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Abstract 

This study aims to analyze the partial and simultaneous effects of fashion trends and 

consumptive behavior on thrift clothing purchase decisions among Generation Z students 

in Surakarta. The study was conducted using a quantitative design, utilizing primary data 

collected through online questionnaires completed by individuals who had prior 

experience purchasing thrift apparel. A total of 120 respondents were selected using 

purposive sampling. Data analysis was performed using Structural Equation Modeling 

with the Partial Least Squares method to evaluate both measurement and structural 

relationships. The results demonstrate that fashion trends and consumptive behavior 

exert a positive and significant influence on thrift clothing purchase decisions, both 

individually and collectively. Together, the examined variables explain 62.3% of the 

variance in purchase decisions. The findings indicate that thrift clothing consumption 

among Generation Z is driven not only by economic considerations but also by 

responsiveness to fashion developments and the presence of consumptive tendencies. 
 

Keywords: fashion trends; consumptive behavior; purchase decision; thrift clothing; 

Generation Z 
 

1. INTRODUCTION 

Thrift clothing has now become a rapidly growing global trend, especially among 

Generation Z who are highly engaged with digital technology (Adiyani & Khusyairi, 

2025). This phenomenon is reflected in the increase in used clothing imports to 

Indonesia in 2022, which rose by 230.40% relative to the prior year, from 7.94 tons. 

Japan was recorded as the largest exporter of used clothing to Indonesia, with a volume 

reaching 12 tons or valued at US$44,136 (Statistik, 2023). This development has made 

thrifting practices increasingly a topic of discussion and debate within society. 

Along with technological advancements, thrift stores can now be accessed both 

online and offline. Thrifting refers to the activity of buying or reselling second-hand 

clothing that is still in good condition and marketed at affordable prices, originating 

from both domestic and international sources (Aswadana et al., 2022). The diversity of 

product choices and affordable prices make thrift clothing increasingly popular among 

Generation Z as a fashion alternative aligned with a frugal lifestyle. In addition, thrifting 

is also considered a form of sustainable consumption because it helps reduce textile 

waste (Fitriani et al., 2024). This phenomenon shows that thrifting not only fulfills 

clothing needs but is also closely related to the dynamic development of fashion trends 

among Generation Z, including in student cities such as Surakarta, which have active 

youth communities that are responsive to changes in fashion styles. 

Fashion is a style of clothing and appearance that evolves with the times and is 

currently popular among society. Fashion is not limited to clothing and accessories, but 

also serves as a medium for individuals to express their identity, personality, and 
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demonstrate their connection to certain social groups (H. T. Saputra & Sukmawati, 

2023). Fashion trends are defined as styles of clothing that continuously evolve over 

time and change with the emergence of new models (Nisak & Sulistyowati, 2022). As a 

digital generation, Generation Z has broad access to fashion information and references 

through social media such as Instagram, TikTok, and Pinterest, which contribute to the 

development of their clothing preferences and aesthetic perceptions (Sakinah et al., 

2022). This condition is also evident among Generation Z in Surakarta, known as a 

student city and cultural center, where fashion trends are quickly adopted and modified 

in accordance with local character and the social needs of young people. Thus, fashion 

trends not only influence product choices but also encourage individuals to adapt to 

their social environment in order to remain relevant and keep up with the times.  

The rapid development of fashion trends also impacts the emergence of 

consumptive behavior among Generation Z. Consumptive behavior refers to buying 

goods excessively for satisfaction, without considering actual needs (Fransisca & 

Erdiansyah, 2020). In the context of thrifting, Pratiwi et al. (2025) show that online 

thrifting activities function not only as economic practices but also as social 

constructions that shape young people’s lifestyles. Nevertheless, excessive consumption 

practices have the potential to trigger unhealthy consumptive behavior. Furthermore, 

Saputra dan Harsono (2022) shows that social environment significantly influences 

impulsive buying behavior. Cheap clothing prices make Generation Z more at risk of 

engaging in impulsive purchases. Several studies show that low prices and fast-

changing fashion trends can trigger consumptive behavior that leads to wastefulness and 

difficulties in managing personal finances (Fauzi et al., 2023; Jaelani & Rahmawati, 

2025).  

A purchase decision can be defined as the stage in which an individual selects a 

particular choice from a number of available alternatives (Yudapatty et al., 2021). A 

purchase decision illustrates the process of consumer consideration in determining the 

choice of a product that is perceived as most suitable for their needs. This stage 

becomes a determining factor in whether consumers have the interest to proceed to the 

final stage of purchase and in evaluating the extent to which the selected product aligns 

with their expectations. Pardede et al. (2023) stated that fashion trends positively and 

significantly influence second-hand clothing purchase decisions. Meanwhile, the 

research by Fitri dan Asmawan (2024) found that fashion trends did not significantly 

influence thrift purchase decisions among students at Muhammadiyah University of 

Surakarta. 

Differences in the findings of previous studies indicate inconsistencies regarding 

the influence of fashion trends on thrift clothing purchase decisions. These contradictory 

results suggest that the impact of fashion trends may not be universal but instead 

depends on contextual factors such as respondent characteristics, research location, and 

the object of study. Generation Z possesses distinctive characteristics compared to other 

generational groups, particularly in terms of intensive social media use, strong 

orientation toward trends, and the tendency to perceive thrift clothing as part of lifestyle 

expression and identity formation. In addition, differences in research locations and the 

focus on thrift clothing as an alternative fashion product may lead to variations in 

consumer behavior patterns. Therefore, these conditions indicate the existence of a 

research gap that requires further empirical investigation. 

