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Abstract  

This paper examines the impact of a satisfactory second-hand purchasing experience on the 

loyalty levels towards the brands purchased. A deep dive into the pre- and post-purchase 

behaviour of second-hand fashion consumption via second-hand online marketplaces was 

conducted by a qualitative and quantitative research on second-hand consumers, particularly 

the Generation Z. The findings from this paper uncover that a positive experience shopping 

second-hand fashion online influences brand loyalty, especially for brands for which 

consumers are trying for the first-time second-hand. This loyalty is mainly impacted by an 

increased confidence towards the quality of the pieces purchased that leads to an enhanced 

brand image.  
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Part 1. Introduction 

1.1. Research Context 

The appearance of the second-hand fashion market has ultimately become a connecting point 

between sustainability and circularity (ThredUp, 2022). “With a value estimated between $100 

to $120 billion worldwide, the apparel, footwear, and accessories resale market has nearly 

tripled in size since 2020 and shows no signs of slowing down” (Estripeau et al., 2022). This 

expansion could largely be explained by the fact that consumers, and especially the Generation 

Z, are now opting for sustainable and environmentally-conscious choices in all areas of their 

lives, including on what to wear (ThredUp, 2022). Alongside second-hand options, consumers 

are electing brands that are purpose-driven and that accept circularity and sustainability as part 

of their core values (Treet, 2022).  

Even though the acceleration of the second-hand market has brought different challenges for 

the fashion industry, brands taking advantage of this market trend to enrich their customer base 

and loyalty levels is an important step towards success (Estripeau et al., 2022). The integration 

of resale business models within a brand’s ecosystem or even the sponsoring of circularity and 

sustainability has actually been proven to have a strong enforcement on consumer’s desire and 

enhanced perception towards the brand (McKinsey & Company, 2021). With this in mind, “the 

second-hand market has a positive impact on customer lifetime value and generates interest in 

the first-hand market” (Estripeau et al., 2022), however, at the moment, this positive impact 

has been mostly limited to the satisfaction of consumers towards brands that integrate 

circularity within their business models. Could there be other ways in which consumers would 

actually increase their brand loyalty by actively participating in the second-hand market? What 

if, a satisfactory experience purchasing a specific fashion brand via a second-hand online 

marketplace could actually affect the consumer’s loyalty and image towards the brand 

purchased? 
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1.2. Problem Definition 

The brand loyalty associated with the second-hand industry has been mostly limited to the 

scope of the active participation of brands towards integration of resale business models. To 

what extent second-hand fashion shopping via online marketplaces could actually influence the 

consumer behaviour towards the brands purchased, especially in regards to brand loyalty, is 

what this Work Project intends to study. To understand the full scope of this problem, an in-

depth study on the pre- and post-purchase behaviour of second-hand shopping in online 

marketplaces, needs to be addressed.  

1.3. Research Questions 

In order to proceed with this research and determine a proper framework, two questions need 

to be addressed: 1) Does a strong brand awareness influence the pre-purchasing decisions of 

second-hand online shopping? and 2) Does a satisfactory experience purchasing second-hand 

fashion online impact the image and loyalty towards the brands consumed?  

Note to reader:  

Throughout this Work Project, two important yet distinct concepts will be mentioned: Brand 

Loyalty and Platform Loyalty. Brand Loyalty refers to the loyalty towards the fashion brands 

that consumers purchase second-hand. Platform Loyalty refers to the loyalty towards specific 

second-hand online marketplaces.  

 

Part 2. Literature Review 

2.1. The Resale Industry and Second-hand Consumer 

2.1.1. Circularity in Fashion and Current State 

The circular economy believes in regenerative business models in which products and materials 

are recovered and continuously plugged back into the economy with the goal of reducing waste 

(Ellen Macarthur Foundation, 2022). Whilst this concept has affected many industries, the 
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fashion industry has been one of its coalitions and a part of its key journey towards a more 

sustainable future. The concept of circularity in fashion is directly related to the idea that a 

single piece of clothing can have an infinite life cycle in the hands of consumers (Amed et al., 

2021). A model in which the beginning and the end of the life of a garment are of the same 

importance as recyclability becomes the connecting point of the item's life loop (Hill, 2022).  

With the passing of the covid-19 pandemic, the topic of circularity and sustainability in fashion 

has been brought back to life. The increasing pressure from consumers that are now using 

sustainability as a purchasing motivator and the ongoing EU regulations for corporations to 

reduce pollution and waste (Amed et al., 2022), have resulted in the discovery of new circular 

business models by the fashion industry. 12.5% of the fashion industry has already adhered to 

circularity (Fashion for Good, 2019).  

2.1.2. The Global Second-hand Fashion Industry 

The global second-hand fashion market is an industry currently valued between 100 to 120 

billion dollars with an expected annual average annual growth of 20 to 30% (Estripeau et al, 

2022). Apparel, footwear and accessories are the categories of fashion that have been 

experiencing the biggest growth in regards to second-hand consumption and currently occupy 

a share of 25% of second-hand consumer’s closets worldwide (Estripeau et al, 2022) (Appendix 

1.1). Taking a closer look at the second-hand apparel market, it has been going through a rapid 

growth since 2021 and it is expected to increase its size by more than double by 2025. In four 

years, it is estimated to reach a worth of 218 billion dollars (Statista, 2022) (Appendix 1.2). 

The biggest market for second-hand apparel is currently North America with a value of 43 

billion dollars, representing 36% of the total second-hand apparel market (Appendix 1.3). 

Europe and Asia are the second and third markets with the biggest adherence to second-hand 

apparel (ThredUp, 2022).  
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2.1.3. The Business Models in the Second-hand Fashion Industry 

As demand towards circular business models increases, the second-hand resale space in the 

fashion industry has now become a trendy sector for new companies to emerge (Estripeau et 

al., 2022). With this in mind, the current second-hand retail space can be divided into two main 

sectors: the offline and the online.  

Starting with offline resale, this sector is mainly characterized by the existence of Consignment, 

Thrift and Charity shops (Han, 2013). The existence of omnichannel or brick-and-mortar stores 

in which second-hand clothing can be traded is what characterizes the offline sector of second-

hand resale. However, these three different types of physical second-hand stores differ due to 

two main points of difference: the stock sold and the business model. The first difference 

between a Consignment shop and a Thrift or Charity shop is in regards to the selection of the 

second-hand pieces that are sold (Han, 2013). Whereas in a Consignment shop, the shop owners 

take into consideration the feel and the aesthetics of the clothes, with the goal of sourcing retro-

looking garments, a Charity shop simply functions as a place in which owners can discard their 

old clothes and give them the opportunity to have a second-life over someone else’s possession 

(Han, 2013). The second difference is in regards to the nature of the business model. 

Consignment shops operate for financial gains and for profit whereas Thrift and Charity shops 

donate their proceeds to charity associations, without the involvement of financial gains (Han, 

2013).  

Whilst the offline has played an important role on the development of the origins of second-

hand shopping (Han, 2013), the industry is now experiencing a transition towards the digital 

within the resale space. In 2022, McKinsey in an attempt to take a look at the future and current 

state of the fashion industry, stated that the biggest opportunity for fashion retailers is to adhere 

towards digital practices and sustainable business models (Amed et al., 2022). Moreover, it is 

expected that the online resale will represent half of the total second-hand industry by 2024 
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(ThredUp, 2022). At the moment, the online space for second-hand shopping is characterized 

by fashion rental platforms, resale peer-to-peer marketplaces and consignment online shops 

(Han, 2013). The online rental business models have the goal of offering, for a determined 

period of time, the option to wear new pieces without the cost-implications that shopping first-

hand would have (Shrivastava et al., 2021). On top of this, rental businesses are now looking 

into subscription rental models as a way to keep customers loyal and engaged towards renting 

instead of buying (Shrivastava et al., 2021). Resale marketplaces, responsible for the biggest 

share of the second-hand digital space, are identified as peer-to-peer community-focused 

platforms in which individuals are responsible for selling as well as buying (Hamari & 

Ukkonen, 2013). They can be classified under the term of “collaborative consumption”, 

meaning, the “the peer-to-peer-based activity of obtaining, giving, or sharing the access 

to goods and services, coordinated through community-based online services” (Hamari & 

Ukkonen, 2013). With this in mind, it is a format that allows sellers to have complete control 

over their product listings by choosing their own pricing as well as the items to sell (Biz, 2018). 

