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Mass Market Second-Hand Clothing Retail
Operations in Hong Kong: A Case Study
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Abstract Textile waste is one of the major problems in fashion and clothing industry.
It is believed that the proper use of second-hand clothing products, which helps to
promote the environmental sustainability, plays a significant role in changing the
purchasing behavior and disposal habit of the consumers. This study presents a case
study on a Hong Kong mass market second-hand clothing retailer to better understand
the existing second-hand clothing business operations. The findings of this study
generate important insights on the potential and possible direction of second-hand
clothing business development in a marketplace like Hong Kong.

8.1 Introduction

Textile waste is one of the major problems in fashion and clothing industry (Claudio
2007), especially for overcrowded cities like Hong Kong. According to the report
from the Hong Kong Environmental Protection Department (2011), the daily average
domestic and commercial textile waste in Hong Kong is 197 t. Sustainable practices
to reduce textile waste are, thus, needed to improve this situation and reduce the
landfills pressure (Woolridge et al. 2006).

In the recent literature, Goldsmith (2012) addresses that textile recycling is a
sustainable fashion practice. Textile recycling can be further divided into three cate-
gories: they are up-cycling, down-cycling, and reusing. For the second-hand clothing,
the related products are usually classified as reusing which represents selling, ex-
changing, or giving away the used clothes or fashionable items. According to Textile
Exchange (2012), this practice saves the energy and water, and reduces the release of
carbon that is produced in the garment making processes from raw material to a new
fashion piece. It is believed that the proper use of second-hand clothing products,
which helps to promote the environmental sustainability, plays a significant role in
changing the purchasing behavior and disposal habit of consumers.
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In western countries, this environmental-friendly business has been well devel-
oped. Starting from the 1960s and the 1970s, second-hand clothing became a fashion
trend. They are now being retailed formally in permanent retail stores, vintage cloth-
ing shops, consignment stores, and charity shops. Recently, this kind of business
has got more prevalent and also expanded to online selling platforms, such as eBay
and ASOS.com. Wilson and Thorpe (2000) even describe second-hand clothing pur-
chasing business as a “multimillion-dollar global trade.” In Hong Kong, however,
it is a different story that the second-hand clothing has only started being accepted
since the 1990s (Palmer and Clark 2005). The degree of prevalence is far away from
that in western countries and the commitment of this ecopurchase from Chinese is
at a low level (Chan 2001). Despite this, there are studies which indicate that the
second-hand clothing follows an international fashion trend and is influencing the
fashion conscious of Hong Kong people, especially the younger generations (see,
e.g., Palmer and Clark 2005).

Motivated by the importance of second-hand fashion retailing and the global
awareness of environmental sustainability, this study examines via a case study on
the existing mass market second-hand clothing business model in Hong Kong.

The organization of the rest of this paper is listed as follows. In Sect. 8.2, we
conduct a literature review on the second-hand clothing related studies. In Sect. 8.3,
we present a case study on a Hong Kong second-hand clothing retailer and analyze
our findings. We conclude and discuss the future research direction in Sect. 8.4.

8.2 Literature Review

Second-hand purchasing is defined as getting the preowned items from specific meth-
ods or exchange places (Guiot and Roux 2010). Second-hand clothing, thus, refers to
some used apparel items that are given away and being resold and reused (Goldsmith
2012). These all imply that second-hand business is run by collecting and recycling.
Savaskan et al. (2004) state that a retailer, a manufacturer, or a third party can be
the items collector (even though the supply chain’s performance will differ). In the
scenario when the retailer leads the second-hand apparel collection program, they
can collect the second-hand items back and transfer the products to manufacturers
for remanufacturing. Alternatively, the returned fashion items can be directly reused
as consumer goods by the retailers and resold to the consumers. It is obvious that the
second-hand clothing retailers are those adopting the latter measure. Note that the
nature of the vintage clothing is a bit similar to but actually different from that of the
second-hand fashion items. To be specific, vintage clothing is referred to the clothing
item which was launched from the 1920s to the 1980s while second-hand clothing
can be the modern and contemporary used items (Cervellon et al. 2012). Thus, age
of the fashion item is the difference between vintage clothing, and second-hand
clothing.

