (Hur, 2020; Klooster et al., 2024; Frahm et al., 
2025), and Chinese consumers tend to focus on bargains (Wu et al., 
2022; Huang and Wong, 2024), Filipino consumers view affordability 

as part of a broader value system. For them, low cost is not merely 
about saving money, it is closely tied to expectations of quality, lon-
gevity, and the ability to express personal style through distinctive 
fashion choices.

Social influences also play a significant role, particularly through 
peer recommendations and online communities that normalize and 
celebrate second-hand fashion. Many business owners observed that 
younger consumers are increasingly drawn to ukay-ukay shopping to 
stand out, embracing the uniqueness and individuality that second-
hand items offer. This desire for self-expression is often balanced with 
practical concerns, such as the durability of garments and the trust-
worthiness of sellers.

Environmental consciousness was another recurring theme, 
though often expressed indirectly. Participants noted that some cus-
tomers are motivated by sustainability, viewing second-hand shopping 
as a way to reduce waste and support circular fashion practices. 
Additionally, the appeal of rare and vintage finds was frequently men-
tioned, with customers valuing the sense of discovery and nostalgia 
associated with older items.

TABLE 2  Summary of the demographic profiles of the 17 business owners who participated in this study.

Participant ID Business type Years in 
operation

Primary 
motivation for 
starting

Location Customer base

P1 Online (Facebook/

Instagram)

4 years Passion for Fashion Manila Young Adults, Students

P2 Physical store 10 years Economic Necessity Baguio City Low-income Families, 

Diverse

P3 Live seller (TikTok) 2 years Uniqueness and 

individuality

Cebu Gen Z

P4 Physical store and online 6 years Thrill of the Find Quezon City Collectors, Vintage 

Enthusiasts

P5 Online (Facebook) 3 years Sustainability Batangas Environmentally-

conscious shoppers

P6 Live Seller (Facebook) 5 years Economic Necessity Davao City General public, Bargain 

hunters

P7 Physical store 8 years Passion for Fashion Baguio City Young Adults, Fashion-

forward

P8 Online (Instagram) 4 years Rarity & Vintage Finds Pasig City Collectors

P9 Physical store and online 7 years Economic Necessity & 

Value

Bataan Diverse, Families

P10 Live Seller (TikTok) 2 years Social influences Manila Gen Z

P11 Online (Facebook) 5 years Uniqueness and 

individuality

Cebu Young Adults

P12 Physical store and online 12 years Economic necessity Quezon City Low-income Families, 

Families

P13 Physical store and online 3 years Curated collection Makati City Affluent, Fashion 

enthusiasts

P14 Online (Facebook) 2 years High profit margin Manila General public

P15 Live seller (Facebook) 4 years Economic necessity Davao City Students, Young Adults

P16 Online (Instagram) 6 years Uniqueness and 

individuality

Pampanga Fashion-conscious

P17 Physical store 9 years Sustainability Baguio City Diverse
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Finally, customer service and trust emerged as a critical factor in 
repeat patronage. Business owners emphasized the importance of 
building relationships with their clientele, offering transparency in 
sourcing and pricing, and maintaining consistent quality standards. 
These findings suggest that second-hand consumption in the 
Philippines is shaped by a unique blend of economic, cultural, and 
personal motivations. Figure 2 presents selected quotes from partici-
pants that illustrate these themes and highlight the richness of the 
qualitative data. The following section discusses the seven motiva-
tional themes in detail, supported by illustrative quotes from partici-
pants that highlight the complexity and context-specific nature of 
second-hand fashion consumption in the Philippines.