Even though rental business models are not expected to grow for the next 10 years, second-

hand resale marketplaces are expected to represent 18% of the global fashion retail by 2031 

(ThredUp, 2022). 

2.1.4. The Major Online Players for Second-hand Resale 

With the upcoming concern towards sustainability and the increasing use of the digital, online 

second-hand marketplaces started to emerge - platforms that combined the two trending topics: 

the digital and the resale.  

Ebay has been a pioneer in the digital second-hand space. Founded in 1995 in the United States 

by Pierre Omidyar, Ebay had the first-mover advantage of creating a marketplace that 

combined sellers and buyers, all in the same platform. With an offer of both first-hand and 

second-hand products from categories such as technology, fashion and home decor (Ebay, 
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2022), it is safe to say that Ebay has been an important benchmark for others that later joined 

the second-hand industry.   

Poshmark, the leader in social commerce, has been described as the “Ebay of used-clothing” 

(Biz, 2018). Poshmark first started as a pure second-hand peer-to-peer platform mainly for the 

resale of fashion pieces, however, with its increasing growth, it has also become a space for 

small creators and niche artists to sell their items first-hand. Its 80 million user base spread 

across the United States, Canada and Australia use the platform not only as a shopping 

destination but also as a way to interact and socialize with other sellers and buyers (Poshmark, 

2021). This particular aspect of the platform allows it to behave as a social network destination 

in which, instead of following your friends and acquaintances, you follow users that have 

digital wardrobes of your liking (Biz, 2018).  

Vinted and Depop, founded in 2017 and 2021, respectively, are two of the biggest European 

peer-to-peer resale platforms, both with the goal of allowing individuals to give their unused 

clothing another life. The differences between the two platforms lie within the experience they 

intend to provide (Kemp, 2021). Whereas Vinted is more focused on its functionality by making 

sure a seamless resale experience is offered, Depop allows for sellers and buyers to connect 

and bond over each other’s sense of fashion and digital wardrobes. Even though both platforms 

have been extremely successful amongst the Gen Z community, Vinted’s popularity still 

overcomes Depop’s. Vinted, at the moment, counts with a user base of around 65 million users 

(Vinted, 2022), which is around half of Depop’s total users (Curry, 2022).  

Within the space of consignment resale, ThredUp is one of its main players. ThredUp was 

founded in the United States in 2009 and it is described as an “online consignment store and 

thrift store for your closet” (ThredUp, 2022). Whereas in the peer-to-peer resale business 

model, the sellers own their items and are responsible to set their prices, consignment resale 

sources the items from individuals and gains responsibility over its stock and price. In the case 
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of ThredUp, the platform currently has available around fifty-five thousand brands with 

discounts of up to 90% off the estimated retail price (ThredUp, 2022).  

The growth of resale business models has allowed for more niche sectors of the fashion industry 

to enter the resale space. For example, Vestiaire Collective, the leading platform of luxury 

resale, has now 15 million users that can browse through a collection of 12 thousand luxury 

brands that are discounted up to 70% off (Vestiaire Collective, 2022). 

2.1.5. Gen Z and Second-hand Fashion  

Even though the consumption of second-hand fashion is still frowned upon by some of the 

older generations, it has gained its popularity over the Generation Z, being this group its biggest 

advocate (Statista, 2022). A low purchasing power and an increasing concern towards 

sustainable practices represent this group's two biggest drivers and motivators behind their 

adherence to second-hand fashion shopping (Statista, 2022).  

The financial accessibility of second-hand fashion represents one of the main motivators for 

second-hand shopping. Gen Z is a generation formed by students and young professionals that 

are extremely conscious about their consumption habits (Francis et al., 2018). By saying so, 

this group is looking for a good price-quality ratio when it comes to fashion, and the resale 

space offers exactly that - trendy fashion at a reduced price (ThredUp, 2020). Moreover, the 

lower prices of second-hand items allow for the Gen Z to get their hands on more premium and 

luxury brands that they could not afford at their normal retail prices (Statista, 2022).  

The second purchasing motivator for second-hand shopping amongst the Gen Z is related to 

sustainability. This generation is incredibly in touch with their values and are strong advocates 

for what they believe in. With the increasing concern towards sustainability and 

environmentally-friendly options, this generation has become invested in fighting for these 

causes as well as educated on the fashion industry's toll on the planet (Hill, 2022). By saying 
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so, actively choosing to buy second-hand fashion is a way for the Gen Z to, not only, stay true 

to its values and ethics, but also, to contribute to a reduction of waste in the fashion industry.  

Some other important drivers for the Gen Z in regards to second-hand shopping include the 

concept of second-hand shopping as a fun and thrilling activity to do with friends and family 

and the idea of second-hand fashion as vintage and unique (Estripeau et al., 2022). 

All things considered, second-hand shopping is becoming a part of Gen Z’s consumption 

characteristics in a way that it represents a driver for economic stability and advocacy for 

important values (ThredUp, 2022). On top of this, this generation’s adherence to the digital has 

allowed for the second-hand industry to emerge and succeed in the online space (Statista, 

2022).  

2.2. Brand Loyalty 

2.2.1. Brand Loyalty Definition 

Brand Loyalty is a key concept in Marketing research and a part of its development. Most 

researchers identify brand loyalty as a pure behavioural concept that is established based on an 

overtime bias. It takes into consideration the measurement of repeat purchase of a specific 

brand due to a significant emotional and positive attachment towards it (Ishak et al., 2013). 

This brand attachment is built overtime taking into consideration several key dimensions such 

as affection, attitude and perception. The connection of the latter aspects with a certain specific 

brand will drive reason and excitement towards the purchase of its goods. Taking into account 

the difference between behavioural loyalty and attitudinal loyalty will be an important aspect 

when analysing the intentions behind brand loyalty. Whereas behavioural loyalty refers to the 

sole intention of repeat-purchase, attitudinal loyalty takes into consideration the actual 

commitment of the consumer towards it, not necessarily in purchasing, but in recommending 

it (Nam et al., 2011).  
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The establishment of a strong loyal customer base is of extreme importance in today’s world 

as the market keeps on getting populated by the constant appearance of new brands. Loyal 

customers are of extreme value for brands, not only financially speaking as they will keep on 

generating revenue, but also due to the fact that they will become key endorsers and an 

important part of the brand’s community (Bretous, 2021).  

2.2.2. Other Branding concepts: Brand Awareness and Brand Image definitions 

Brand Awareness can be characterized by the recognition or recall of a specific brand (Keller 

& Swaminathan, 2020). Brand recognition is when consumers can identify a brand and its 

related services by being exposed to its respective logo or products. Brand recall is the ability 

of consumers to memorize a brand and retrieve it from their memory when given a certain 

product category. These two aspects will measure the level of brand awareness performance 

and this performance can be improved by a repetitive exposure to certain brands until 

familiarity is achieved, especially when it comes to brand recognition (Keller & Swaminathan, 

2020). After brands establish a solid brand awareness, a concern towards brand image should 

come next. Brand image can be defined as the unique associations, either positive or negative, 

that a certain brand has on the consumer’s minds (Keller & Swaminathan, 2020). These brand 

associations could be either regarded as attributes or benefits. Brand attributes are the 

descriptive characteristics of a brand and brand benefits represent the attachment of a certain 

brand on the consumer’s values and standards. Beliefs about brand attitude and benefits can be 

formed in various ways and they will help in building a favourable and strong brand image 

(Keller & Swaminathan, 2020). 