In the existing literature, it is observed that consumers’ view on the “green” fash-
ion purchase is a prevalent topic over the past few years. For example, Reiley and
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DeLong (2011) conduct an exploratory study to address the perception of the vin-
tage and new clothing wearers towards the desire of uniqueness in the US. They
adopt the “Desire for Unique Consumer Products” (DUCP) scale developed by Lynn
and Harris (1997) to measure the degree of desire for unique consumer products.
Interestingly, the vintage wearers have a higher desire for unique appearance when
compared with the new clothing wearers, and they believe that they are the fashion
leaders due to the wide variety of fashion product sourcing and their own mix and
match unique style. Besides, Cervellon and Wernerfelt (2012) examine the percep-
tions and behaviors of consumers towards the sustainable fashion supply chain. They
also explore the role of the online communities for green knowledge sharing. They
select two American green forums as the data source and analyze the findings based
on their observation on the discussions and interactions in these online communi-
ties over two different periods (from 2007 to 2008 and from 2010 to 2011). Based
on the analysis on the green knowledge content, they find that consumers are more
subjective in the period of 2007–2008 but they become more objective (e.g., relying
on the scientific facts) in the 2010–2011 period. In addition, nowadays, consumers
are more interested in sharing information and knowledge on a sustainable supply
chain including the detailed ingredients of fabrics, the manufacturing processes, as
well as how the fashion products can be reused. Recently, similar to Cervellon and
Wernerfelt (2012), Shen et al. (2014) evaluate how the consumer perception of the
sustainable fashion has changed over time. Different from Cervellon and Wernerfelt
(2012), Shen et al. (2014) adopt a cross-time approach and collect the secondary
data from two online fashion forums from 2004 to 2012 to statistically visualize
the number of discussions related to sustainable production, green marketing, green
information sharing, and green attitude. The role of the retailers with respect to the
consumer green fashion practice is discussed rather thoroughly in Goworek et al.
(2012). To be specific, Goworek et al. adopt a qualitative approach, which includes
focus groups, home tasks, and workshops studies, to explore the consumer attitude
towards sustainable fashion clothing. In addition, they discuss different measures for
the fashion retailers to promote and increase the consumers’ sustainability mindset.
Their finding reveals that people are relatively unaware of the environmental im-
pact caused by the clothing. In addition, they are not willing to dispose the garment
through a sustainable way. Thus, Goworek et al. further propose potential strategies
for the fashion retailers to change the current disposal habit and purchase decision
of the consumers. Their proposed strategies include partnering with the charity or-
ganizations to promote reusing the second-hand clothing, providing sustainability
guidelines on the company websites and “QR codes” in stores, supplying the fash-
ion products which are manufactured by the sustainable textiles, as well as offering
clothing repair services.

Apart from investigating the perception on the green fashion purchase, recent lit-
erature also addresses the reasons explaining why consumers shop for second-hand
fashion products. Guiot and Roux (2010) propose a scale for measuring the shop-
ping motivation and examine the features and the motivations of the second-hand
shopping in France via a comprehensive study. They find that seeking for unique-
ness is the overall motivation for consumers conducting the second-hand purchasing
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while the economic motivation (i.e., pay less) for shopping the second-hand prod-
ucts leads to product recycling. Guiot and Roux further categorize four types of
second-hand shoppers as (i) polymorphous enthusiasts, who widely use most of
the second-hand products and frequently pay attention to the second-hand shop-
ping channels; (ii) thrifty critics, who reuse and recycle the second-hand products
from the private/personal sales; (iii) nostalgic hedonists, who address their nostal-
gic pleasure generated from the second-hand products such as jewelry; and (iv)
regular specialist shoppers, who usually make purchase in the second-hand stores.
Cervellon et al. (2012) investigate the reasons for vintage purchase and second-hand
purchases in France through a quantitative approach. They find that the vintage cloth-
ing consumption is driven by critical factors such as fashion involvement, nostalgia
proneness, and uniqueness seeking. Regarding the second-hand clothing consump-
tion, they reveal that it is directly induced by the selling price but indirectly induced
by ecoconsciousness.