6.1 Evolving perceptions of affordability in 
second-hand consumption

The primary driver identified by entrepreneurs was a shift in con-
sumer perception from simple “cheapness” to a sophisticated under-
standing of “value for money.” This financial motivation is strongly 
supported by the interview data, with entrepreneurs consistently 
noting that customers are drawn to the “lower price” (P7) and describ-
ing the products as “very cheap, it is very affordable” (P11). For many 
Filipino consumers, the entry point into the second-hand market is 
the opportunity to acquire items for “60 pesos each” (P6) or to start a 
business with “small capital” (P14). However, the interviews also 
reveal a maturing market where intentionality and perceived value 
override mere cost; as P13 observed, customers are now willing to pay 
more, buying items “even if the price is high.” This indicates a shift from 
basic thrift shopping to more deliberate, curated consumption. As one 
participant explained, “…there is a misconception among Filipinos that 
ukay-ukay is all about affordability, but what we are doing nowadays is 
building a curated collection” (P13). In this context, affordability is 
about securing distinctive or durable items at a reasonable price, often 
significantly lower than their original or collector’s market value.

These insights align closely with existing literature, which identi-
fies economic motivations as a dominant force in second-hand con-
sumption (Gilal et al., 2024). Turunen and Gossen (2024) argue that 
price and related advantages are among the most common reasons for 
engaging in second-hand shopping. As Frahm et al. (2024) suggests, 
perceived value is becoming intertwined with cost, where a higher 
price may still represent a good deal if the item offers uniqueness or 
durability. Mobarak et al. (2025) further supports this view, noting 
that premium pricing can be justified when the product is exceptional 
or highly sought after.

Within the integrated TPB–DOI framework, these market-facing 
insights reveal that “price” functions differently depending on the con-
sumer’s adoption stage (DOI). While affordability accelerates adop-
tion, it also raises questions about whether economic drivers 
undermine environmental goals, challenging normative assumptions 
in pro-sustainability behavior models. For the Early Majority, afford-
ability represents a “Relative Advantage” (DOI) in terms of value-per-
wear, which redefines the “Attitude” construct: the positive attitude is 
no longer derived solely from saving money, but from a “smart shop-
ping” identity.

While affordability remains a primary driver, this study reveals 
that “price” functions differently depending on the consumer’s 
adoption stage (DOI). For Laggards, low price is a necessity. 
However, for the Early Majority, affordability represents a “Relative 
Advantage” (DOI) in terms of value-per-wear rather than absolute 
cost. Within the TPB framework, this redefines the “Attitude” con-
struct: the positive attitude is no longer derived solely from saving 
money, but from the “smart shopping” identity. This suggests that 
in developing economies, the economic barrier often cited in 
Western sustainable fashion literature serves conversely as the pri-
mary enabler of circularity.

This paradox, where affordability promotes circularity, yet 
risks overconsumption, suggests that TPB’s positive attitude con-
struct may mask unintended sustainability consequences. While 
affordability accelerates adoption, it also raises questions about 
whether economic drivers undermine environmental goals, chal-
lenging normative assumptions in pro-sustainability behavior 
models. Future refinements should incorporate economic drivers 
as potential moderators of pro-sustainability intentions within 
TPB and DOI frameworks.

6.2 Social influences

The transition of ukay-ukay from a survivalist activity to a socially 
validated fashion choice is primarily driven by familial networks and 
observational learning within local communities. This shift is exempli-
fied by entrepreneurs whose entry into the market was prompted by 
close relatives, such as P2, who noted that their “older sister decided 
that we should start a ukay-ukay business,” or P6, who was motivated 
by witnessing the visible success and growth of existing vendors in 
their area. These examples highlight how second-hand fashion gains 
community approval when passed through trusted relationships, 
effectively reframing the practice as a viable and respected entrepre-
neurial path (Oscario, 2023).

TABLE 3  Examples of codes and illustrative quotes.

Theme Example code Illustrative quote

Affordability Lower price “Customers are drawn to the lower price.” (P7)

Social influences Peer influence “Follow trends from influencers who are doing thrift finds.” (P11)

Uniqueness and individuality Avoid duplicates “Avoid looking the same as everyone.” (P1)

Quality and durability Better than mall “The quality of clothes from ukay-ukay is much better than the quality of clothes from the mall.” 