Based on these conditions, the research problem lies in the inconsistency of 

previous findings regarding the influence of fashion trends and consumptive behavior 



 

Jurnal Manajemen Terapan dan Keuangan (Mankeu) Vol. 15 No. 01, Maret 2026 

P-ISSN: 2252-8636, E-ISSN: 2685-9424   

 

142 

 
 

on thrift clothing purchase decisions. Accordingly, this study aims to examine the 

partial and simultaneous effects of fashion trends and consumptive behavior on thrift 

clothing purchase decisions among Generation Z in Surakarta. The objective of this 

study is to analyze the influence of fashion trends and consumptive behavior, both 

partially and simultaneously, on thrift clothing purchase decisions. The findings are 

expected to contribute theoretically to consumer behavior research and provide practical 

insights for thrift business actors and young people in understanding more rational and 

sustainable consumption patterns. 
 

2. LITERATURE REVIEW 

Fashion Trends 

Fashion trends themselves are defined as the use of clothing or accessories that 

adapt to the development of the times and are dynamic, as they constantly change over 

time (Arsita & Sanjaya, 2021). These trends emerge as a result of the interaction 

between popular culture, social media, and individuals’ need to adjust to their social 

environment. 

The relationship between fashion trends and purchase decisions can be explained 

through the Theory of Planned Behavior, which states that personal attitudes and 

subjective norms influence individual behavior (Ajzen, 1991). Fashion trends that 

develop within society and across social media are capable of shaping consumers’ 

positive attitudes toward a product and creating social norms that encourage individuals 

to follow certain styles of dress. Thus, fashion trends can influence purchase decisions 

through social pressures and individuals’ desire to adapt to their environment.  

Generation Z, as a digital generation, can easily access various fashion references 

through social media such as TikTok and Instagram (Arsita & Sanjaya, 2021). Exposure 

to Outfit of the Day (OOTD) content often creates social pressure to follow certain 

styles of dress in order not to be left behind, to strengthen self-image, and to gain 

recognition within their social environment (Nisak & Sulistyowati, 2022). In the context 

of thrift clothing, the diversity of styles, the uniqueness of designs, and their alignment 

with current trends make thrift products an attractive alternative for Generation Z to 

appear fashionable at affordable prices (Fahira & Banowo, 2025). 

Empirically, the relationship between fashion trends and purchase decisions is 

backed by multiple prior studies.  Pardede et al. (2023) found that fashion trends have a 

positive and significant effect on secondhand clothing purchase decisions. Haryanti dan 

Falah (2023) also stated that social media encourages students to buy thrift clothing in 

order to appear attractive, unique, and to follow the evolving fashion trends. Other 

studies (Firdaus & Ningsih, 2025; Husna et al., 2024; Sari & Nasution, 2024; Sorongan 

et al., 2024; Yanti et al., 2024; Zulfa & Fahrullah, 2024) likewise show that fashion 

trends significantly influence purchase decisions. On the basis of theoretical foundation 

and prior research findings, the present study formulates the following hypothesis: 

H1: Fashion trends influence thrift clothing purchase decisions among Generation Z in 

Surakarta. 

Consumptive Behavior 

Consumptive behavior is a behavioral pattern characterized by the habit of buying 

goods not because of basic needs, but to fulfill desires, seek pleasure, and follow current 

trends (Syakhilah et al., 2025). This behavior is driven by emotional impulses and the 

influence of the social environment, causing consumers to tend to overlook rational 

considerations in their purchase decisions. The rapid development of fashion trends and 
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the intensity of social media use further reinforce consumptive behavior among 

Generation Z, where exposure to lifestyle content and fashion trends encourages 

purchases even when not based on actual needs. 

The relationship between consumptive behavior and purchase decisions can be 

examined based on Impulse Buying Theory, which states that external stimuli and 

emotional factors can trigger spontaneous purchase decisions (Rook, 1987). In the 

context of thrift clothing, relatively low prices, unique designs, and limited stock often 

generate emotional impulses to buy immediately. Such situations drive consumers to 

make purchases without careful planning, thereby intensifying consumptive behavior. In 

addition, Generation Z is also vulnerable to the phenomenon of Fear of Missing Out 

(FOMO), namely the feeling of being afraid of missing trends if purchases are not made 

immediately. FOMO encourages individuals to follow the consumption patterns of their 

social groups, so that purchase decisions are more influenced by social pressure and the 

desire to remain relevant rather than rational consideration of needs. 

Empirically, the relationship between consumptive behavior and purchase 

decisions has been demonstrated in various previous studies. Khumairoh (2023) found 

that thrift clothing purchases are influenced by affordable prices, unique designs, and 

interest in certain brands, which potentially trigger consumptive behavior. In line with 

these findings, Jaelani dan Rahmawati (2025) emphasized that thrifting activities can 

lead to consumptive behavior if not managed wisely. Poluan et al. (2023) also showed 

that online thrifting activities affect consumptive behavior. Other studies (Bila & 

Marlena, 2024; Damopolii et al., 2025; Herfiana et al., 2024; Irsyad & Suarna, 2024; 

Syafutri et al., 2025) consistently demonstrate that consumptive behavior significantly 

influences purchase decisions. On the basis of theoretical foundation and prior research 

findings, the present study formulates the following hypothesis: 

H2: Consumptive behavior influences thrift clothing purchase decisions among 

Generation Z in Surakarta. 

Purchase Decision 

Purchase decisions are actions taken by individuals in choosing alternatives from 

two or more options considered the most appropriate (Savira & Yulianti, 2022). Various 

internal and external factors play a role in shaping this process by influencing consumer 

attitudes, preferences, and behavior (Aliami et al., 2022). 