Since the sourcing of the second-hand clothing depends on the disposal habit and
donation preference of the consumers, the evaluation on this aspect generates valu-
able insights on the second-hand clothing business operations. Mhango and Niehm
(2005) present the business trade of the Malaswi second-hand clothing market. They
find that the sources of the second-hand clothing in Malaswi are mainly from consign-
ment, donation, and purchase from the developed countries like the US and Canada.
Morgan and Birtwistle (2009) explore the consumer’s fashion product disposal habits
and the methods to increase the sustainable purchase. Their statistical results illus-
trate that the young female fashion innovators are not interested in textile recycling
because they believe that their effort have very little impact towards environmental
sustainability. In order to raise the social awareness of the textile recycling, they
suggest that media can positively change the consumer disposal habits by providing
transparent information on the benefits associated with sustainable purchases, and
educate consumers with different recycling options. In addition, they advocate that
for the second-hand clothing collectors, they should provide the most convenient way
for people to donate their clothing. Recently, Lang et al. (2013) study a sustainability
issue on the clothing disposal behavior in the US through an empirical analysis. Their
analysis shows that there is a more frequent clothing disposal when people have: a
higher fashion trend sensitivity level, a higher fashion shopping frequency, higher
incomes, a higher product quality consciousness, and a lower price consciousness.
Joung and Park-Poaps (2013) conduct a comprehensive empirical study on the cloth-
disposal methods and the underlying reasons. By analyzing the data collected by 232
college students, they find that people resell and donate clothing mainly due to their
environmental consciousness, while reuse and discard are driven by people’s eco-
nomic awareness. Besides, the donation behavior is motivated by the charity factor
and discarding behavior is motivated by convenience.

In order to have a better understanding on how the second-hand clothing stores can
differentiate from one another, McColl et al. (2013) study the commercial vintage
fashion and examine the positions of the vintage retail stores with respect to their
product sourcing, customer service, communication, and trading format. They define
vintage fashion as “garments and accessories which are more than 20 years old,



8 Mass Market Second-Hand Clothing Retail Operations in Hong Kong 159

which represent a particular fashion era, and which are valued for their uniqueness
and authenticity.” Based on the interview with vintage store managers, they find that
the second-hand clothing should be in a good condition and the brand should be
rare in the market. Besides, building a long-term relationship between the business
owner and the customers is a key to success. They argue that the vintage shop
owners/managers should be knowledgeable and skillful and these qualities create
competitive advantages. For example, these vintage shop owners should know the
fashion styles of the customers very well and be able to source the clothing for
them. In order to promote their second-hand clothing business, McColl et al. believe
that the word-of-mouth marketing strategy is an effective method. Also, the visual
merchandising measures, such as the window displays and the store interior design,
are also critical.

It is known that the traditional Chinese culture does not favor ones’ wearing of
others’ used clothes (Cervellon et al. 2012). However, Hong Kong was a colony of
the United Kingdom for 99 years. In the case study of Palmer and Clark (2005),
British affected all the political, social, environmental, and cultural aspects of Hong
Kong. As an international city, Hong Kong is also affected by different cultures
from other countries. For example, in the 1990s, Japanese youth culture influenced
Hong Kong youngsters’ fashion conscious for buying recycle apparels. At the same
time, Hong Kong’s first noncharity-based second-hand shop, Man and Earth was
opened. It provided artistic types of used clothes for young customers who looked
for unique and unusual fashion pieces. In 1996, Hong Kong celebrities started to sell
their used clothes in high price for charity purpose. On the other hand, high-income
group Hong Kong women tend to purchase second-hand clothing outside the city,
e.g., from other countries such as the US. Palmer and Clark (2005) conclude that
second-hand clothing is an international fashion trend and influences the fashion
consciousness of Hong Kong people.