(P2)

Environmental awareness Reduce textile waste “More customers choose second-hand as their way of reducing environmental impact.” (P3)

Rarity and vintage finds Thrill of the find “It is a hobby… excitement and discovery.” (P3)

Customer service and trust Repeat patronage “Customers keep on coming back because they already trust us.” (P12)
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This normalization is further accelerated by digital ecosystems, 
where platforms like “Facebook, Instagram, and TikTok” serve as the 
primary conduits for reaching contemporary audiences (P10). 
Vendors observe that young consumers are particularly influenced 
by digital trends, actively seeking to “follow trends from influencers 
who are doing thrift finds” (P11). These technological platforms 
function as powerful engines of cultural normalization, moving 
beyond mere sales channels to become sites of trend diffusion 
(Villarente, 2024). This influence is reinforced by direct peer 
endorsement and word-of-mouth, with participants like P16 noting 
that satisfied buyers frequently “recommended me within their net-
work because I have beautiful items,” thereby solidifying ukay-ukay 
as a shared activity within style discourses. Consequently, thrifted 
fashion is increasingly viewed not as a compromise, but as a stylish 
and socially validated choice (Sumod, 2024).

The normalization of ukay-ukay through social media signifi-
cantly alters the “Subjective Norms” construct of TPB. In Western 
contexts, second-hand consumption often carries a stigma that nega-
tively impacts subjective norms. In the Philippines, however, the cul-
tural value of diskarte (resourcefulness) reframes thrift shopping as a 
skill rather than a hardship. Consequently, online communities and 
live-sellers act as change agents who increase the “Observability” 
(DOI) of the practice, effectively dismantling the stigma and accelerat-
ing the diffusion process among younger generations. This finding 
challenges TPB’s assumption of stable normative structures and DOI’s 
reliance on formal diffusion channels, indicating a need for hybrid 
models that integrate digital peer influence as a primary diffusion 
mechanism in informal markets.

6.3 The quest for uniqueness and 
individuality

The desire for self-expression and the rejection of mass-market 
homogeneity emerged as a powerful motivator for consumers within 
the ukay-ukay market. Entrepreneurs consistently highlighted that 
their customers use second-hand fashion to curate a distinct identity. 
This is evidenced by participants who noted that a primary goal for 
many shoppers is to “prevent having duplicate outfits” (P7) and to “…
avoid looking the same as everyone” (P1). For some, this motivation is 
rooted in personal experience. This drive for differentiation often 
stems from past social experiences; for instance, one customer recalled 
the embarrassment of wearing “the same clothes” as her classmates 
during her teenage years (P5), which now motivates her to seek out 
items that are “very different from what you can see in the mall” (P13).

This sentiment was echoed by P3, who confirmed that contempo-
rary customers “want to have their own style” rather than following tra-
ditional retail patterns. According to P13, this shift represents a 
significant cultural change: “People are now craving their own personal 
style or individuality… Now, everyone wants to be weird. Everyone wants 
to be different.” The emotional reward of this uniqueness is profound, 
with P6 describing the psychological outcome as a “feeling of confidence 
when you are wearing it, and you know you are the only one who has it.”

These observations align with scholarly discussions regarding the 
use of fashion as a tool for identity construction. The finding that con-
sumers seek to differentiate themselves through unique finds is 
strongly supported by Mandal and Kumar (2022), as well as recent 
research by Auxtova et al. (2024) and Kuupole et al. (2025), who 

FIGURE 2

Selected quotes from participants that illustrate these themes.
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emphasize that the desire for uniqueness and identity curation are key 
drivers in non-traditional retail environments. Furthermore, the 
“thrill of the hunt” in thrift stores is often driven by the search for 
items that reflect a wearer’s specific personality (Halicki et al., 2024; 
Hur, 2020).

This motivation highlights a shift from functional to expressive 
consumption, positioning ukay-ukay as a tool for identity construc-
tion. In the context of DOI, uniqueness serves as a critical “Relative 
Advantage” over mass-produced fast fashion, appealing strongly to 
Innovators and Early Adopters who value differentiation. Theoretically, 
this strengthens the “Attitude” component of TPB, as the positive 
evaluation of the behavior is driven by the hedonic reward of self-
expression rather than just utility. By offering “one-of-a-kind” items, 
ukay-ukay satisfies a psychological need for distinction that standard-
ized retail cannot, thereby accelerating its adoption among fashion-
forward demographics.

