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[bookmark: _Toc233194485][bookmark: _Toc233307003]Introduction
Online second-hand fashion has now become a major segment of business management because it has already blended with digital marketing, consumer behaviour, sustainability, and platform-based commerce. Vinted can be a relevant context as it allows individual sellers to list fashion products through product pictures, descriptions, reviews, ratings, and social sharing. 
Since consumers can't examine used fashion wear by themselves, the trust, perceived risk, and the quality of the digital information can play a huge part in shaping the purchase intention of online customers (Kim, Ferrin, and Rao, 2008; Padmavathy, Swapana, and Paul, 2019). 
Since social media marketing has also played an important role, particularly for fashion content, influencer recommendations, and e-WOM may impact brand attitudes and buying intentions (Erkan and Evans, 2016; Lou and Yuan, 2019).
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This research aims to analyse the impact of social media marketing on the buying intention of UK online second-hand fashion buyers towards Vinted. To what extent does social media marketing impact the intention to purchase for online second-hand clothing buyers in the UK on the Vinted platform? This is a subject of interest, as low-cost social digital marketing methods are now becoming vital for small online businesses to attract trust and compete in the retail market.
The research questions are: 
1. Which Social Media Marketing Factors Influence the Inclination of UK Customers Towards Purchasing Second-Hand Clothing on Vinted?  
1. Do product images, product videos, user reviews, and user comments influence consumers' trust toward the online platforms for selling second-hand clothes on Vinted?  
1. What influence does perceived risk have on the intention of UK customers to buy second-hand clothes on Vinted?  
1. How do eye-catching social media posts contribute to consumers' trust and intention to buy second-hand clothing on Vinted?  
1. How can micro Vinted sellers increase consumers' trust and purchase intention using social media marketing?
The research objectives are:
1. Examine the main social media marketing factors that will impact the intention to purchase through Vinted. 
1. How do product images, videos, reviews, and comments influence customer trust?
1. The impact of risk perception on intention to purchase second-hand clothing online.
1. To understand the relationship between purchase intention, trust, and social media attractiveness. 
1. Provide some applicable improvements for small-scale Vinted sellers.
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Theories of Planned Behaviour, trust, perceived risk, and eWOM (electronic word of mouth) literature will be used to inform this research. Ajzen’s (1991) Theory of Planned Behaviour states that the intention to behave is determined by attitudes, subjective norms, and perceived behavioural control. When we talk about Vinted, favourable views of used clothing, social influences through online sources, and the trust associated with using the platform can determine a consumer’s intention to buy. Nevertheless, the theory does not capture the unpredictability associated with resale transactions where buyers face difficulties verifying the quality of the goods and the trustworthiness of the sellers.
Trust is therefore important to the intent to buy online. Kim, Ferrin, and Rao (2008) showed that buyers assess trust versus perceived risk when buying online. The perceived risk could be high regarding used items due to wear and tear, incorrect labelling, or different items from images. This is crucial given that many sellers on Vinted are individuals, not official stores. Based on the pilot questionnaire conducted in this proposal, online reviews, consumer feedback, honest descriptions, and images hold significant weight for U.K. Vinted consumers, which provides supporting evidence that the dissemination of trust-creating information reduces uncertainty and encourages purchase.
Another crucial concept is eWOM. Erkan and Evans (2016) highlight that the quality, credibility, and utility of social media information can lead to the intention to buy. Similarly, Chu and Kim (2011) claim that social media sites stimulate users to exchange their opinions, recommendations, and comments. Online reviews, ratings, and comments are effective as social proof for sellers on Vinted; for example, favourable reviews can establish confidence for the buyer by increasing their perception of the seller's trustworthiness. However, many eWOM studies examine the influence of brand promotion or general e-commerce instead of individual sellers on a resale site.
In addition, social media marketing initiatives can provide social and emotional value. According to Kim and Ko (2012), social media marketing may foster brand equity through engagement, enjoyment, and trendiness. Furthermore, Lou and Yuan (2019) show that a social media influencer’s reputation may affect consumer’s trust toward their branded content. Via outfit photos, styling videos, social media influencer marketing, etc., used clothing can become perceived as fashionable rather than old/discarded. This relates to Ferraro, Sands, and Brace-Govan (2016), who argued that fashion ability is a key driver of purchasing second-hand products. Social media may perform more than the basic informational role; it may enhance the sense of fashionableness, relevance, and coolness associated with second-hand clothes.
Based on second-hand fashion literature, several drivers, such as ethical, economic, and hedonistic motivations, exist. Guiot and Roux (2010) pointed out that driving forces may include price, individuality, and enjoyment in search for unique products; whilst Padmavathy, Swapana, and Paul (2019) say that convenience, economy, and product-based attributes are key drivers in the buying process online. In line with this study, Turunen and Leipmaa-Leskinen (2015) found that customers in the second-hand market could develop their unique sense of self, meaning, and authenticity. Thus, both financial gains and the emotional and symbolic value seem to influence second-hand purchasing decisions.
The sustainability concern in fashion is increasingly gaining attention due to the significant contribution to the environmental and waste problem (Niinimaki et al., 2020). According to the findings of Mukendi et al., (2020), customers' attitudes toward eco-fashion were positive, though in practice, price, fashionability, and accessibility remain dominant influences on the consumption of fashion products. However, for this motivation to lead to a purchase, the consumer should not lack confidence in the seller and the quality of the items; hence, social media marketing needs to combine both the persuasive attributes of sustainability with practical reassurances.
[bookmark: _Toc233194488]The research proposes that the social media marketing influence on consumer purchase intent will be indirect. Consumers may consider second-hand clothing as fashion, uncertainties can be reduced through visual elements from social media marketing, and reviews build the legitimacy. However, there seems to have been limited academic research on how social media information and reviews, together with perceived trust, influence UK consumers' purchase decisions, especially on Vinted, as this research is looking into a peer-to-peer platform in the used apparel retail segment, specifically focusing on the individual sellers’ promotion.