In this study, purchase decisions are positioned as the dependent variable 

influenced by fashion trends and consumptive behavior. Fashion trends serve as an 

external factor that shapes consumers’ perceptions of products considered relevant to 

the development of clothing styles. Consumers tend to make purchase decisions for 

products that align with current trends in order to enhance self-image and social 

acceptance (Ajzen, 1991; Pardede et al., 2023). 

In addition, consumptive behavior as an internal factor also affects purchase 

decisions. Consumers with a high level of consumptive behavior tend to make 

purchases based on emotional impulses, momentary desires, and social pressures, so 

that purchase decisions are not entirely based on rational needs (Khumairoh, 2023; 

Rook, 1987). In the context of thrift clothing, relatively affordable prices and product 

uniqueness further reinforce this tendency. 

The combined influence of fashion trends and consumptive behavior 

simultaneously shapes consumer purchase decision patterns, particularly among 

Generation Z in buying thrift clothing. When evolving fashion trends are reinforced by 

consumptive tendencies, consumers are more likely to make purchase decisions quickly 
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and frequently, whether planned or spontaneous. Based on the theoretical foundation 

and previous research findings, the hypotheses of this study are formulated as follows: 

H3: Fashion trends and consumptive behavior simultaneously influence thrift 

clothing purchase decisions among Generation Z. 

Figure 1. Conceptual Framework 

 

 
H1: Fashion trends influence thrift clothing purchase decisions among Generation Z in 

Surakarta. 

H2: Consumptive behavior influences thrift clothing purchase decisions among 

Generation Z in Surakarta. 

H3: Fashion trends and consumptive behavior simultaneously influence thrift clothing 

purchase decisions among Generation Z in Surakarta. 
 

3. RESEARCH METHOD 

This research adopts a quantitative methodology and was carried out in the city of 

Surakarta, Central Java Province. The research population comprised Generation Z 

individuals residing in Surakarta who had prior experience purchasing thrift clothing. 

Since the population size is unknown, respondents were recrited using purposive 

sampling with predetermined criteria, namely individuals belonging to Generation Z 

and having prior experience in buying thrift clothing. 

The minimum sample size was calculated using the Lemeshow formula, which is 

applied when the population size is unknown. Based on the calculation, the value of n 

was 96.04 ≈ 100 respondents; therefore, this study collected data from at least 100 

respondents. After applying purposive sampling, a total of 120 valid responses were 

obtained. This number exceeds the minimum sample size recommended by the 

Lemeshow formula and is thus considered statistically sufficient to support the planned 

analysis and produce robust and reliable findings. 

Primary data were obtained directly from respondents through the distribution of 

online questionnaires using Google Forms. The research instrument was developed 

based on indicators of fashion trends, consumptive behavior, and purchase decisions, 

with responses measured on a five-level Likert-type scale where higher score indicate 

stronger agreement. Secondary data were sourced from relevant scholarly materials, 

including academic books, scientific journals, and previous studies related to consumer 

behavior and thrift clothing purchases. 

Before conducting data analysis, the research instrument was tested for validity 

and reliability to ensure its appropriateness. The data were then analyzed using 

Structural Equation Modeling (SEM) with the Partial Least Squares (PLS) approach, 

implemented through the SmartPLS software. The SEM-PLS method was selected 

because it is suitable for predictive research models, allows simultaneous testing of 

complex relationships among latent variables, does not require strict data normality 
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assumptions, and performs well with medium-sized samples. The analytical procedure 

included the evaluation of the measurement model (outer model) and the structural 

model (inner model) using a bootstrapping technique to test the proposed hypotheses. 
 

4. RESULTS AND DISCUSSION  

Results 

Descriptive Analysis of Respondents 

This study involved 120 respondents, consisting of 36 males (30%) and 84 

females (70%). The majority of respondents were aged 21–24 years (68%), followed by 

17–20 years (23%), 25–28 years (7%), and 13–16 years (2%). In terms of occupation, 

university students dominated the sample with 91 respondents (76%), followed by 

workers (19%) and school students (5%). These findings indicate that thrift clothing 

purchases are predominantly made by female university students aged 21–24 years. 

Table 1. Respondent Characteristics 

Characteristic Category Number Percentage (%) 

Gender Male 36 30% 

 Female 84 70% 

 Total 120 100% 

Age 13 - 16 years old 2 2% 

 17 - 20 years old 27 23% 

 21 - 24 years old 82 68% 

 25 - 28 years old 9 7% 

 Total 120 100% 

Status/Occupation Student 6 5% 

 University student 91 76% 

 Worker 23 19% 

 Total 120 100% 

Outer Model 

Convergent Validity Test 

After presenting the descriptive analysis of respondents, an evaluation of the 

measurement model was conducted to ensure construct validity and reliability. 

Convergent validity was examined using outer loading coefficients, where values ≥ 0.70 

were considered adequate, while loadings between 0.50 and 0.60 were still acceptable 

(Ghozali & Latan, 2015). The findings indicate that all constructs met the required 

standards of validity and reliability, as shown in Table 2. 

Table 2. Outer Loading 

Variable Indicator Outer Loadings Description 

Fashion Trends (X1) FT1 0.801 Valid 

 FT2 0.820 Valid 

 FT3 0.817 Valid 

 FT4 0.757 Valid 

 FT5 0.756 Valid 

 FT6 0.863 Valid 

 FT7 0.764 Valid 

Consumptive Behavior (X2) CB2 0.807 Valid 

 CB3 0.843 Valid 

 CB4 0.882 Valid 
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 CB5 0.825 Valid 

 CB6 0.818 Valid 

 CB7 0.880 Valid 

Purchase Decision (Y) PD1 0.818 Valid 

 PD2 0.806 Valid 

 PD3 0.841 Valid 

 PD4 0.891 Valid 

 PD5 0.852 Valid 

Source: Processed primary data using Smart-PLS 3 (2025)  

Reliability Test 

All research constructs show Composite Reliability and Cronbach’s Alpha 

values above the minimum threshold of 0.70, thus it can be stated that all latent 

variables are reliable, as summarized in Table 3. 