Identity-driven consumption strengthens attitudes toward sec-
ond-hand fashion but may inadvertently replicate fast-fashion turn-
over, raising concerns about whether expressive motivations align 
with sustainability objectives. This tension calls for a nuanced under-
standing of hedonic and identity-based drivers within TPB and DOI 
frameworks.

6.4 Perceptions of quality and durability

A dominant theme emerging from the interviews is the per-
ception that SHC offers superior quality and material integrity 
compared to new, mass-produced garments. Entrepreneurs identi-
fied this as a primary reason Filipino consumers choose to buy 
second-hand, frequently noting customer dissatisfaction with the 
declining quality of contemporary retail. Several business owners 
(P2; P3; P5; P7; P14) reinforced this view, with P2 explicitly stat-
ing that “the quality of clothes from ukay-ukay is much better than 
the quality of clothes from the mall.” Participants often referred to 
the “one time use” nature of fast fashion items (P7), describing 
new retail clothing as “disposable compared to used ones which still 
have better quality” (P14). As one entrepreneur explained, “a lot 
of people are already eyeing ukay-ukay and engage with good qual-
ity items” (P11), noting that for discerning consumers, these items 
are simply “made to last” (P6). This shift in values is further evi-
denced by consumers who now feel that “brand new items do not 
matter anymore” (P9), suggesting that lasting quality now takes 
precedence over novelty.

These findings align with recent literature 
characterizing second-hand shopping as a direct response to the 
declining craftsmanship of fast fashion (Frahm et al., 2024). There 
is a widespread belief that older garments are constructed with 
better materials, challenging the conventional belief that “brand 
new” is inherently better (Mobarak et al., 2025). By prioritizing 
workmanship and longevity over price or newness, the second-
hand market aligns with a growing preference for sustainable fash-
ion choices.

The perception that “older is better” challenges DOI’s assumption 
that innovation implies newness. In informal markets, innovation 
often lies in rediscovery and the return to superior material standards 
rather than novelty. For risk-averse consumers in the Late Majority, 
the proven durability of vintage clothing enhances PBC (TPB) by 
reducing fears of wasting money on poor-quality goods. This 

functional reliability acts as a bridge for adoption, moving the practice 
beyond niche collectors to pragmatic consumers who prioritize value-
for-money over trends, and calls for theoretical adaptation of DOI to 
incorporate rediscovery as an innovation pathway.

6.5 Emergence of environmental awareness

Environmental awareness is increasingly recognized by entre-
preneurs as an emerging, though often secondary, motivator for 
ukay-ukay consumption in the Philippines. Several business owners 
noted a visible shift in consumer intent, observing that “more cus-
tomers choose second-hand as their way of reducing environmental 
impact,” specifically to “reduce textile waste” (P3). This environmen-
tal consciousness is further reinforced by community-based circu-
lar practices shared by business owners. For instance, one 
respondent explained that “unsold pieces are given to a certain group 
wherein they can upcycle it to make rags, bags, etc.” (P5). 
Additionally, there is an emergence of local brands that are “making 
curated designs out of ukay-ukay” (P13), suggesting a creative and 
sustainable approach to repurposing garments within the local 
ecosystem.

These local developments align with broader scholarly observa-
tions that environmental awareness is gaining traction as a motiva-
tor for SHC consumption (Villarente, 2024). As consumers become 
more informed about the consequences of fast fashion, ukay-ukay 
is increasingly viewed as a more ethical and sustainable alternative 
(Biana, 2020; Abdelmeguid et al., 2025). However, despite these 
developments, environmental concern is often not the primary 
reason for purchasing second-hand clothing in the Philippine 
market. Instead, it tends to function as a secondary or supporting 
motivation (Borusiak et al., 2021). This is consistent with the con-
cept of the attitude-behavior gap, where individuals stated beliefs 
about sustainability do not always translate into consistent action. 
Additionally, the paradox of overconsumption is evident; while 
affordability makes second-hand fashion accessible, it can also lead 
to hoarding, which undermines the practice’s sustainability (Zhuo 
et al., 2022).