2.2.3. Brand Loyalty in the Digital Channel 

The covid-19 pandemic is behind the growth of the digital channel and in the switch of the 

purchasing preferences from the offline to the online. This change has resulted in the need for 

brands to adapt, by moving to the digital, becoming omnichannel and finding ways to tackle 
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brand loyalty digitally (McKinsey & Company, 2022). According to McKinsey, the increase 

of online shopping has resulted in 30 to 40% of consumers switching between brands and 

products, making brand loyalty a key factor for brands to be focusing on (McKinsey & 

Company, 2021). By saying so, for a brand to succeed in building back a strong loyal customer 

base in the digital era, the foundation of the recipe lies in the offer of a seamless digital 

experience and a share of strong social values (McKinsey & Company, 2022). Brand reputation 

and quality are no longer enough reasons for consumers to gain intent towards purchasing - 

brand loyalty is now being powered by user-experience. Research has shown that 66% of 

consumers change brands purely because of a negative shopping experience online (Qualtrics, 

2021). On top of this, personalization becomes a key element when expecting a seamless online 

experience (McKinsey & Company, 2022). Brands should not only be delivering functional 

digital experiences, but also creating customer journeys that speak for each individual’s 

experience and build long-lasting relationships.  

Alongside a good experience online, customers are now expecting brands to deliver strong 

purposes and values. With the increasing consumer education, the awareness towards social 

responsibility has simultaneously developed. Consumers are now interested in brands that 

show concerns towards sustainability and social responsibility, being the brands that share 

these values, the brands that will always have a place in the final checkout cart (McKinsey & 

Company, 2022). 

2.2.4. Brand Loyalty in the Resale Industry  

Even though brands have been particularly reticent towards entering the second-hand industry 

due to the fact that it can lead to sales cannibalization, brands cannot afford to continue ignoring 

it (Abbes et al., 2020). With the size that the resale industry is taking, brands are now starting 

to rethink their strategies and investing time and money to enter these circular economies as 

the value it can bring to them is unmeasurable (Berg et al., 2021). For example, Gucci has 
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partnered up with second-hand marketplace The Real Real in a business model that allows for 

an upcycling of their pieces and Kering has invested in Vestiaire Collective as a way to 

participate in the circular economy (Berg et al., 2021). With this being said, there is definitely 

a wish for brands to be involved in the second-hand world as their entry in this industry leads 

to an increased consumer engagement and involvement towards the brand. In a study made by 

McKinsey in 2021, results have shown that fashion brands entering the resale industry has a 

direct impact on the consumer satisfaction towards the brand itself, even amongst the 

consumers that have never tried the brand before. Fashion brands taking a stand towards social 

responsibility is leading to an increase in consumers' purchase intentions which automatically 

strengthens the brand’s competitive advantage in the market (Chhadwa et al., 2022).  

Another way for brands to actively participate in the resale industry is through the integration 

of a resale experience, directly connected to their brand identity. Recurate, Trove and Reflaunt 

are some of the emerging start-ups that are allowing brands to enter the second-hand industry 

by building integrated e-commerces for second-hand resale - recommerces - within the brand’s 

ecosystem. These integrations bring an added value to the brand mainly through two different 

aspects: the possibility to strengthen the brand’s purpose as these integrations are strong 

examples of “brand do’s” towards sustainability in fashion, and the possibility to increase 

customer’s lifetime value (Treet, 2022).  

With this in mind, the main connections we have seen with brand loyalty and second-hand are 

mostly empowered by the positive brand image that brands when entering in circular business 

models generate on consumers (Treet, 2022). Consumers appreciate the fact that brands are 

taking an active stand towards sustainability, either through a direct or indirect participation, 

which leads to loyalty and an increased engagement on the brand’s platforms (Treet, 2022). 

However, what has yet to be studied is the role of second-hand marketplaces on intentions 

towards brand loyalty. It is widely known that a good purchasing experience online strengthens 
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the consumer’s bond with the brand (Ishak et al., 2013). Moreover, when a consumer is 

satisfied with the online experience, even via a marketplace, there will be a direct word-of-

mouth towards the service itself as well as an indirect mention towards the brands that were 

bought (Abbes et al., 2020).  

When it comes to connecting these findings to the second-hand industry and brand loyalty, 

understanding if a satisfactory purchasing experience via an online second-hand marketplace 

could lead to a behavioural aim towards the brands consumed is still a case to be made (Abbes 

et al., 2020). If brands could leverage on the consumers’ experience of buying their products 

on a separate second-hand marketplace, this post-purchase loyalty would serve as way to 

increase a brand’s customer base. Moreover, if there is already an established relationship with 

the brands before buying these in the second-hand marketplace, these marketplaces could 

simultaneously take advantage of this pre-purchase loyalty (Abbes et al., 2020).  

 

Part 3. Work Project 

3.1. Methodology 

For the purpose of my Work Project’s research and understanding the connection between 

second-hand purchasing in the digital channel and brand loyalty, an in-depth behavioural study 

on second-hand consumers was conducted. Understanding the pre- and post-purchase 

behaviour of second-hand consumption in the digital channel with a special focus on brand 

loyalty was the main point to be addressed. With this in mind, the research executed followed 

three different methods of primary data collection, namely, a pre-recruitment questionnaire, in-

depth qualitative interviews and a quantitative questionnaire.  
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3.2. Sample Population 

Three different methods of primary data collection were carried out. Firstly, a pre-recruitment 

questionnaire was sent out in order to gather potential candidates for the in-depth one-to-one 

interviews. The pre-recruitment questionnaire was answered by 55 respondents from which 30 

were eligible to proceed to the interview round. The pre-recruitment filters that identified the 

eligibility of a respondent to move forward with the qualitative interviews were: a) having 

purchased a second-hand fashion item in the last three years; b) having purchased a second-

hand fashion item online (Appendix 2.1). For a respondent to be eligible, the answer given to 

both questions addressed needed to be “yes”. Secondly, the in-depth semi-structured interviews 

were conducted to the 30 filtered candidates by the pre-recruitment questionnaire. The goal of 

this qualitative analysis was to get an intimate understanding of the behaviours associated with 

the purchasing of second-hand fashion online and the respective relationship with brands. Out 

of the 30 interviewees, 19 were female and 11 were male and all of the interviewees had ages 

between 10 and 24 years old, belonging to the Generation Z. Four different nationalities were 

represented, including 18 Portuguese, 8 German, 2 Dutch and 2 Italian. Please refer to 

Appendix 2.2 for the interview guide and Appendix 2.4 for the detailed sample characteristics.  

Thirdly, a quantitative questionnaire was carried out in order to further validate the premises 

discovered in the qualitative analysis and to strengthen the discovered insights. The 

questionnaire had a total of 194 respondents in which 120 were eligible for the study after being 

filtered out by the same filtering questions of the pre-recruitment questionnaire. The sample 

was composed of 90 females - 75% of the whole sample - and 30 males. 80 respondents were 

between the ages of 10-24, making 67% of respondents belong to the Generation Z. In terms 

of occupation, the majority were either students (46%) or employed full-time (31%). Most of 

the respondents were Portuguese (68%). Please refer to Appendix 3.1 for the detailed 

questionnaire and Appendix 3.2 for the detailed sample characteristics.  
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3.3. Primary Data Analysis 

3.3.1. Qualitative Analysis  

The 30 in-depth semi-structured interviews of second-hand consumers were conducted through 

an interview guide that had four distinct sections of research: i. Second-hand fashion 

consumption, to analyse frequency, preferred channels and brands, ii. Pre-purchase behaviour, 

to understand the drivers for second-hand shopping and choosing certain brands, iii. Online 

purchasing experience, to comprehend what are the online platforms most used, and iv. Post-

purchase behaviour, to finalize with connecting the second-hand online shopping experience 

with brand loyalty (Appendix 2.2). The qualitative data gathered from the interviews was 

analysed through an analysis grid (Appendix 2.3) for which comparisons and response patterns 

were identified and key insights taken (Appendix 2.4). 

Starting with the first two topics of research, the second-hand fashion consumption and pre-

purchase behaviour, majorities were shown regarding both the frequency of second-hand 

consumption and the types of brands chosen. 24 out of 30 interviewees mention that they tend 

to shop second-hand often, between 4 to 8 times per year, and 20 interviewees choose premium 

and luxury brands as their go-to brands for second-hand shopping. On top of this, 13 

interviewees mention that they prefer to shop second-hand pieces from unknown brands for 

which they are not particularly aware of. In terms of the preferred channels, 15 respondents 

identify both channels, the offline and the online, as part of their second-hand consumption 

habits, however, the drivers for choosing one or the other are in regards to the type of shopping 

they wish to have. Whereas, the offline is chosen for the combination of thrifting one-of-a-kind 

pieces and the participation in a fun activity, the online is chosen for its convenience and ease 

of finding specific brands or items. In terms of drivers behind second-hand shopping, price and 

sustainability were chosen as the main ones by, respectively, 20 and 10 interviewees.  