Table 3. Reliability Testing of Latent Variables 

Variable 
Cronbach's 

Alpha 

Composite 

Reliability 
Description  

Fashion Trends 0.904 0.924 Reliable 

Consumptive Behavior 0.918 0.936 Reliable 

Purchase Decision 0.897 0.924 Reliable 

Source: Processed primary data using Smart-PLS 3 (2025)  

Average Variance Extracted Test 

Convergent validity in this study has been achieved, as indicated by the AVE 

values of all constructs in Table 4 being above the established minimum criterion of 

0.50.  

Table 4. Average Variance Extracted (AVE) Testing 

 Average Variance Extracted (AVE) 

Fashion Trends 0.636 

Consumptive Behavior 0.710 

Purchase Decision 0.709 

Source: Processed primary data using Smart-PLS 3 (2025)  

Discriminant Validity Test  

Discriminant validity testing was conducted using the Fornell–Larcker criterion 

and the Heterotrait–Monotrait (HTMT) ratio. Based on the Fornell–Larcker approach, 

all constructs meet the requirements criteria, as the square root of each construct’s AVE 

is higher than the correlations it has with other constructs. Furthermore, the HTMT ratio 

test results demonstrate that all values fall below the recommended threshold of 0.85. 

Although some values were close to the limit, they still remained within the acceptable 

range. Therefore, based on both approaches, all constructs in this study demonstrate 

adequate discriminant validity. 

Table 5. Discriminant Validity Testing 

 Fornell-Larcker Criterion HTMT Ratio 

 PD CB FT PD CB FT 

PD 0.842      

CB 0.692 0.843  0.746   

FT 0.774 0.767 0.798 0.848 0.832  

Source: Processed primary data using Smart-PLS 3 (2025)  
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Inner Model (Structural Model)  

Inner model testing was conducted to evaluate the relationship between constructs 

based on the theory and conceptual model that had been developed. After all constructs 

were declared reliable through Composite Reliability (Fashion Trends = 0.924; 

Consumptive Behavior = 0.936; Purchase Decisions = 0.924), the next stage was testing 

the structural model or hypothesis testing. The testing procedure is described as follows: 

Multicollinearity Test (VIF) 

Multicollinearity in the structural model is assessed using the Variance Inflation 

Factor (VIF). All exogenous variables have Variance Inflation Factor (VIF) values 

below 5, indicating that the research model is devoid of multicollinearity issues. 

Table 6. Collinearity Statistics (VIF) Inner VIF Values 

 Fashion 

Trends  

Consumptive 

Behavior 

Purchase 

Decision 

Fashion Trends   2.426 

Consumptive Behavior   2.426 

Purchase Decision    

Source: Processed primary data using Smart-PLS 3 (2025)  
 

R-Square (R2) Test 

The R-Square (R²) test is conducted to assess the extent to which the 

independent variables are able to explain the dependent variable in a structural model. 

The R² value shows the explanatory power (explained variance) of the endogenous 

construct. According to Hair et al. (2019), the criteria for interpreting R² are as follows 

(R² = 0.75 → strong; R² = 0.50 → moderate; R² = 0.25 → weak).  

This result indicates that Fashion Trends (X1) and Consumptive Behavior (X2) 

jointly explain 62.3% of the variance in the Purchase Decision variable (Y). The 

residual 37.7% of the variance is explained by factors outside the scope of the research 

model. With a value of 0.623, the model is categorized as “moderate”, thereby 

indicating that the independent variables significantly contribute to explaining thrift 

clothing purchase decisions among Generation Z in Surakarta. 

Table 7. R2 Value of the Endogenous Variable 

 R-square 

Purchase Decision 0.623 

Source: Processed primary data using Smart-PLS 3 (2025) 
 

F-Square (F2) Test 

Testing the effect size (f²) shows that Fashion Trends make a large contribution 

to Purchase Decisions, while Consumptive Behavior provides a relatively small 

contribution. Overall, both exogenous variables contribute to explaining the variance in 

Purchase Decisions, with Fashion Trends being the most dominant variable in the 

structural model. 

Table 8. F-Square value 

 Fashion 

Trends 

Consumptive 

Behavior   

Purchase 

Decision 

Fashion Trends   0.381 

Consumptive Behavior   0.063 

Purchase Decision    

    Source: Processed primary data using Smart-PLS 3 (2025) 
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Q-Square Test (Predictive Relevance)  

Predictive relevance testing was carried out using the Q-Square (Q²) value 

obtained through the blindfolding procedure in SmartPLS. The results show that the 

research findings indicate predictive relevance the Q² value obtained for the Purchase 

Decision variable is 0.428 (> 0). These findings indicate that the proposed research 

model has a good level of predictive power, so the variables of Fashion Trends and 

Consumer Behavior can adequately predict Purchase Decisions. 