Overall, while environmental awareness is gaining traction, it 
remains a supplementary factor in consumer decision-making. This 
suggests that for sustainable fashion advocates and policymakers, 
leveraging the primary drivers, such as uniqueness and quality, may 
be a more effective strategy for promoting circular consumption, 
with sustainability framed as a co-benefit rather than the lead 
message.

While environmental awareness is growing, it often presents a 
paradox in consumer behavior. The “Compatibility” (DOI) of ukay-
ukay with sustainable values enhances its appeal to eco-conscious 
consumers, yet low cost can encourage overconsumption, creating 
a conflict between sustainability attitudes and accumulation behav-
iors. This tension highlights the attitude–behavior gap observed in 
sustainability literature, where normative pressures compete with 
economic ease (PBC). For policy, framing thrift as aspirational and 
identity-driven may be more effective than moral appeals. 
Theoretically, TPB should incorporate competing motivations such 
as affordability and identity as moderators of pro-sustainability 
intentions, while DOI should account for how normative sustain-
ability pressures interact with economic incentives in informal 
markets.
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6.6 The thrill of rarity and vintage finds

For many Filipino consumers, the appeal of ukay-ukay transcends 
functional necessity, evolving into a form of entertainment and psy-
chological engagement. Business owners observe that for some cus-
tomers, thrifting has become “a hobby” driven by “excitement and 
discovery” (P3), offering a sense of adventure akin to treasure hunting. 
This is particularly evident among specialized collectors for whom 
rarity is the primary driver of value. These consumers are often willing 
to “spend a lot of money just to get the item” (P8; P5), and in some 
cases, they “do not care if it is not in good shape, as long as it is 
rare” (P9).

Beyond immediate style, certain second-hand items are now 
viewed as financial assets. Participants noted that old shirts are 
“appreciating in value” (P13), with one respondent comparing high-
demand vintage pieces to gold, stating that “the prices are not going 
down” (P9).

These observations align with scholarly findings that the “thrill of 
the find” is a psychological and emotional experience that transforms 
thrifting into a form of entertainment (Halicki et al., 2024). This pro-
cess provides a measurable psychological boost (Ross et al., 2022) and 
contributes to the appeal of fashion beyond its economic value. This 
is especially relevant for vintage clothing from the 1990s and early 
2000s, which younger generations actively seek out to build their fash-
ion identity (Prisco et al., 2025).

The “thrill of the find” reframes the shopping experience from 
a chore to a leisure activity, significantly impacting the Affective 
Attitude within TPB. This gamification of consumption serves as 
a powerful intrinsic motivator, particularly for Innovators who 
derive status from discovering hidden gems. In terms of DOI, the 
excitement of the hunt increases Trialability, as low cost allows 
consumers to experiment with styles they might otherwise avoid. 
This hedonic dimension suggests that for many Filipino consum-
ers, the process of acquisition is as valuable as the product itself 
and introduces hedonic complexity reduction, a factor DOI does 
not currently capture. Incorporating experiential attributes into 
diffusion theory could improve its explanatory power in informal 
markets.

6.7 Elements of customer service and trust

The foundation of successful online selling in the second-hand 
market is built upon the relational bond between the entrepreneur and 
the consumer. As one entrepreneur noted, “customers keep on coming 
back to our store because they already trust us” (P12), highlighting the 
role of consistent service and reputation in building long-term rela-
tionships. Participants frequently emphasized the importance of being 
a mindful curator, which involves intensive preparation such as “sort-
ing, washing, steaming” (P5) and transparency in “describing the status 
of the products” (P11). This commitment to quality is often driven by 
an ethical responsibility; as one vendor stated, “I do not sell what I 
know would embarrass me” (P7), underscoring the ethical responsibil-
ity sellers feel toward their customers.