It is apparent that numerous existing studies in the literature focus on the environ-
mental sustainability practices conducted by fashion companies and the motivation of
the consumers towards the second-hand products. However, only very limited studies
explore the business development of the second-hand clothing retailers. Therefore,
this study contributes to the literature by filling this gap and provides insights on how
the second-hand fashion retailing operations could be developed in a city like Hong
Kong.

8.3 Case Study

In order to gain a better understanding of the actual second-hand clothing business
operations in Hong Kong, an interview was conducted with a Hong Kong second-
hand clothing retailer, called Company Z.1 In addition, secondary source of data was

1 Company Z is a real company in Hong Kong with an artificial name.
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also collected. Note that case study is chosen as the research method here because
this chapter is exploratory in nature (Yin 2009). Case study helps reveal some more
qualitative insights around the topic and lays the foundation for future studies.

8.3.1 Company Background and Operations

Company Z is a Hong Kong new vintage house founded in 2012. It is a cross-culture
operation that the owners are from Japan and Hong Kong. In Japan, vintage house
and second-hand clothing stores are easily found. Purchasing and exchanging the
used products are a part of their life. However, in Hong Kong, most of the com-
mercial second-hand clothing stores are selling luxury handbags or clothing and it is
difficult to reach the younger generation and the mass market. The mission of Com-
pany Z is to reduce waste, promote recycle, and cultivate consumers to develop reuse
habits even for casual and nonluxury items. Through the exchanging practice, it is
hoped that people can correct their overconsumption habit and concern more the en-
vironmental protection. Therefore, Company Z aims to be an environmental-friendly
second-hand clothing shop. It provides second-hand clothing exchange service and
the customers/donators will gain some credits which can be redeemed for the items
such as handbags and even televisions. There is a redeem restriction in which each
customer can exchange at most 20 items every day.

Second-hand clothing store retailers control the second-hand merchandise assort-
ments and business model in the market and affect the choice of consumers. Through
the interview with one of the shop owners, information such as the store operation
concept and perception on the existing and future projected second-hand clothing
market in Hong Kong were gathered.

Company Z is a unique second-hand clothing shop which adopts the product
exchange system and gains profits for its daily operations through a systematic
membership program. There are several kinds of membership in which customer
can enjoy different rights.

For example, a customer who purchases a one-week membership has to pay a
relatively higher fee (about USD20) compared to the one-month membership fee
(about USD40 per month which means USD10 per week). Besides, all members
have to pay an administration fee, and a discount price will be offered if they are
introduced by the existing members. Company Z relies on both the membership fee
and administration fee to run its business. It is interesting to note that Company Z
does not sell any products through cash but people can get the fashion items via
barter. In other words, customers are able to get the second-hand clothing if they
donate the clothing and join the membership scheme.

Members who more faithfully participate in the product exchange program (e.g.,
they join a membership for more than 6 months) will be able to redeem more products
from each donated item. All goods are provided by their members, and therefore,
Company Z does not need to source any products. In addition, Company Z targets the
customers who are respectful, courteous, and care about the future ecological health



8 Mass Market Second-Hand Clothing Retail Operations in Hong Kong 161

and treasure the world-limited resources. The majority of Company Z’s customers
are younger females aged between 20 and 30. Company Z adopts a low-cost business
operations model. Thus it is not able to support the expensive advertisement, and it
relies on the words-of-mouth to promote the company. Company Z believes that the
acceptance of preown fashion depends on personal values and education level, and
marketing promotion cannot generate enough influences and change their purchasing
habit. Besides, it does not run any online business since it is better to view the
used-products personally in store.

Company Z also commented that running the second-hand clothing shop is diffi-
cult because this market is hard to promote. There are excessive consumerism culture
and profit-oriented business culture in the market like Hong Kong. Hence, it is diffi-
cult for consumers and merchants to build a beneficial relationship. Moreover, most
people still think that it is troublesome to conduct second-hand exchange practice.
Some of them question the quality of these second-hand clothing and even believe
that buying second-hand clothing will harm their personal status. Although the higher
level of education and better flow of world information have helped the Hong Kong
new generation to build a positive attitude towards the consumption and purchase of
second-hand clothing, the second-hand clothing shopping is still not popular in Hong
Kong. Furthermore, there are still some dishonest traders in the market, which will
affect customer’s confidence on the second-hand products. These are the barriers of
second-hand clothing market development.