15 
 

Advancing to the third and fourth topic of research, regarding an online second-hand shopping 

experience and the consumer’s post-purchase behaviour, Vinted was identified by 20 out of 30 

interviewees as the favourite online marketplace to shop second-hand. All 20 interviewees also 

identified themselves as being loyal to Vinted. The simplicity of the platform’s interface, the 

security of payment and the ease of browsing due to an extensive filter list are the main reasons 

behind this platform loyalty. In regards to the post-purchase behaviour of second-hand online 

consumption, 14 out of 30 interviewees identified that their relationship with the brand’s 

purchased changed due to a positive surprise towards the quality of the item’s received. 

Moreover, 12 out of these 14 interviewees acknowledge that this experience actually led to a 

brand loyalty development towards new brands they were trying for the first time second-hand, 

and, 2 out of the 14 interviewees, mention that the experience actually strengthened their pre-

existing loyalty with the brands purchased. On the opposite side, 10 out of the 30 interviewees 

claim that the second-hand purchasing experience did not change their relationship with the 

brand’s purchased. This lack of change was explained by the fact these interviewees were 

already loyal first-hand consumers of these brands and that a second-hand shopping experience 

is not relevant enough to change their loyalty or attitudes towards them. Lastly, 6 out of 30 

interviewees mentioned that they do not connect the second-hand purchasing experience with 

the brands purchased therefore brand loyalty will not be impacted by the second-hand 

experience. To conclude, it seems that the relationship with the brands purchased is an 

important know-how in order to extract conclusions regarding brand loyalty and post-purchase 

behaviour of second-hand consumers. This can be deducted as opposite insights were gathered 

in case of interviewees that purchased new brands for the first-time second-hand and 

interviewees that purchased brands’ they were already aware of. For new brands, it seems that 

brand loyalty could change mainly due to a surprise on the quality of the items received and, 
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for brands that interviewees were already aware of and loyal to, the second-hand experience 

will not be significant enough to impact the pre-existing loyalty.  

3.3.2. Quantitative Analysis 

The quantitative questionnaire was built in order to validate and strengthen the key insights 

taken from the qualitative research. Both the interview guide and the preliminary conclusions 

of the qualitative interviewees assisted in framing the questionnaire outline (Appendix 3.1). 

The quantitative questionnaire was answered by 120 eligible respondents which represents a 

significant sample to corroborate the conclusions taken from que qualitative analysis.  

Second-hand fashion consumption 

Even though 47% of the respondents claim they have purchased second-hand fashion items for 

the last time this same month and 30% between 1 to 3 months ago, when asked about the 

frequency of consumption, 46% of respondents claim that they only purchase second-hand 

fashion items between 1 to 3 times per year (Appendix 3.3.1). 

When it comes to the preferred channel to shop second-hand fashion, the results are very 

divided and no majorities were shown. 48% of respondents choose the offline (Thrift, Charity 

and Consignment physical stores) and 49% of respondents choose the online (Online 

marketplaces) as their preferred channel (Appendix 3.3.2). In terms of the reasons behind 

choosing the online or the offline channel for second-hand shopping, respondents identified 

that the online channel is mostly chosen for its accessibility, ease of browning for items and 

ease of finding brands loved first-hand. In terms of the offline channel, respondents choose to 

shop offline as it is an easier way to find one-of-a-kind items. Ease of discovering new brands 

was identified as both a reason for choosing to shop offline or online second-hand pieces 

(Appendix 3.3.3). With this in mind, it seems that shopping second-hand fashion online is 

mostly chosen by the consumers that already have a pre-determined idea of what type of items 

or brands they wish to seek for in the second-hand resale space.   
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Pre-purchase behaviour 

When asked about the drivers for purchasing second-hand fashion, the majority of participants 

identified saving money as the number one driver (38%). Sustainability (28%) and the 

possibility to afford higher-end brands (16%) came as the second and third most important 

drivers for second-hand shopping. Finding quality pieces came in last place, with only 5% of 

participants ranking it as a number one driver (Appendix 3.3.4). The above findings are on-

target with the sample characteristics as 67% of respondents belong to the Generation Z, which 

is a group with a low purchasing power. When looking at the brands that participants tend to 

choose the most when shopping second-hand fashion, luxury (28%) and premium brands (24%) 

were selected by the biggest portion of respondents. Fast-fashion was selected by the least 

number of respondents (7%) (Appendix 3.3.5). This finding goes in accordance with the fact 

that the number one driver for second-hand shopping is saving money. As fast-fashion is 

already cheap by nature first-hand, there is no reason for the Generation Z to choose this 

category of brands when shopping second-hand.  

In regards to the relationship with brands and second-hand shopping, the majority of 

respondents do not actually have the need to go for brands that they already have a relationship 

with when purchasing second-hand. 53% of participants disagreed with the statement “I only 

purchase second-hand from brands that I already know” with 36% out of these 53% actually 

showing a strong disagreement. Moreover, when presented with the statement “I am open to 

trying new brands when purchasing second-hand”, 80% of participants agreed. The latter 

results reinforce the lack of need of a relationship with the brands prior to purchasing them 

second-hand. With this in mind, it seems that brand awareness is not a requisite for most 

consumers to shop second-hand. On top of this, 64% of participants reinforced the driver of 

choosing second-hand to afford higher-end brands as they agreed with the statement “I tend to 

go for brands second-hand that are too expensive to buy first-hand”.  



18 
 

Fig. 1: Respondent’s pre-purchase relationship with brands  

Source: Primary data collected through quantitative analysis, Work Project’s author 

 

Online purchasing experience 

Vinted is the marketplace of choice for online resale, with 41% of the respondents choosing it 

as their usual marketplace for both browsing and purchasing (Appendix 3.3.6). In regards to 

characteristics of second-hand online marketplaces, respondents were asked to rate on a scale 

of 1 to 5, where 1 - do not value at all, and 5 - strongly value, the degree to which they value 

certain attributes that are present on these platforms. Security of payment (mean = 4.53), ease 

of browsing (mean = 4.18) and simplicity of the platform (mean = 4.13) were rated with the 

highest scores resulting in the top three categories that participants value the most when using 

second-hand online marketplaces. An extensive brand list (mean = 3.3) and a strong community 

aspect (mean = 2.62) were identified as the characteristics that respondents value the least 

(Appendix 3.3.7). When it comes to loyalty towards a specific online marketplace for second-

hand shopping, 44% of participants referred to themselves as loyal users of Vinted (Appendix 

3.3.6). Participants identified their successful past purchases on the platform (27%) and the 

security of payment on check-out (21%) as the reasons behind this platform loyalty (Appendix 
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3.3.8). With this in mind, it seems that a satisfactory online purchasing experience will be 

determined by, not only, a history of successful purchases, but also, by specific characteristics 

of the marketplace that help facilitate the transaction such as a strong payment security and an 

overall user-friendly interface.  

Post-purchase behaviour 

To validate the insights from the qualitative interviews and to understand if indeed a pre-

existing relationship with the brand’s purchased via a second-hand online marketplace could 

affect the post-purchase behaviour, the participants were asked to think about two different 

scenarios: a) think about a brand they love and desire and imagine a good experience 

purchasing this brand via a second-hand online marketplace; b) think about trying a new brand 

for the first time and imagine a good experience purchasing this brand via a second-hand online 

marketplace.  

Starting with the first scenario, the statements in which the participants showed the strongest 

agreement, with 75% and 70% of respondents respectively agreeing, were the following: “I 

will buy again from this brand second-hand” and “I trust the brand’s quality even more 

now”.  These findings show a strong association with a positive brand image. However, when 

it comes to brand loyalty, no strong opinions have been shown. When presented with the 

statement “I feel more loyal to the brand”, 42% of participants neither agreed or disagreed. 