[bookmark: _Toc233307006]Research Methodology
The research approaches this thesis will adopt fall within the positivist philosophy of research, and are appropriate due to the numerical questionnaire data collected, aiming to examine associations between social media marketing clues, customer trust, perceived risk, and purchase intention amongst UK Vinted shoppers (Saunders, Lewis & Thornhill, 2023). In accordance with the assumption that using formal procedures enables customer opinions to be measured without emotion, although consumer decision making is a social process, to analyse how patterns exist amongst a sample would seem to be the primary aim rather than individual meaning. As such, we are to follow a deductive method, whereby Purchase intentions within the Vinted marketplace are to be considered with relation to existing theories of the Theory of Planned Behaviour, trust theory, and eWOM (Electronic Word-of-Mouth) (Ajzen, 1991). To be used will be a Quantitative online survey, allowing for the completion of standard forms of data collection within a reasonable timescale for an undergraduate research project, by a variety of different individuals (Bryman, Bell and Bryman, 2019), furthermore applicable as online consumers are most often in the digital space accessible through online channels.
The survey is to be completed using closed-ended questions on a 5-point Likert scale measuring 'strongly disagree' to 'strongly agree'. The demographic questions will be relevant to the age group and UK residents. Scales included will measure perceived risk, trust, social media allure, photograph quality, video functionality, reviews, response time, and buy intention. 
The analysis shall remain quantitative, but open responses will be optional. 
The feasibility of the research has previously been assessed using pilot testing on 23 Vinted users residing in the UK, with 80-100 expected participants for the main survey to ensure sufficient reliability.
The research target demographic will be individuals residing in the UK aged 18 or above who shop for and/or have recently bought pre-owned clothing on Vinted. Non-probability, purposive sampling will be utilised in order to effectively target users with the required, relevant experience purchasing pre-owned clothes (Etikan, Musa & Alkassim, 2016) using convenience sampling on social media groups, Vinted specific communities, and student groups. Probability sampling will be infeasible due to no adequate sampling frame being available of Vinted users in the UK, but it remains appropriate for a small-scale study of this nature despite this lack of external validity (Etikan, Musa & Alkassim, 2016).
Data will be analysed via Relationship tests and descriptive statistics. Frequencies, percentages, and mean scores can be used for a concise overview of attitudes and trends, such as to see if a more favourable review provides enhanced buyer confidence, etc. Correlation analysis can be conducted to determine the association between purchase intention and perceived risk, trust, review credibility, and photograph quality on an appropriately sized sample (Field, 2024; Pallant, 2020). 
The data collected will be evaluated and presented in tables, bar charts, and pie charts, using Excel or SPSS.
The results will then be discussed in the context of the existing literature to see if they support or question the previous study (Creswell& Creswell, 2023).
Ensuring clear and concisely worded questions can improve reliability, as can using a consistent response scale throughout the questionnaire, to reduce any potential ambiguity. The questionnaire will also be piloted before data collection in order to refine the wording of questions, remove redundant questions, delete leading questions, and revise any ambiguity (Creswell & Creswell, 2023). Aligning each question to the objectives and known concepts, such as perceived risk, trust, eWOM, purchase intention, etc., will enhance validity; for example, asking about photograph quality will tie into perceived risk, and for eWOM and trust, using questions relating to reviews.
Ethical procedures will be adhered to. Before completion, participants will be given an information sheet detailing the research aim, that participation is voluntary, and that they can withdraw at any point. All participants will tick a box confirming they are at least 18 years of age and will give their informed consent to be a part of the research. Sensitive data, such as name or contact address, will not be collected and will be kept securely on a password protected devise and will only be used to carry out this dissertation research in accordance with UK GDPR and university ethical guidelines (Saunders, Lewis & Thornhill, 2023).
The primary limitations of the methodology are the sample size, reliance on stated purchase intention rather than real actions, and self-selection bias. Active social media and Vinted users may be more willing to undertake the study, thus distorting the sample. The cross-sectional approach cannot demonstrate cause and effect, only correlation; however, it remains appropriate in gauging consumer perceptions and provides scope for recommendations to be formed. Academically, the research should link the market of used clothes, social media, and trust in what we believe is an underdeveloped area, and provide a practical contribution in enabling smaller online traders to be better able to engage in effective, low-cost advertising, such as quality descriptions, accurate photos, and video quality, prompt responses, and positive reviews to gain credibility among consumers.
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The project will run for a period of 12 weeks. 
· 1st week: Project proposal, title, research question, and objective to be set.
· 1st week to 4th week – Write the literature review 
· 2nd-3rd week - Developing and drafting the questionnaire design and ethics approval will be the primary focus of the research agenda.
· 3rd week – The questionnaire will be distributed to Vinted users in the UK via an online questionnaire.
· Week 4- ethical issues can be examined after receiving approval
· 5th week questionnaire tasting
· 6th week-7th week – all data would be ready for processing by week 8
· 7th week - Data analysis (charts and descriptive statistics via Excel or SPSS).
· 8th week – data cleaning
· Week 9 -descriptive and reliability analysis
· Week 10- correlation and regression analysis
· Week 11-write findings
· Week 12: Concluding results, suggestions, and the presentation materials for the proposal.
The proposed timeline is realistic as the usage of an online questionnaire allows fast data gathering within the length of the research. Besides, the specified sample size is sufficient for quantitative analysis.
The anticipated contribution of this research is to offer advice to Vinted vendors on enhancing buyer confidence by providing clearer product photos, accurate listings, transparent communication, and effectively utilising customer ratings and feedback.
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