Regarding the perception of second-hand clothing market in western countries,
Company Z described it as a mutual market. There are numerous choices of clear
and well-developed trading standards, merchandise assortments, processes and plat-
forms. Yet, the choice of product varieties in Hong Kong market is narrow and
limited. The product prices fluctuate a lot and even with unfair trading. Company Z
also argued that the major reason attributed to this phenomenon is that there is a lack
of cohesiveness, respect, and assistance.

In the future, Company Z predicted that resource is still limited and commodity
price is dramatically increasing to an unreasonable level due to the unusual specula-
tion in property market which is not favorable for the second-hand clothing market
development. However, it is quite certain that environmental sustainability concern
will continue to grow as it is a global trend.

8.3.2 Analysis

After conducting the interview with Company Z, we analyze the findings and the
insights as follows:

i. For the existing Hong Kong second-hand clothing market, the majority of the
Hong Kong consumers do not have the habits of buying the second-hand clothing.
Also, the prevalence of consumerism, increasing commodity price and profit
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driven business culture are not favorable for the development of the second-hand
clothing business in Hong Kong.

ii. Product quality and product price are the most important basic requirements that
the consumers treasure on their purchase of second-hand clothing products. To
be specific, second-hand clothing needs to be clean, tidy and with little differen-
tiation (in these aspects) from the new clothes. Therefore, filtering and cleaning
processes are essential. As reflected by the case study, it is found that the ma-
jority of the second-hand clothing consumers in Hong Kong are young adults
who have a relatively low income level. This implies that the other commercial
second-hand clothing business owners should determine the price of the prod-
ucts carefully in which it will affect the purchasing intention of the youngsters
towards the second-hand clothing (Cervellon et al. 2012).

iii. Gender of the target consumers should also be taken into the consideration.
Females are more interested in participating in the fashion related issues (O’Cass
2000). Getting familiar with the consumers (in terms of their age and gender)
helps the second-hand clothing business owners to decide which types of clothing
products they should seek for.

iv. Having a “green” attitude is essential over the second-hand shopping practice.
Fortunately, with the influence of the global trend, the assistance of the in-
formation flow through the Internet, as well as the education on the resources
scarcity problem, Hong Kong consumers become more concerned about eco-
health and wastage problem, and are more acceptant and willing to participate
in the second-hand shopping.

v. An interactive relationship between customers and second-hand shop owners is
also an important factor to support the second-hand clothing business. This is
because second-hand shops rely on garments donation from consumers while it
is promoted though the words of mouth. In order to establish a better relationship
with the customer, an interactive business model, such as donation with mem-
bership program and consignment program, is needed (see Mhango and Niehm
2005). These innovative programs can better draw the attention of the young
people and motivate them to reusing the fashion clothing actively.

A summary of the findings and the insights on the case study of Company Z are
summarized in Table 8.1.

8.4 Conclusion and Future Research

This study presents a case study on a Hong Kong second-hand clothing retailer. It
helps us better understand the existing second-hand clothing market and culture. It
firstly analyzes the advantages and the barriers of this business operated in Hong
Kong. Even though most people think that it is troublesome to donate/exchange the
fashion products and may perceive that second-hand clothing purchase will harm their
social status, it is still believed that the level of these adverse factors for the second-
hand clothing business development will be weakened when the people are educated
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Table 8.1 Summary of findings and insights from the case study

Aspects Insights and findings

Advantages of starting second-hand business 1. Second-hand clothing can be a low-cost
business
2. Second-hand clothing is a global trend