Responsiveness and personal connection also emerged as key 
elements of good service. Sellers mentioned being attentive to cus-
tomer needs, such as “answering their inquiries” (P14) and “giving 
styling assistance” (P3; P13). These interactions go beyond transac-
tional exchanges, creating a sense of community and personalized 

support. One participant shared the emotional reward of their 
work: “seeing how my business grows and how happy my customers 
are” (P3), illustrating how customer satisfaction contributes to 
business fulfillment.

A notable innovation in this space is “live selling,” which allows 
vendors to build trust in real time by “interacting with our custom-
ers” (P16). This method fosters transparency and engagement, 
helping to reduce perceived risk and enhance the shopping 
experience.

These findings align with scholarly research asserting that a 
trustworthy business providing a reliable and positive experience 
is essential for fostering loyalty (García et al., 2024). As Hipólito et 
al. (2025) argue, trust lowers perceived risk and supports other 
motivations such as the search for quality or unique items. 
Furthermore, live selling has been identified as a critical tool for 
building trust through real-time interaction and transparency 
(Tedjakusuma et al., 2025). These findings empirically support the 
study’s theoretical refinement of PBC. As previously argued in 
Section 2.1, PBC in the informal ukay-ukay market is less about 
formal retail infrastructure and more about the relational control 
established through seller transparency.

Trust emerges as a critical moderator in the adoption process, 
directly influencing PBC (TPB). By curating items and providing 
transparency about flaws, business owners reduce the “Complexity” 
(DOI) and perceived risk associated with second-hand goods, par-
ticularly for the Late Majority and Laggards who may be deterred 
by hygiene concerns or effort. This shifts the entrepreneur’s role 
from mere seller to trusted intermediary, bridging the gap between 
the informal market and consumer reliability needs. These insights 
suggest that TPB’s PBC construct should include relational control 
factors, while DOI’s complexity construct should account for trust-
building practices such as live selling. Together, these findings 
reveal conceptual tensions and boundary conditions that challenge 
TPB and DOI assumptions.

Table 4 summarizes how the thematic motivations identified in 
this study map onto TPB and DOI constructs, providing a conceptual 
link between empirical findings and theoretical refinements.

Figure 3 illustrates the integrated TPB–DOI framework developed 
in this study, showing how adoption stages align with motivational 
drivers and theoretical constructs.

Consumers who are Innovators and Early Adopters (DOI), 
including collectors and people who are ahead of the fashion curve, 
are motivated by the Relative Advantage (DOI) of finding unusual and 
distinctive things. They have a positive attitude (TPB) since they can 
express themselves and enjoy the excitement of the hunt, and they do 
not care as much about what other people think.

The Early Majority (DOI) participates once thrifting becomes 
popular. For them, DOI’s Observability is important; watching influ-
encers and peers do it makes it seem normalized, which makes 
Subjective Norms (TPB) stronger. Their attitude changes, and they see 
purchasing second-hand items as strategic shopping and trendy.

The Late Majority (DOI) comes subsequently, mostly owing to 
practical reasons such as price and quality. They made their choice 
based on the clear Relative Advantage (DOI) and widespread support, 
rather than on trends. Laggards (DOI) are the last to adopt, often out 
of necessity, and may still hold negative stigmas about the practice.

As the market grows, the rise of certain online retailers makes 
innovation less complex (DOI). This, along with reliable customer 
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service, improves Perceived Behavioral Control (PBC) for every 
demographic, making it simpler and less hazardous to engage. This 
speeds up the spread of the idea among all types of users.

7 Conclusions and contributions: 
theoretical and practical implications

7.1 Conclusion

This study provides a nuanced understanding of second-hand 
clothing consumption in the Philippines’ ukay-ukay sector, reveal-
ing a shift from necessity-driven behavior to identity-based and 
sustainability-oriented practices. While affordability remains the 
gateway motivation, consumer engagement increasingly reflects 
aspirations for uniqueness, quality, and ethical alignment. These 
findings underscore the dynamic interplay between economic, 
cultural, and psychological drivers in shaping grassroots circular 
economies.