Moreover, when participants were presented with the statement “I will think of buying this 

brand first-hand”, 34% also neither agreed or disagreed. With this in mind, it seems that brand 

loyalty is not affected by a second-hand purchasing experience for brands consumers already 

have a pre-exiting relationship with. Even though their brand image is enhanced due to a 

positive reaction towards the quality of the brands received, this does not build a strong enough 

case to essentially influence loyalty.  
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Fig. 2: Respondent’s post-purchase relationship with desired brands 

Source: Primary data collected through quantitative analysis, Work Project’s author 

 

Moving to the second scenario, respondents were asked to think about trying a new brand for 

the first-time via a second-hand online marketplace. When participants were presented with the 

statement “I feel a strong connection towards this brand now”, 46% of participants agreed to 

it. When looking at brand image and brand loyalty, very positive results were gathered. When 

participants were presented with the statement “I have a good brand image of this brand now” 

and “I will buy again from this brand second-hand”, 70% and 67%, respectively, agreed to it. 

Moreover, 52% of participants showed an agreement towards “I will think of buying this brand 

first-hand”. This latter finding is a very good indication of the impact of a second-hand 

purchasing experience online on brand loyalty. On top of this, and similar to the first scenario’s 

findings, a concern towards quality was verified. Majority of respondents agreed that having a 

good purchasing experience second-hand is a driver towards trusting the brand’s quality as 

70% agreed to the statement “I trust this brand’s quality”. To conclude, findings validate that 

indeed a second-hand purchasing experience could influence loyalty, but only for brands 
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consumers are actually trying for the first time second-hand. This loyalty is built upon the 

positive perceptions and attitudes towards the quality of the item’s received.  

 

Fig. 3: Respondent’s post-purchase relationship with new brands 

Source: Primary data collected through quantitative analysis, Work Project’s author 
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taken from the secondary research, as sources such as the Thredup Resale Report from 2022, 

identified sparing money as the biggest driver for second-hand shopping. Moreover, and since 

67% of the sample belongs to the Generation Z, these findings are not surprising, as this group 

belongs to a bracket of low purchasing power. Sustainability and the possibility to afford 

higher-end brands were identified by the respondents as the second and third most important 
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drivers for second-hand shopping. As the majority of the sample mentioned both Premium and 

Luxury brands as their go-to brands for shopping second-hand, the legitimacy of this third 

driver is confirmed. With this in mind, there is unquestionably an opportunity for both Premium 

and Luxury brands to take advantage of the second-hand market by sourcing discounted items 

as the trend of the market for such pieces has been clearly identified.  

When it comes to the consumer’s relationship with the brands chosen for second-hand 

purchasing, it seems that a prior existing affinity with them is not crucial as the majority of 

respondents agreed with the statement “I am open to trying new brands when purchasing 

second-hand”. By saying so, brand awareness is not a key factor for choosing certain brands 

over others when purchasing second-hand. Openness to trying new brands, even if unaware of 

the brand name, is what the majority has agreed to. However, when focusing on the preference 

towards the different channels for second-hand consumption, the online or the offline, the 

online was chosen as the preferred channel for browsing and finding specific brands. A key 

take-away in regards to pre-purchase behaviour is that, even though brand awareness was not 

recognized as a pre-purchase motivator for second-hand consumption, deciding to shop 

second-hand online is chosen by the most brand-driven consumers.   

When it comes to the experience with using second-hand marketplaces for purchasing second-

hand fashion online, Vinted was clearly identified as the platform most used and for which 

respondents showed the strongest loyalty levels towards. Security of payment and ease of 

browsing were identified both by the quantitative and qualitative analysis as the most valuable 

characteristics that could essentially lead towards a satisfactory experience when purchasing 

second-hand. As a seamless shopping experience online is key to drive post-purchase 

satisfaction (McKinsey & Company, 2022), second-hand online marketplaces should be 

improving key areas such as payment security and extensive filtering menus in order to reassure 

an overall successful purchasing experience.    
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After considering the pre-purchase behaviour and the drivers for a satisfactory experience 

online, an analysis of the post-purchase behaviour of second-hand shopping was conducted, 

specifically, to understand the impact of an online second-hand shopping experience on brand 

loyalty. For this second part, two scenarios with different objectives were laid out after 

concluding from the qualitative analysis that the nature of the pre-purchase relationship with 

brands could essentially influence the post-purchase behaviour: the first scenario had the goal 

of gaining an understanding on the post-purchase behaviour for brands the respondents already 

knew and desired before purchasing them second-hand and, the second scenario, with the goal 

of understanding the post-purchase behaviour for brands the respondents did not know prior to 

purchasing them second-hand.  

For the first scenario, it seems that a good purchasing experience via an online second-hand 

marketplace could actually have a positive impact on the consumer’s image towards these 

brands, especially in regards to quality. 70% of participants agreed that having a good 

experience purchasing second-hand pieces from brands they were already aware of and desired, 

via a second-hand online marketplace, could actually increase their trust and confidence 

towards the brand’s quality. This association indicates that a concern when purchasing second-

hand fashion could derive from a fear of receiving items with a reduced quality and 

questionable condition. If the quality of the pieces is endured, the trust towards the brands 

purchased will increase and its perceptions will be enhanced. This has also been confirmed by 

the qualitative analysis as some interviewees mentioned that their relationship with the brands 

purchased second-hand changed mainly due to a satisfaction on the quality of the pieces they 

received. For example, one interviewee mentions “Louis Vuitton was one of the brands that I 

admired, however, I had never bought anything from it. I bought my first bag from this brand 

second-hand and actually I was so surprised at its quality and the fact that the bag was still in 

an admirable condition that I started trusting Louis Vuitton’s quality and craftsmanship even 
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more” (Female, 24, German). However, when it comes to brand loyalty, results were 

ambiguous. Most participants did not actually have a strong opinion on whether a satisfactory 

second-hand purchasing experience of brands they were already aware of, could actually lead 

to an increased brand loyalty. This insight can be explained by the fact that respondents were 

asked to think about brands that they had a strong desire and awareness towards, which lays 

out the possibility of an already pre-existing brand loyalty. With this in mind, it would make 

sense for this loyalty to not change as one purchasing experience is not strong enough for 

consumers to question and re-think their loyalty towards these specific brands. Ultimately, the 

insights achieved from the first scenario identify that a second-hand purchasing experience 

does not affect the loyalty levels for brands consumers are already aware of and loyal to. 

However, the second-hand purchasing experience can essentially have a strong impact on brand 

image if a positive surprise on the quality of the item’s received is achieved.  

For the second scenario, participants were asked to think about brands they did not have a prior 

relationship with before the second-hand purchase. Firstly, respondents agreed to the fact that 

having a good experience purchasing a new brand second-hand could actually lead to an 

intention of purchasing this brand in the near future first-hand and even repeat-purchase 

second-hand. These insights clearly identify an impact on the brand loyalty levels and 

especially on behavioural loyalty, as the loyalty’s nature is in regards to intentions towards 

repeat-purchase. Secondly, a positive impact on the brand image was also concluded and, 

similar to the first scenario, this brand image is mostly empowered by the contentment towards 

the quality of the pieces purchased. This satisfaction leads to a growth in the brand’s confidence 

and trust. We can conclude that a positive experience purchasing new brands via a second-hand 

online marketplace could be a first step into building a stable brand image and intention towards 

brand loyalty. With this in mind, niche and smaller brands, with premium price points, could 

benefit from partnerships with online marketplaces such as Vinted in order to build a strong 
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base of loyal customers. These brands could source second-hand pieces directly from their first-

hand consumers, repair the items and put them on sale on second-hand marketplaces.  

To conclude, having a satisfactory experience purchasing unknown brands via a second-hand 

online marketplace could lead to an increased brand loyalty as intentions towards repeat-

purchase second-hand and purchase first-hand were clearly shown. This loyalty is supported 

by the impact of a satisfactory second-hand experience on brand image, especially in regards 

to its contribution towards a positive attitude on the brand’s quality.   