Hypothesis Testing  

The structural associations were analyzed through the application of the PLS-

SEM method, by applying a bootstrapping procedure involving 500 resamples. The 

results of the hypothesis testing, as presented in Table 9 and Figure 2, show that 

Fashion Trends have a positive and significant effect on Purchase Decisions (β = 0.590; 

p = 0.000), thus the first hypothesis is accepted. Furthermore, Consumptive Behavior is 

also proven to have a positive and significant effect on Purchase Decisions (β = 0.239; p 

= 0.012), leading to the acceptance of the second hypothesis. These findings confirm 

that both exogenous variables make a meaningful contribution in explaining the 

variance in Purchase Decisions.  

Table 9. Path Coefficient Estimate 

Source: Processed primary data using Smart-PLS 3 (2025)  

 
Figure 2. Bootstrapping Results 

Source: Processed primary data using Smart-PLS 3 (2025) 

 

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviantion 

(STDEV) 

T-Statistics 

(|O/STDEV|) 

P 

Values 
Description 

Fashion 

Trends →  

Purchase 

Decision 

0.590 0.603 0.096 6.159 0.000 
Positive and 

Significant 

Consumptive 

Behavior  

→  Purchase 

Decision 

0.239 0.229 0.096 2.529 0.012 
Positive and 

Significant 
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Discussion 

The Influence of Fashion Trends on Purchase Decisions  

The results of hypothesis testing show that fashion trends have a positive and 

significant influence on the purchase decisions of thrift clothing among Generation Z in 

Surakarta. This finding indicates that the higher Generation Z’s orientation toward 

fashion trends, the greater their tendency to make decisions to purchase thrift clothing. 

With a path coefficient value of  (β = 0.590; p = 0.000) and high significance, fashion 

trends are proven to be the dominant factor influencing purchase decisions compared to 

other variables in the research model. 

This finding can be interpreted as thrift clothing no longer being perceived 

merely as an economical alternative, but rather as part of a fashion strategy relevant to 

the development of trends. Generation Z utilizes thrift products to align themselves with 

popular styles, achieve a unique appearance, and build self-identity within their social 

environment. The uniqueness of the designs, the vintage impression, and the 

compatibility with current trends make thrift clothing carry strong symbolic value in the 

process of purchase decision-making. 

The findings of this study are theoretically in accordance with the Theory of 

Planned Behavior Ajzen (1991), particularly in the aspects of attitude and subjective 

norms. Fashion trends that develop through social media shape consumers’ positive 

attitudes toward thrift clothing while simultaneously creating social norms that 

encourage individuals to follow certain styles of dress in order to remain perceived as 

relevant. Thus, purchase decisions are not only driven by functional needs, but also by 

social pressure and the desire to adapt to the environment. 

This study also reinforces previous empirical findings which stated that fashion 

trends have a significant influence on thrift clothing purchase decisions (Pardede et al., 

2023; Sella & Banowo, 2023). The differences in results compared to the study by Fitri 

dan Asmawan (2024), which found no significant influence, suggest that regional 

context, respondent characteristics, and the intensity of exposure to fashion trends may 

affect the strength of relationships between variables. Therefore, this study provides 

clarification on the inconsistency of previous findings by emphasizing that, in the 

context of Generation Z in Surakarta, fashion trends are the main determinant of thrift 

clothing purchase decisions. 

The Influence of Consumptive Behavior on Purchase Decisions 

The test results show that consumptive behavior has a positive and significant 

influence on thrift clothing purchase decisions. The path coefficient value (β = 0.239; p 

= 0.012) indicates that although its effect is not as strong as fashion trends, consumptive 

behavior still plays a role in encouraging Generation Z to purchase thrift clothing. This 

finding addresses the research problem related to the influence of psychological aspects 

on the decision-making process. 

Interpretively, these results suggest that Generation Z’s decision to purchase thrift 

clothing is not entirely based on rational needs. Relatively low prices, wide product 

variety, and limited stock create emotional impulses that trigger spontaneous purchases. 

Such conditions make consumers more likely to engage in repeated purchases even 

when the products are not always needed, thereby reinforcing the tendency toward 

consumptive behavior. 

This finding aligns with Impulse Buying Theory Rook (1987), which states that 

external stimuli and emotional factors can drive spontaneous purchase decisions. In the 

context of thrifting, stimuli such as low prices, unique designs, and the perception of a 
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“rare opportunity” strengthen impulsive urges. Moreover, the phenomenon of Fear of 

Missing Out (FOMO) among Generation Z also contributes to shaping consumptive 

behavior, where consumers are driven to buy in order not to be left behind by trends or 

their social groups (Nurfatimah & Jatmika, 2024). 

The findings of this research align with those reported by Khumairoh (2023) and 

Poluan et al. (2023), which state that thrifting activities can lead to consumptive 

behavior if it is not wisely regulated. Thus, this study emphasizes that although thrifting 

is often associated with a frugal and sustainable lifestyle, in practice such activities still 

have the potential to encourage excessive consumption when influenced by emotional 

impulses and social pressure. 

The Simultaneous Influence of Fashion Trends and Consumptive Behavior on 

Purchase Decisions 

The simultaneous test results show that fashion trends and consumptive behavior 

together have a significant influence on thrift clothing purchase decisions, with an R² 

value of 0.623. This finding indicates that the two variables are able to explain 62.3% of 

the variation in purchase decisions, whereas the residual variance is shaped by 

influences not captured within the model. This value indicates that the model has 

moderate but sufficiently strong explanatory power in describing Generation Z 

consumer behavior. 

Conceptually, these results demonstrate that thrift clothing purchase decisions are 

the outcome of an interaction between external and internal factors. Fashion trends act 

as external stimuli that shape consumer perceptions, preferences, and social norms, 

while consumptive behavior functions as an internal factor that strengthens emotional 

impulses in the decision-making process. When both factors are present simultaneously, 

consumers’ tendency to make purchases becomes higher, whether planned or impulsive. 