Furthermore, this study invites a more critical reflection on 
the role of SHC within the circular economy. While the ukay-ukay 
trade effectively extends the lifecycle of garments and promotes 
resourcefulness (diskarte), it remains inherently tethered to a 
linear waste stream. The abundance of SHC in the Philippine 
market is a direct byproduct of the Global North’s overproduction 
and disposal patterns. Consequently, while the local trade facili-
tates a form of circularity through reuse and upcycling, it also acts 
as a terminal destination for global textile waste. This tension 
highlights that extending a product’s life through informal mar-
kets is a necessary but insufficient step toward true circularity, 
which would require addressing the root causes of fashion over-
consumption at its source.

7.2 Theoretical contributions

By integrating the TPB (Ajzen, 1991) and DOI (Kristensson et al., 
2020), this research extends both frameworks to account for informal, 
culturally embedded markets. Three key refinements emerge:

	•	 Trust-Based Behavioral Control: In contrast to TPB’s assumption 
of structural determinants, perceived behavioral control in ukay-
ukay is mediated by trust networks and seller transparency 
(Hipólito et al., 2025).

	•	 Reframing Complexity and Compatibility: Innovations such as 
live selling reduce perceived complexity and actively construct 
compatibility through cultural practices like diskarte (resourceful-
ness), challenging DOI’s static interpretation of these constructs 
(Tedjakusuma et al., 2025).

	•	 Economic–Sustainability Tension: Affordability accelerates adop-
tion by strengthening positive attitudes and relative advantage 
(Borusiak et al., 2020), yet paradoxically risks overconsumption, 
complicating normative assumptions in pro-sustainability behav-
ior models (Zhuo et al., 2022). This tension underscores that while 
the model explains adoption, it must also account for the 
“rebound effect” where economic efficiency leads to a net increase 
in textile throughput, challenging the linear-to-circular transition.

These insights call for a context-sensitive extension of TPB–DOI 
that incorporates relational control, cultural improvisation, and 
hedonic complexity reduction, offering a more accurate lens for 
understanding adoption dynamics in semi-legal, resource-constrained 
environments.

7.3 Practical and policy implications

The evolution of ukay-ukay consumption presents strategic 
opportunities for entrepreneurs and policymakers. Businesses can 

TABLE 4  Mapping the thematic motivations to theoretical concepts (Author’s own).

Thematic driver Theory of planned behavior (TPB) 
constructs

Diffusion of innovation (DOI) theory 
constructs

1. Affordability Attitude: Positive evaluation of smart and value-driven 

purchases.

Relative advantage: Significant and immediate price benefit over 

new retail.

2. Social influences Subjective Norms: Influence of peers, family, and social 

media influencers normalizing and glamorizing 

behavior.

Observability: High visibility of benefits, e.g., “ukay-ukay” hauls, 

Outfit of the Day (OOTDs) on social platforms, increase 

adoption.

3. Uniqueness and individuality Attitude: Positive evaluation of self-expression and 

creativity.

Relative Advantage & Compatibility: Access to unique items not 

in retail stores; aligns with value of individualism.

4. Quality and durability Attitude: Positive evaluation of product’s superior 

material and lifespan.

Relative Advantage: Perceived superiority in product quality and 

durability compared to fast fashion alternatives.

5. Environmental consciousness Attitude: Positive moral/ethical evaluation of 

sustainable practices.

Compatibility: Aligns with emerging global and local values of 

environmentalism and anti-consumerism.

6. Rarity and vintage finds Attitude: High hedonic value; the “thrill of the hunt” 

and satisfaction of discovery.

Relative Advantage: Access to scarce, collectible, and historically 

significant items.

7. Customer service and trust Perceived Behavioral

Control: Seller curation and service reduce perceived 

risks and effort, making the behavior easier and more 

dependable.

Complexity and Trialability:

Reduces the complexity of finding good items and lowering the 

risk for new adopters, encouraging trial.
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leverage identity-driven and hedonic motivations such as uniqueness 
and the thrill of discovery (Halicki et al., 2024), rather than relying 
solely on affordability. Curated collections, upcycling, and digital 
engagement through live selling can differentiate brands and foster 
loyalty (Gonzales, 2024). Specifically, entrepreneurs can enhance PBC 
and reduce perceived DOI by prioritizing transparency through rigor-
ous curation, including “sorting, washing, and steaming” (P5), to miti-
gate the risks associated with second-hand goods.