Part 5. Work Project Limitations and Directions for Future Research 

This Work Project was overall susceptible to some limitations, especially in regards to the 

sample in case. Firstly, the qualitative analysis was limited to a reduced scope of 30 

interviewees, who all belonged to the age group of 10 to 24 years old. Moreover, the 

interviewees were only representative of four different nationalities. Secondly, the quantitative 

analysis suffered from similar limitations, as the sample size was unrepresentative of all the 

second-hand consumers. Even though there was a focus on studying the generations that are 

most susceptible to second-hand shopping, the Generation Z and the Millennials, the latter still 

lacked representation as the majority of respondents belonged to the age group of 10 to 24 

years old. In terms of nationality and gender, the distribution of the sample was biased to the 

Portuguese and to females. For future research, a segmentation of the different types of second-

hand personas would help understand if the differences in regards to the pre- and post-purchase 

behaviour of second-hand consumption could be somewhat connected to the intrinsic 

characteristic of consumers. Moreover, shifting the scenarios and studying the impact of a 

negative second-hand shopping experience via a second-hand marketplace, instead of a 

positive experience, could actually lead to more in-depth insights regarding the post-purchase 

behaviour and impact on brand loyalty levels.  
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APPENDIX 1. SECONDARY DATA 

Appendix 1.1. Share of Second-hand items on Consumer’s Closets Worldwide (% of items 

owned by second-hand buyers) 

Source: Estripeau et al, 2022 

Appendix 1.2. Second-hand Apparel Market Value Worldwide from 2021 to 2026 (in billion 

U.S. dollars) 

Source: Statista, 2022 
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Appendix 1.3. U.S. Second-hand Apparel Market Value from 2021 to 2026 (in billion U.S. 

dollars)  

Source: ThredUp, 2022 

 

 

 

Appendix 2. PRIMARY DATA - QUALITATIVE ANALYSIS 

Appendix 2.1. Pre-recruiting Questionnaire 

Source: Work Project’s Author 

 

Start of Block: Introduction 

 

“Welcome! My name is Catarina and I am student of the Master in Management with a 

stream in Luxury Management from Nova School of Business and Economics.  

On the behalf of my MSc thesis, I am developing a study regarding the pre- and post-

purchase behaviour of second-hand fashion shopping in the digital channel.  

I would appreciate it if you could help my research by answering this questionnaire that I’ve 

prepared. The questionnaire will have a duration of less than 2 minutes and it is confidential.  

 

Thank you in advance for your participation and for your time, 

Catarina” 

 

35

43

54

65

76

82

0

20

40

60

80

100

Y 2021 Y 2022 Y 2023 Y 2024 Y 2025 Y 2026



35 
 

 
 

Start of Block: Filtering questions 

 

Q1 Have you purchased a second-hand fashion item within the past 3 years? 

o Yes 

o No 

 

Q2 Have you purchased a second-hand fashion item online? 

o Yes 

o No 

 

 

Start of Block: Second-hand consumption 

 

Q3 When was the last time you bought a second-hand fashion item? 

o This month 

o Between 1-3 months ago 

o Between 3-6 months ago 

o Between 6-12 months ago 

o More than 1 year ago 

 

Q4 How often do you shop second-hand? 

o Not often (1-3 times per year) 

o Often (4-8 times per year) 

o Very often (more than 8 times per year) 
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Q5 What is your preferred channel to shop second-hand 

o Online (second-hand marketplaces) 

o Offline (thrift, charity shops, etc.) 

 
 

Start of Block: Demographics 

 

Q6 What gender do you identify with? 

o Male  

o Female  

o Prefer not to say  

 

Q7 What is your age? 

o 9 or younger  

o 10 - 24   

o 25 - 40   

o 41 - 55   

o 56 or older   

 

 

Q8 What is your nationality? 

________________________________________________________________ 
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Q9 What is your current occupation? 

o Student   

o Student Worker   

o Employed full-time   

o Employed part-time  

o Self-employed   

o Unemployed   

o Retired  

o Prefer not to say  

 

 

Start of Block: Qualitative Interview 

 

“In the needing of additional data for my Work Project research, I will be conducting one-to-

one interviews on the topic of second-hand shopping. If you feel comfortable and willing to 

participate, I would like to ask you for your name and e-mail address so I can contact you. 

Thank you in advance. “ 

 

Q10 Name 

________________________________________________________________ 

 

Q11 Email 

________________________________________________________________ 
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Appendix 2.2. Qualitative Interview Guide 

Source: Work Project’s Author 

 

Warm-up  

"My name is Catarina and I am student of the Master in Management with a stream in Luxury 

Management from Nova School of Business and Economics. On the behalf of my MSc thesis, I 

am developing a study regarding the pre- and post-purchase behaviour of second-hand 

shopping in the digital channel. The interview will last approximately 60 minutes. If you agree, 

this interview will be recorded for later analysis, with all your responses being held in 

confidence. Thank you for your time and participation! Whenever you feel r eady, we can start." 

 

Initial Question  

“Last time you bought a fashion item second -hand, where did you buy it and why?"  

 
Topics to be developed 

• Second-hand fashion consumption: frequency, chosen categories, chosen brands, 

preferred channels (online and offline) 

 

• Pre-purchase behaviour: drivers for purchasing second-hand, drivers for choosing 

certain brands 

 

• Online purchasing experience: platforms used, platform’s characteristics most 

appreciated 

 

• Post-purchase behaviour: experience with online second-hand purchase and change of 

relationship with brands purchased, loyalty towards brands purchased 

 

Demographics 

• Gender 

• Age 

• Nationality 

• Occupation 
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Appendix 2.3. Qualitative Interview Analysis Grid  

Source: Work Project’s Author 

 

 

 

 

 

 

Analysis Grid Interviewee 1 Interviewee 2 Interviewee 3 Interviewee 4 Interviewee 5

Second-hand consumption:

Frequency of second-hand consumption 6x year 5x year 1x every 2 months 1x month 6x year

Chosen categories Clothing Clothing, shoes Clothing, accessories Clothing, accessories Clothing 

Chosen brands Independent / Niche Premium / Luxury Premium / Luxury Luxury brands

Not brand drive - any 

brands

Preffered channels - online or offline Online and Offline Offline Online and Offline Online and Offline Online and Offline

Pre-purchase behaviour:

Top Driver for purchasing second-hand Price Price Sustainability Sustainability Sustainability

Drivers for choosing certain brands 

(unknown brands or brands you know)

I don't go for brands that I 

have a relationship with as 

I like to discover new items

I mostly go for brands that I 

know because of the 

familiarity of the fit

I go brands I don't know; if I 

see something from a 

brand I love, I will definitely 

pay more attention to the 

item

If I'm buying a luxury piece, 

I will go for brands I know; 

for clothing, down to give 

independent brands a try

I don't go for brands that I 

have a relationship with as 

I like to discover new items

Drivers for choosing online or offline 

consumption

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Offline for thrifting and 

finding vintage pieces; 

Online because it is easier 

to browse and more 

accessible

Online because the offer of 

flea markets in Portugal is 

not good; Offline only if I 

want to see the item in 

person

Online is easier to find 

good Luxury items second-

hand

If I want to look very 

specific things; easier to 

browse online; offline is 

more for fun

Experience with online second-hand shopping:

Favorite online marketplace to buy 

second-hand Zalando Depop Vestiaire Collective Vestiaire Collective Vinted

Do you consider yourself loyal to the 

marketplace of choice x? No Yes Yes No Yes

What are the main characteristics a 

second-hand online fashion platform 

should have that you appreciate?

Simplicity, ease of 

browsing, reviews

Simplicity, security of 

payment

Simplicity, security of 

payment, ease of , reviews

Simplicity, ease of 

browsing

Simplicity, ease of 

browsing, filters

Post-purchase behaviour:

As your relationship with any of the 

Brands you bought second-hand 

changed due to this experience?