Target customers Young female adults

Factors affecting current Hong Kong
second-hand clothing market development

Unfavorable factors:
1. Most consumers do not have second-hand
clothing shopping experience
2. Prevalence of consumerism
3. Increase of commodity price
4. Profit driven business culture
Favorable factors
1. Hong Kong is an international city that is
affected by global trend
2. The raise of fashion information flow
through the Internet
3. Consumers are educated to be
environmental-friendly

Tangible elements of a second-hand clothing
shop

1. Product quality (clean and tidy)
2. Relatively low price

Intangible elements of a second-hand clothing
shop

1. Promote the “green” practices and help
customers to develop a “green” attitude with
the use of Internet
2. Establish an interactive relationship with
the customers through business model such as
membership schemes and consignment

Concerns of the second-hand clothing
retailers

1. Filtering and clearing processes
2. Marketing research and effectiveness
testing

to develop a “green” attitude. Moreover, it also reveals that second-hand clothing
retailers should pay attention to the second-hand product quality and determine the
business operation model carefully. Consignment or membership program can help
establish an interactive relationship with the customers. The findings of this study
generate important managerial insights on the potential and possible direction of
second-hand clothing business development in a market like Hong Kong.

As a remark, based on the interview analysis, it is noted that Company Z is able
to run a relatively low-cost business model that the owners do not need to tighten
much capital for sourcing merchandises if they can better connect with customers or
other textile disposal organizations. However, the second-hand shop owners should
address the following challenging issues carefully in which they are the threats to
their future business development:



164 H.-L. Chan et al.

i. Supply of the second-hand clothing: business owners should ensure that there is a
stable supply of the second-hand clothing and it is necessary to seek ways to moti-
vate the customers to give away their garments even though they are not interested
in the second-hand shopping. Joung and Park-Poaps (2013) find that people are
motivated to discard their clothing if they cannot access the second-hand clothing
collector easily. Thus, it is important for the second-hand clothing businesses
owners to have more drop-off sites and to let people know their presence.

ii. Increasing rental and advertisement costs: despite Company Z commented that
it is more beneficial for the customers to view the clothing personally in store,
selling through the online marketplace and the social networks should not be ig-
nored as they all help to provide an alternative channel for getting and selling the
second-hand clothing. The cost of establishing the online stores and the social
network channel is also much lower than operating a bricks-and-mortar store in
a market like Hong Kong. This measure helps support the low-cost operations
model. Furthermore, the electronic words-of-mouth and other online advertise-
ment supported by social media are also effective for the mass market second-hand
fashion retailers to promote their products and business philosophy.

In the future, it is interesting to explore the business operations of the Hong Kong
luxury-brand second-hand clothing shops (i.e., which sell the “designer labels”
fashion products) and compare the customer behaviors’ similarities and differences
towards the luxury-brand and nonluxury-brand second-hand clothing shops. In Hong
Kong, it is observed that the luxury-brand second-hand clothing shops sell not only
the preowned products but also the brand new items. Thus, it is also valuable to in-
vestigate the customer perception towards this kind of second-hand clothing shops,
the optimal price setting of these luxury-brand second-hand products, as well as the
risk level of such business operations. Furthermore, it is interesting to explore how
second-hand clothing shop owners could establish a long-term relationship with
the consumers and how to motivate them to donate and buy the fashion products
continuously to achieve a self-sustainable business.

References

Cervellon, M. C., & Wernerfelt, A. S. (2012). Knowledge sharing among green fashion com-
munities online: Lessons for the sustainable supply chain. Journal of Fashion Marketing and
Management, 16(2), 176–192.

Cervellon, M. C., Carey, L., & Harms, T. (2012). Something old, something used: Determinants of
women’s purchase of vintage fashion vs second-hand clothing. International Journal of Retail
and Distribution Management, 40(12), 956–974.

Chan, R. Y. K. (2001). Determinants of Chinese consumers’ green purchase behavior. Psychology
and Marketing, 18(4), 389–413.

Claudio, L. (2007). Waste couture: Environmental impact of the clothing industry. Environmental
Health Perspectives, 115(9), A448–A454.