For policymakers, formalizing the sector requires a balanced 
approach that safeguards affordability for low-income consumers 
while promoting quality standards and sustainability (Oktavia and 
Rosnawati, 2024). However, this study also highlights the need for 
a more critical perspective regarding the global linear waste 
stream. Policy must eventually confront the reality that the 
Philippines acts as a terminal destination for the Global North’s 

textile surplus. Future regulations should focus on the quality and 
provenance of imports to prevent the country from becoming a 
dumping ground for non-recyclable textile waste. Additionally, 
local governments could incentivize community-led circular prac-
tices, such as the groups observed in this study that transform 
unsold pieces into secondary products like bags or rags (P5), 
ensuring the end-of-life for these garments does not result in 
landfill waste.

Positioning thrift as aspirational and creative, rather than merely 
frugal, may be more effective in advancing circular fashion goals than 
moral appeals alone (Biana, 2020). Taken together, these contributions 
highlight the transformative potential of informal second-hand mar-
kets in accelerating sustainable consumption. By situating ukay-ukay 
within a dual-theory framework and emphasizing its socio-cultural 
embeddedness, this study offers a foundation for future research and 

FIGURE 3

Integrated theoretical framework for second-hand consumption.
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actionable insights for building resilient, inclusive, and circular fash-
ion systems.

7.4 Limitations and future research

While this study offers valuable insights into the motivations 
driving second-hand clothing consumption in the Philippines, 
several limitations warrant consideration. First, the findings are 
based on a qualitative sample of seventeen ukay-ukay business 
owners, which limits generalizability. Crucially, because this 
study relies on entrepreneurs as proxies for their customers, the 
data reflects perceived rather than direct consumer experiences. 
This methodological distance means the findings should be inter-
preted as an expert-informed mapping of the market rather than 
definitive evidence of consumer intent. Consequently, the lack of 
primary data from the consumers themselves remains a signifi-
cant constraint, making it difficult to draw absolute conclusions 
regarding the internal psychological drivers of the end-user.

Because the data reflects entrepreneurial perspectives rather 
than direct consumer experiences, future research should incor-
porate consumer interviews or surveys to validate and enrich 
these insights (Haraldsson and Perić, 2017). Such primary data 
collection is essential to confirm whether the motivations identi-
fied by sellers, particularly identity-driven and sustainability-
oriented goals, accurately align with the lived experiences of the 
consumers.

Second, the study is geographically bounded to the 
Philippines. Comparative research across different cultural and 
economic contexts would help identify universal versus context-
specific drivers of second-hand consumption (Khan et al., 2024). 
Extending this work to other informal economies could also test 
the applicability of the proposed TPB-DOI refinements.

Third, the absence of quantitative data constrains the ability 
to measure the strength of relationships among identified motiva-
tions. Future studies should adopt mixed-method designs, com-
bining qualitative depth with statistical rigor to assess correlations 
and predictive power (Tanpoco et al., 2023).

Finally, this research captures consumer behavior at a single 
point in time. Longitudinal studies are needed to examine how 
motivations evolve, particularly as digital platforms and sustain-
ability discourses reshape second-hand markets (Labroo and 
Chintagunta, 2020). Additional inquiries could explore post-pur-
chase behaviors, such as garment retention, upcycling, and dis-
posal, to better understand the full lifecycle of second-hand 
apparel within circular fashion systems (Biana, 2020; Bengzon et 
al., 2022). Specifically, research should address the tension 
between local reuse and the global linear waste stream, investigat-
ing how post-purchase disposal in the Global South impacts the 
overall sustainability of the textile lifecycle. Emerging technolo-
gies, including AI-driven curation and blockchain for provenance 
verification, also present promising avenues for future investiga-
tion (Ostermann et al., 2021).
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