Yes, I bought a brand for 

the first time second hand 

and got super happy at the 

quality of the piece I 

received

I already have a 

relationship with these 

brands prior to buying them 

so no

No connection with the 

platform and the brand

Louis Vuitton was one of 

the brands that I admired, 

however, I had never 

bought anything from it. I 

bought my first bag from 

this brand second-hand 

and actually I was so 

surprised at its quality and 

the fact that the bag was 

No connection with the 

platform and the brand

Impact on Loyalty - Yes / No Yes No No Yes No

Demographics:

Gender Male Male Male Female Female

Age 10-24 10-24 10-24 10-24 10-24

Nationality German Portuguese Portuguese German Portuguese

Occupation Student Student Student Employed full-time Student
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Analysis Grid Interviewee 6 Interviewee 7 Interviewee 8 Interviewee 9 Interviewee 10

Second-hand consumption:

Frequency of second-hand consumption 1x month 1x month 4x year 5x year 4x year

Chosen categories Clothing Clothing, accessories Clothing, accessories Clothing Clothing

Chosen brands Premium Independent / Niche Premium, Luxury Independent / Niche Premium / Luxury

Preffered channels - online or offline Online and Offline Online Online and Offline Online and Offline Online and Offline

Pre-purchase behaviour:

Top Driver for purchasing second-hand Price Sustainability Price Price Price

Drivers for choosing certain brands 

(unknown brands or brands you know)

Yes, I only go for brands 

that I already have a 

relationship with; know the 

brands already because I 

know the fit / style

I mostly go for brands that I 

do not know

Specific brands that I look 

for second-hand; strong 

brand awareness

I don't go for brands that I 

have a relationship with as 

I like to discover new items

I don't go for brands that I 

have a relationship with as 

I like to discover new items

Drivers for choosing online or offline 

consumption

Online most of the times; 

Offline only to look around 

for fun, no intention to buy 

Online because it is easier 

to find pieces

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Experience with online second-hand shopping:

Favorite online marketplace to buy 

second-hand Vinted Vinted Vestiaire Collective Depop Vinted

Do you consider yourself loyal to the 

marketplace of choice x? Yes Yes

Yes - past purchases 

successful No Yes

What are the main characteristics a 

second-hand online fashion platform 

should have that you appreciate?

Simplicity, security of 

payment

Simplicity, ease of 

browsing, reviews

Simplicity, ease of 

browsing

Simplicity, security of 

payment, ease of browsing Simplicity, filters

Post-purchase behaviour:

As your relationship with any of the 

Brands you bought second-hand 

changed due to this experience?

I already have a 

relationship with these 

brands prior to buying them 

so no

Yes and it all comes down 

to quality and to the state 

of the item received

I already have a 

relationship with these 

brands prior to buying them 

so no

Yes, how I receive the item 

and the quality and 

condition plays a big factor 

on my opinion towards the 

brand

Yes. I bought a bag from a 

new brand that I had never 

bought before and got 

really impressed with the 

quality which instantly 

made me more happy 

about the brand

Impact on Loyalty - Yes / No No Yes No Yes Yes

Demographics:

Gender Male Female Male Male Female

Age 10-24 10-24 10-24 10-24 10-24

Nationality German Dutch Portuguese Portuguese Portuguese

Occupation Employed full-time Employed full-time Student Student Student
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Analysis Grid Interviewee 11 Interviewee 12 Interviewee 13 Interviewee 14 Interviewee 15

Second-hand consumption:

Frequency of second-hand consumption 7x year 4x year 1x year 6x year 4x year

Chosen categories Clothing, shoes Clothing, accessories Clothing, accessories Clothing Clothing, accessories

Chosen brands Premium / Luxury Luxury brands

Not brand drive - any 

brands Premium

Not brand drive - any 

brands

Preffered channels - online or offline Online and Offline Online Online Offline Offline

Pre-purchase behaviour:

Top Driver for purchasing second-hand Sustainability Price Price Price Price

Drivers for choosing certain brands 

(unknown brands or brands you know)

I don't go for brands that I 

have a relationship with as 

I like to discover new items

I mostly go for brands that I 

know because of the 

familiarity of the fit

I don't go for brands that I 

have a relationship with as 

I like to discover new items

Yes, I only go for brands 

that I already have a 

relationship with; know the 

brands already because I 

know the fit / style

I don't go for brands that I 

have a relationship with as 

I like to discover new items

Drivers for choosing online or offline 

consumption

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Online is easier to find 

good Luxury items second-

hand

Online for finding 

everything in one place

Offline to look around for 

fun

Offline to look around for 

fun

Experience with online second-hand shopping:

Favorite online marketplace to buy 

second-hand Depop

Independent local second-

hand e-commerce Vinted Vinted Vinted

Do you consider yourself loyal to the 

marketplace of choice x? No No Yes Yes Yes

What are the main characteristics a 

second-hand online fashion platform 

should have that you appreciate? Simplicity, reviews

Simplicity, security of 

payment, ease of browsing

Simplicity, security of 

payment

Simplicity, security of 

payment, ease of browsing

Security of payment, 

reviews

Post-purchase behaviour:

As your relationship with any of the 

Brands you bought second-hand 

changed due to this experience?

For sure. I bought Sandro 

shoes second-hand and 

was very surprised at the 

quality which immediately 

made me more keen 

towards the brand

I already have a 

relationship with these 

brands prior to buying them 

so no

No connection with the 

platform and the brand

Yes because I was even 

more surprised at how 

great the style was even 

though I had bought from 

the brand before

No connection with the 

platform and the brand

Impact on Loyalty - Yes / No Yes No No Yes No

Demographics:

Gender Female Male Male Female Female

Age 10-24 10-24 10-24 10-24 10-24

Nationality Portuguese German Portuguese Portuguese Portuguese

Occupation Employed full-time Employed full-time Student Student Student
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Analysis Grid Interviewee 16 Interviewee 17 Interviewee 18 Interviewee 19 Interviewee 20

Second-hand consumption:

Frequency of second-hand consumption 4x year 4x year 5x year 7x year 1x year

Chosen categories Clothing, accessories Clothing, accessories Clothing, accessories Clothing, accessories Clothing, accessories

Chosen brands Premium, Luxury Independent / Niche Premium / Luxury Premium / Luxury Luxury brands

Preffered channels - online or offline Online Offline Offline Offline Online and Offline

Pre-purchase behaviour:

Top Driver for purchasing second-hand Sustainability Price Price Sustainability Price

Drivers for choosing certain brands 

(unknown brands or brands you know) Not brand-driven

I mostly go for brands that I 

know because of the 

familiarity of the fit

I don't go for brands that I 

have a relationship with as 

I like to discover new items

I don't go for brands that I 

have a relationship with as 

I like to discover new items

I don't go for brands that I 

have a relationship with as 

I like to discover new items

Drivers for choosing online or offline 

consumption

Online for looking for very 

specific things

Online for looking for very 

specific things

Offline to look around for 

fun

Offline to look around for 

fun

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Experience with online second-hand shopping:

Favorite online marketplace to buy 

second-hand Vinted Vinted Vinted Vinted Vinted

Do you consider yourself loyal to the 

marketplace of choice x? Yes Yes Yes Yes Yes

What are the main characteristics a 

second-hand online fashion platform 

should have that you appreciate?

Security of payment, ease 

of browsing

Security of payment, ease 

of browsing

Simplicity, reviews and 

rating

Simplicity, ease of 

browsing

Simplicity, security of 

payment, ease of browsing

Post-purchase behaviour:

As your relationship with any of the 

Brands you bought second-hand 

changed due to this experience?

If there is satisfaction on 

the item received, I will feel 

more loyal towards the 

brand, mainly due to a trust 

on the quality

I already have a 

relationship with these 

brands prior to buying them 

so no

The relationship can 

definitely change if I'm 

satisfied with the condition 

of the item

The style of the item can 

change how I feel about the 

brand

The quality of the item I 

receive can have a big 

impact on my view of the 

brand

Impact on Loyalty - Yes / No Yes No Yes Yes Yes

Demographics:

Gender Male Male Female Female Female

Age 10-24 10-24 10-24 10-24 10-24

Nationality Dutch Portuguese Portuguese Portuguese Italian

Occupation Employed full-time Student Student Student Employed full-time
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Analysis Grid Interviewee 21 Interviewee 22 Interviewee 23 Interviewee 24 Interviewee 25

Second-hand consumption:

Frequency of second-hand consumption 4x year 5x year 4x year 4x year 7x year

Chosen categories Clothing Clothing Clothing Clothing Clothing, accessories

Chosen brands

Not brand drive - any 

brands Premium

Not brand drive - any 

brands Premium, Luxury Premium / Luxury

Preffered channels - online or offline Online and Offline Online and Offline Online and Offline Online and Offline Online and Offline

Pre-purchase behaviour:

Top Driver for purchasing second-hand Price Price Sustainability Sustainability Price

Drivers for choosing certain brands 

(unknown brands or brands you know)

I don't go for brands that I 

have a relationship with as 

I like to discover new items

Go for brands that I kbow 

because the style is familiar

I mostly go for brands that I 

know because of the 

familiarity of the fit I look for Specific brands 

second-hand 

I go brands I don't know; if I 

see something from a 

brand I love, I will definitely 

pay more attention to the 

item

Drivers for choosing online or offline 

consumption

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Experience with online second-hand shopping:

Favorite online marketplace to buy 

second-hand Vinted Vinted Vinted

Independent local second-

hand e-commerce Depop

Do you consider yourself loyal to the 

marketplace of choice x? Yes Yes Yes

Yes - past purchases 

successful Yes - good price points

What are the main characteristics a 

second-hand online fashion platform 

should have that you appreciate?