This finding expands theoretical understanding of purchase behavior by 

integrating the Theory of Planned Behavior and Impulse Buying Theory into a single 

empirical model. Fashion trends shape attitudes and subjective norms, while 

consumptive behavior influences self-control and emotional responses. The 

combination of these factors produces a distinctive purchase decision pattern among 

Generation Z, particularly in the context of thrift fashion products that are unique, 

affordable, and rich in symbolic value. 

Thus, this study provides a theoretical contribution by affirming that thrift 

clothing purchase decisions cannot be explained from a single perspective alone, but 

rather result from the synergy between trend orientation and consumptive tendencies. 

Practically, the findings imply that thrift business actors need to understand both the 

dynamics of fashion trends and consumers’ consumptive behavior, while Generation Z 

is expected to develop more rational consumption awareness so that thrifting activities 

remain aligned with sustainability principles. 
 

5. CONCLUSION AND SUGGESTIONS  

Conclusion 

1.Fashion trends have a positive and significant influence on thrift clothing purchase 

decisions among Generation Z in Surakarta. 

2.Consumptive behavior has a positive and significant influence on thrift clothing 

purchase decisions among Generation Z in Surakarta. 
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3.Fashion trends and consumptive behavior simultaneously have a significant influence 

on thrift clothing purchase decisions, with the model explaining 62.3% of the 

variance in purchase decisions. 

Suggestions 

Based on these findings, thrift business actors are advised to adjust their 

products and marketing strategies to the fashion trends favored by Generation Z, 

particularly through the use of social media, while also educating consumers about more 

sustainable consumption. For Generation Z, this study is expected to raise awareness in 

making purchasing decisions more rationally so that thrifting activities do not develop 

into excessive consumptive behavior. Furthermore, future researchers are encouraged to 

add other relevant variables and broaden the scope of research in order to obtain a more 

complete and comprehensive picture of the factors influencing thrift clothing purchasing 

decisions. 
 

REFERENCES 

Adiyani, L. K., & Khusyairi, J. A. (2025). Consumption practices of thrifting : Cultural 

materialism analysis of consumer perspectives Praktik Konsumsi Thrift: Analisis 

cultural materialism dari perspektif konsumen. Jurnal Sosiologi Dialektika, 87–

100. https://doi.org/https://doi.org/10.20473/jsd.v20i1.2025.87-100 

Ajzen, I. (1991). The Theory of Planned Behavior. 179–211. 

https://doi.org/10.1016/0749-5978(91)90020-T 

Aliami, S., Samari, & Faisol. (2022). Faktor Internal Dan Eksternal Perilaku 

Konsumen : Fenomena Dalam Keputusan Membeli Pada Rumah Makan Keboen 

Rodjo Kediri. 9(1), 35–47. https://doi.org/https://doi.org/10.29407/e.v9i1.16454 

Arsita, N., & Sanjaya, V. F. (2021). Pengaruh Gaya Hidup Dan Trend Fashion Terhadap 

Keputusan Pembelian Online Produk Fashion Pada Media Sosial Instagram. Jurnal 

Ilmu Manajemen Saburai (JIMS), 7(2), 125–131. 

https://doi.org/10.24967/jmb.v7i2.1390 

Bila, S. M., & Marlena, N. (2024). Pengaruh gaya hidup hedonisme dan perilaku 

konsumtif terhadap keputusan pembelian pengguna shopee paylater. Jurnal 

Pendidikan Tata Niaga (JPTN), 12(2), 215–222. 

https://doi.org/https://doi.org/10.26740/jptn.v12n2.p215-222 

Damopolii, A. A., Mandey, S. L., & Soepeno, D. (2025). PENGARUH GAYA HIDUP, 

PERILAKU KONSUMTIF, PENGALAMAN PELANGGAN TERHADAP 

KEPUTUSAN PEMBELIAN ONLINE DI SHOPEE PADA MAHASISWA 

FAKULTAS EKONOMI DAN BISNIS JURUSAN MANAJEMEN UNSRAT. 

Jurnal EMBA, 13(1), 195–205. 

https://doi.org/https://doi.org/10.35794/emba.v13i01.60012 

Fahira, P. S. N. F., & Banowo, E. (2025). Fenomena Thrifting Pasar Senen Sebagai 

Gaya Hidup Milenial Dalam Meningkatkan Eksistensi Diri. Jurnal Bisnis Dan 

Komunikasi Digital, 2(2), 1–10. 

https://doi.org/https://doi.org/10.47134/jbkd.v2i2.3665 

Fauzi, J. K., Setyono, H., Baidlowi, I., Hartono, & Ainiyah, N. (2023). Pengaruh Gaya 

Hidup Konsumtif, Edukasi Keuangan, dan Motivasi Pengelolaan Keuangan 

terhadap Perilaku Pengelolaan Keuangan Mahasiswa (Studi Pada Mahasiswa 

Akuntansi Universitas Islam Majapahit). JKA: Jurnal Kendali Akuntansi, 1(4), 73–

88. https://doi.org/https://doi.org/10.59581/jka-widyakarya.v1i3.1175 

Firdaus, M. S., & Ningsih, S. L. R. (2025). Pengaruh Trend Fashion Dan Lifestyle 



 

Jurnal Manajemen Terapan dan Keuangan (Mankeu) Vol. 15 No. 01, Maret 2026 

P-ISSN: 2252-8636, E-ISSN: 2685-9424   

 

152 

 
 

Terhadap Keputusan Pembelian Pada Ninetynine Fashion Hijab Jombang. Journal 

of Business and Innovation Management, 7(2), 159–167. 