Environmental Protection Department. (2011). Monitoring of solid waste in Hong Kong-
waste statistics for 2011. https://www.wastereduction.gov.hk/en/materials/info/msw2011.pdf.
Accessed 25 Aug 2014.



8 Mass Market Second-Hand Clothing Retail Operations in Hong Kong 165

Goldsmith, D. (2012). The Worn, the torn, the wearable: Textile recycling in union square.
http://bada.hb.se/bitstream/2320/12345/1/NJ2012_Nr2_DG_1209_redigerad%20upp.pdf.

Goworek, H., Fisher, T., Cooper, T., Woodward, S., & Hiller, A. (2012). The sustainable clothing
market: An evaluation of potential strategies for UK retailers. International Journal of Retail
and Distribution Management, 40(12), 935–955.

Guiot, D., & Roux, D. (2010). A second-hand shoppers’ motivation scale: Antecedents,
consequences, and implications for retailers. Journal of Retailing, 86(4), 383–399.

Joung, H. M., & Park-Poaps, H. (2013). Factors motivating and influencing clothing disposal
behaviours. International Journal of Consumer Studies, 37(1), 105–111.

Lang, C., Armstrong, C. M., & Brannon, L. A. (2013). Drivers of clothing disposal in the US: An
exploration of the role of personal attributes and behaviours in frequent disposal. International
Journal of Consumer Studies, 37(6), 706–714.

Lynn, M., & Harris, J. (1997). The desire for unique consumer productions: A new individual
differences scales. Psychology and Marketing, 14(6), 601–616.

McColl, J., Canning, C, McBride, L., Nobbs, K., & Shearer, L. (2013). It’s Vintage Darling! An
exploration of vintage fashion retailing. Journal of the Textile Institute, 104(2), 140–150.

Mhango, M. W., & Niehm, L.S. (2005). The second-hand clothing distribution channel: Opportu-
nities for retail entrepreneurs in Malawi. Journal of Fashion Marketing and Management, 9(3),
342–356.

Morgan, L.R., & Birtwistle, G. (2009). An investigation of young fashion consumers’ disposal
habits. International Journal of Consumer Studies, 33(2), 190–198.

O’Cass, A. (2000). An assessment of consumers product, purchase decision, advertising and
consumption involvement in fashion clothing. Journal of Economic Psychology, 21(5), 545–576.

Palmer, A., & Clark, H. (2005). Old clothes, new looks: Second-hand clothing. Oxford: Berg.
Reiley, K., & DeLong, M. (2011). A consumer vision for sustainable fashion practice. Fashion

Practice: The Journal of Design, Creative Process & the Fashion Industry, 3(1), 63–84.
Savaskan, R. C., Bhattacharya, S, & Wassenhove, L. N. V. (2004). Closed-loop supply chain models

with product remanufacturing. Management Science, 50(2), 239–252.
Shen, B., Zheng, J. H., Chow, P. S., & Chow, K. Y. (2014). Perception of fashion sustainability in

online community. The Journal of the Textile Institute, 105(9), 971–979.
Textile Exchange. (2012). Textile exchange fastfacts: Textile and product waste.

http://textileexchange.org/sites/default/files/FastFacts_Textile_Product_Waste_V1.pdf.
Accessed 25 Aug 2014.

Wilson, L., & Thorpe, H. (15. Oct. 2000). The great hand-me down heap. The New York Times
Magazine.

Woolridge, A. C., Ward, G. D., Phillips, P. S., Collins, M., & Gandy, S. (2006). Life cycle assessment
for reuse/recycling of donated waste textiles compared to use of virgin material: An UK energy
saving perspective. Resources, Conservation and Recycling, 46(1), 94–103.

Yin, R. K. (2009). Case study research: Design and methods. 4th ed., Thousand Oaks: Sage
Publications.


	Part III Empirical Studies
	Chapter 8 Mass Market Second-Hand Clothing Retail Operations in Hong Kong: A Case Study
	8.1 Introduction
	8.2 Literature Review
	8.3 Case Study
	8.3.1 Company Background and Operations
	8.3.2 Analysis

	8.4 Conclusion and Future Research
	References