https://doi.org/https://doi.org/10.33752/bima.v7i2.8601 

Fitri, N. A., & Asmawan, M. C. (2024). THE INFLUENCE OF FASHION TRENDS, 

PRODUCT QUALITY, AND PRICES ON THRIFT PURCHASING DECISIONS 

IN MUHMMADIYAH UNIVERSITY SURAKARTA STUDENTS. International 

Conference on Education Innovation and Social Science, 136–142. 

https://proceedings.ums.ac.id/iceiss/article/view/5052/4353 

Fitriani, A., Haryono, & Lindawarti, Y. I. (2024). Eksistensi Budaya Thrifting ( Pakaian 

Bekas ) Sebagai Tren Fashion Mahasiswa. Edusociata Jurnal Pendidikan Sosiologi 

Volume, 7(2), 23–34. https://doi.org/https://doi.org/10.33627/es.v7i2.2697 

Fransisca, C., & Erdiansyah, R. (2020). Media Sosial dan Perilaku Konsumtif. Prologia, 

4(2), 435–439. https://doi.org/https://doi.org/10.24912/pr.v4i2.6997 

Ghozali, I., & Latan, H. (2015). Partial Least Squares: Konsep, Teknik dan Aplikasi 

Menggunakan Program SmartPLS 3.0 untuk Penelitian Empiris. 

Hair, J. F., Risher, J. J., & Sarstedt, M. (2019). When to use and how to report the 

results of PLS-SEM. 31(1), 2–24. https://doi.org/10.1108/EBR-11-2018-0203 

Haryanti, I., & Falah, A. M. (2023). Fenomena Thrifting sebagai Fashion Lifestyle : 

Studi Kasus pada Mahasiswa Universitas Muhammadiyah Bandung. Jurnal 

ATRAT, 11(2), 206–221. https://doi.org/https://doi.org/10.26742/atrat.v11i2.3188 

Herfiana, Kamaruddin, & Hasni. (2024). Pengaruh E-Commerce dan Keputusan 

Pembelian Terhadap Perilaku Konsumtif Masyarakat di Kecamatan Barebbo 

Kabupaten Bone. Jurnal Ekonomi, Manajemen, Akuntansi Dan Keuangan, 6(3), 1–

14. https://doi.org/https://doi.org/10.53697/emak.v6i3.2507 

Husna, A., Zuhirsyan, M., & Kholil, A. (2024). PENGARUH TREND FASHION 

TERHADAP KEPUTUSAN PEMBELIAN BUSANA MUSLIMAH PADA 

MAHASISWI MUSLIM KOTA MEDAN. 442–448. 

https://doi.org/https://doi.org/10.51510/konsep.v5i1.1826 

Irsyad, M. A., & Suarna, I. F. (2024). Pengaruh fanatisme, kualitas produk, dan perilaku 

konsumtif terhadap keputusan pembelian jersey di graha persib bandung. Jurnal 

Ilmu Manajemen, Bisnis, Dan Ekonomi, 2(1), 141–146. 

https://doi.org/https://doi.org/10.59971/jimbe.v2i1.167 

Jaelani, A. F., & Rahmawati, L. (2025). Etika Konsumsi Pakaian Thrifting dalam 

Perspektif Maslahah di Kalangan Generasi Z: Antara Hemat dan Konsumtif. Al-

Kharaj: Jurnal Ekonomi, Keuangan & Bisnis Syariah, 7(2), 682 – 702. 

https://doi.org/10.47467/alkharaj.v7i2.6744 

Khumairoh, W. (2023). ANALISIS PERILAKU PEMBELIAN KONSUMTIF 

MAHASISWA MALANG TERHADAP PAKAIAN THRIFTING. LoroNG: 

Media Pengkajian Sosial Budaya, 12(2), 152–163. https://urj.uin-

malang.ac.id/index.php/lorong/article/view/6722/1593 

Nisak, M., & Sulistyowati, T. (2022). Gaya Hidup Konsumtif Mahasiswi Dalam Trend 

Fashion (Studi Kasus Mahasiswi Jurusan Manajemen Universitas Islam 

Lamongan). Jurnal Sosial Humaniora Terapan, 4(2), 86–96. 

https://scholarhub.ui.ac.id/jsht/vol4/iss2/3%0AThis 

Nurfatimah, F., & Jatmika, S. (2024). The Trend of Consumptive Behavior Among 

Accounting Education Students : Exploring The Influence of Influencer Marketing, 

FoMO, and Brand Awareness Awareness. JPEK (Jurnal Pendidikan Ekonomi Dan 

Kewirausahaan), 8(2), 436–448. https://doi.org/10.29408/jpek.v8i2.25295 



 

Jurnal Manajemen Terapan dan Keuangan (Mankeu) Vol. 15 No. 01, Maret 2026 

P-ISSN: 2252-8636, E-ISSN: 2685-9424   

 

153 

 
 

Pardede, E. R., Akhmad, I., & Kinasih, D. D. (2023). PENGARUH TREND FASHION 

DAN HARGA TERHADAP KEPUTUSAN PEMBELIAN PAKAIAN BEKAS IMPOR 

DI ONLINE SHOP PEKANBARU. 2(1), 69–79. 

https://jom.umri.ac.id/index.php/emba/article/view/796/120 

Poluan, P. K., Goni, S. Y. V. ., & Tasik, F. C. . (2023). Pengaruh Online Thrift Shop 

Terhadap Perilaku Konsumtif Mahasiswa Pada Fakultas Ilmu Sosial Dan Politik 

Universitas Sam Ratulangi Manado. Jurnal Ilmiah Society, 3(2), 1–9. 

https://ejournal.unsrat.ac.id/v3/index.php/jurnalilmiahsociety/article/view/47751/4

2376 

Pratiwi, A. A., Harahap, F. R., & Darmawan, B. (2025). Thrifting Online Sebagai Tren 

Fashion Anak Muda di Media Sosial Tiktok. Jurnal Penelitian Ilmiah 

Multidisipliner, 02(03), 918–928. 

https://ojs.ruangpublikasi.com/index.php/jpim/article/view/969/799 

Rook, D. W. (1987). The Buying Impulse. Journal of Consumer Research, 14(2), 189–

199. https://share.google/NF15gIW4uLnK3v8vy 

Sakinah, N., Nanda, D. M., & Tohiruddin. (2022). Trend Fashion di Kalangan 

Mahasiswa-Mahasiswi Universitas Negeri Surabaya. 1, 32–38. 

https://proceeding.unesa.ac.id/index.php/sniis/article/view/37 

Saputra, R. A., & Harsono. (2022). THE EFFECT OF ECONOMIC LITERATURE 

AND SOCIAL ENVIRONMENT ON IMPULSIVE BUYING BEHAVIOR 

THROUGH ONLINE SHOP IN KARANGGENENG VILLAGE COMMUNITY. 

International Conference on Education Innovation and Social Science (ICEISS), 

425–431. https://proceedings.ums.ac.id/iceiss/article/view/1109/1084 

Sari, P. I., & Nasution, R. (2024). PENGARUH GAYA HIDUP, HARGA DAN 

TREAND FISHION TERHADAP KEPUTUSAN PEMBELIAN PRODUK 

PAKAIAN MUSLIM DI ERA MILLENIAL PADA REMAJA MUSLIM DI 

KOTA MEDAN Putri. Jurnal Bilal Bisnis Ekonomi Halal, 5(2), 106–113. 

https://doi.org/https://doi.org/10.51510/bilal.v5i2.2031 

Savira, V. S. N., & Yulianti, I. (2022). PENGARUH CITRA MEREK, KUALITAS 

PRODUK, DAN HARGA TERHADAP KEPUTUSAN PEMBELIAN PADA 

THRIFT SHOP. JURNAL KEWIRAUSAHAAN DAN INOVASI, 1(1), 110–118. 

https://doi.org/10.21776/jki.2022.01.1.12 

Sella, N. N., & Banowo, E. (2023). EKSISTENSI ANAK MUDA PADA FENOMENA 

TREND THRIFTING DALAM PEMBENTUKAN IDENTITAS SOSIAL. 

Broadcomm: Jurnal Broadcasting Communication, 5(1). 

https://doi.org/https://doi.org/10.53856/bcomm.v5i1.253 

Sorongan, D. Y. S., Tielung, M. V. J., & Jan, A. B. H. (2024). PENGARUH FEAR OF 

MISSING OUT, TREND FASHION DAN HARGA TERHADAP MINAT BELI 

PADA PRODUK CROCS DI MANADO TOWN SQUARE. Jurnal EMBA, 12(3), 

1036–1047. https://doi.org/https://doi.org/10.35794/emba.v12i03.57927 

Statistik, B. P. (2023). Statistik Indonesia 2023. 

Syafutri, S. D., Anita, T., & Rosadi, N. (2025). Pengaruh Perilaku Konsumtif terhadap 

Keputusan Pembelian di E-commerce Lazada Jakarta Timur Kelurahan Gedong. 

JOURNAL OF ACCOUNTING, MANAGEMENT, AND FINANCIAL (JAMFI), 

02(01), 35–41. https://doi.org/https://doi.org/10.70904/ 

Syakhilah, A. F., Fadilah, T., & Lestari, D. (2025). PENGARUH GAYA HIDUP 

TERHADAP PERILAKU KONSUMTIF MAHASISWA JURUSAN EKONOMI 

ISLAM UIN SUMATERA UTARA. Jurnal Rumpun Manajemen Dan Ekonomi, 



 

Jurnal Manajemen Terapan dan Keuangan (Mankeu) Vol. 15 No. 01, Maret 2026 

P-ISSN: 2252-8636, E-ISSN: 2685-9424   

 

154 

 
 

2(1), 461–477. https://doi.org/https://doi.org/10.61722/jrme.v2i1.3939 

Yanti, S., Saprida, & Satria, C. (2024). PENGARUH TREND FASHION DAN 

TINGKAT KEPERCAYAAN TERHADAP KEPUTUSAN PEMBELIAN DI 

APLIKASI SHOPEE ( Studi Kasus Pada Mahasiswi STEBIS IGM Palembang ). 

Jurnal Ilmiah Mahasiswa Ekonomi Syariah (JIMESHA), 4(1), 27–34. 

https://doi.org/https://doi.org/10.36908/jimesha.v4i1.358 

Yudapatty, S., Sutopo, H., & Bramastyo, R. M. (2021). Pengaruh Lokasi, Produk, dan 

Harga terhadap Keputusan Pembelian Kopi Admiral Navy Coffee Café di 

Surabaya. UBHARA Management Journal, 1(1), 1–8. 

https://www.journal.febubhara-sby.org/umj/article/view/52 

Zulfa, F. L., & Fahrullah, A. (2024). PENGARUH ISLAMIC BRANDING DAN 

TREND FASHION TERHADAP KEPUTUSAN PEMBELIAN FASHION 

ISLAMI PADA MAHASISWA SURABAYA Fina. Jurnal Ekonomika Dan Bisnis 

Islam, 7(1), 31–44. https://doi.org/https://doi.org/10.26740/jekobi.v7n1.p31-44 

 