Simplicity, ease of 

browsing, filters

Simplicity, ease of 

browsing, reviews Simplicity, design 

Security of payment, 

algorithm Security of payment

Post-purchase behaviour:

As your relationship with any of the 

Brands you bought second-hand 

changed due to this experience? No connection with the 

platform and the brand

I already have a 

relationship with these 

brands prior to buying them 

so no

I already have a 

relationship with these 

brands prior to buying them 

so no

I already have a 

relationship with these 

brands prior to buying them 

so no

Yes because the fit of the 

items received were really 

great

Impact on Loyalty - Yes / No No No No No Yes

Demographics:

Gender Female Female Female Female Female

Age 10-24 10-24 10-24 10-24 10-24

Nationality Portuguese Portuguese Portuguese German German

Occupation Student Student Student Employed full-time Student
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Analysis Grid Interviewee 26 Interviewee 27 Interviewee 28 Interviewee 29 Interviewee 30

Second-hand consumption:

Frequency of second-hand consumption 4x year 5x year 4x year 4x year 8x year

Chosen categories Clothing Clothing, shoes Clothing, shoes Clothing Clothing, shoes

Chosen brands Luxury brands Independent / Niche Premium Premium / Luxury Premium, Luxury

Preffered channels - online or offline Online Online Online Online Offline

Pre-purchase behaviour:

Top Driver for purchasing second-hand Price Price Price Sustainability Price

Drivers for choosing certain brands 

(unknown brands or brands you know)

I don't go for brands that I 

have a relationship with as 

I like to discover new items

I don't go for brands that I 

have a relationship with as 

I like to discover new items

Yes, I only go for brands 

that I already have a 

relationship with; know the 

brands already because I 

know the fit / style

I mostly go for brands that I 

know because of the 

familiarity of the fit I mostly go for brands that I 

do not know

Drivers for choosing online or offline 

consumption

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Online for looking for very 

specific things

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Offline for a fun activity; 

Online because it is easier 

to browse and more 

accessible

Experience with online second-hand shopping:

Favorite online marketplace to buy 

second-hand Vinted Vinted Vinted Vinted Vinted

Do you consider yourself loyal to the 

marketplace of choice x? Yes Yes Yes Yes Yes

What are the main characteristics a 

second-hand online fashion platform 

should have that you appreciate? Security of payment Security of payment Security of payment

Security of payment, 

design

Security of payment, 

reviews

Post-purchase behaviour:

As your relationship with any of the 

Brands you bought second-hand 

changed due to this experience?

Yes, the items I buy if they 

have good quality, 

everything changes

No connection with the 

platform and the brand

I already have a 

relationship with these 

brands prior to buying them 

so no

I already have a 

relationship with these 

brands prior to buying them 

so no

Yes, sometimes I get 

surprised even buying 

pieces from brands I know 

at how good the style and 

fit are

Impact on Loyalty - Yes / No Yes No No No Yes

Demographics:

Gender Female Female Female Female Male

Age 10-24 10-24 10-24 10-24 10-24

Nationality Portuguese German Portuguese Italian German

Occupation Student Student Student Student Student
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Appendix 2.4. Qualitative Interview Insights  

Source: Work Project’s Author 

 

Topics developed  

Second-hand fashion consumption 

Frequency 
Often (4-8 times per year) - 24 

Very often (more than 8 times per year) – 4 

Not often (1-3 times per year) – 2 

 

Chosen categories (some interviewees mentioned 

more than one category) 

Clothing – 30 

Accessories - 13 

Shoes - 5 

 

Chosen brands 
Premium / Luxury brands - 20 

Independent / Niche brands - 5 

I don't care about the brands – 5 

 

Preferred channels (some interviewees chose both) Online (second-hand marketplaces) - 24 

Offline (Thrift and Charity shops, Flea Markets) – 22 

 

Pre-purchase behaviour 

Top driver for purchasing second-hand  Price - 20 

Sustainability - 10 

 

Drivers for choosing certain brands Buying second-hand from unknown brands as a wish 

to try something new – 13 

 

Buying second-hand from loyal brands because the 

fit is familiar – 12 

 

Not looking for any type of brands – 5 

 

Drivers for choosing certain channels Choosing to shop second-hand offline as it is a fun 

activity to do with friends and family – 30 

 

Choosing to shop second-hand online for browsing 

and looking for specific items and brands – 30 
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Experience with online second-hand shopping 

Platforms used second-hand online shopping Vinted - 20 

Depop – 4 

Vestiaire Collective - 3 

Niche local second-hand platforms - 2 

Zalando - 1 

 

Platform’s characteristics most appreciated  

(some interviewees mentioned more than one 

characteristic) 

Simplicity of interface – 20 

Security of payment – 18 

Ease of browsing – 15 

Seller’s reviews and ratings – 8 

Extensive filters list – 3  

Appearance and design – 2 

Wishlist section – 1 

Algorithm – 1 

 

Pre-purchase behaviour 

Experience with online second-hand purchase 

and change of relationship with brands 

purchased  

Relationship changing due to a surprise about the 

quality of the items received – 14 

 

Being loyal to the brand which makes one second-

hand shopping experience not change the 

relationship with the brand purchased – 10 

 

No connection with experience purchasing second-

hand and relationship with brands purchased – 6 

 

Change of Brand Loyalty towards brands 

purchased 

Loyalty changed due to surprise on the quality of the 

items – 14 

 

Loyalty did not change as a second-hand shopping 

experience did not affect the pre-existing loyalty 

towards the brand – 10 

 

Loyalty did not change as there is no association 

between the experience shopping second-hand and 

the brands purchased – 6 

 

 

Demographics 

Gender Female - 19                                                                

Male – 11 

 

Age 9 or younger - 0 

Between 10 and 24 - 30 
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Between 25 and 40 – 0 

Between 41 and 55 – 0 

56 or older - 0  

 

Nationality Portuguese – 18 

German – 8 

Dutch – 2 

Italian – 2 

 

Occupation 
Student – 18  

Student Worker - 0   

Employed full-time - 8   

Employed part-time - 0 

Self-employed - 0 

Unemployed - 0 

Retired – 0 
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Appendix 3. PRIMARY DATA - QUANTITATIVE ANALYSIS 

Appendix 3.1. Quantitative Questionnaire 

Source: Work Project’s Author 

 

Start of Block: Introduction 

 

“Welcome! My name is Catarina and I am student of the Master in Management with a 

stream in Luxury Management from Nova School of Business and Economics.  

On the behalf of my MSc thesis, I am developing a study regarding the pre- and post-

purchase behaviour of second-hand fashion shopping in the digital channel.  

I would appreciate it if you could help my research by answering this questionnaire that I’ve 

prepared. The questionnaire will have a duration of around 5 minutes and it is confidential.  

 

Thank you in advance for your participation and for your time, 

Catarina” 

 

 

Start of Block: Filtering Questions 

 

Q1 Have you purchased a second-hand fashion item within the past 3 years? 

o Yes 

o No 

 

Q2 Have you purchased a second-hand fashion item online?  

o Yes 

o  No  
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Start of Block: Second-hand fashion consumption 

 

Q3 When was the last time that you have purchased a second-hand fashion item? 

o This month   

o Between 1 - 3 months ago  

o Between 3 - 6 months ago  

o Between 6 - 12 months ago   

o More than 1 year ago  

 

Q4 How often do you shop second-hand? 

o Not often (1 - 3 times per year)  

o Often (4 - 8 times per year)  

o Very often (more than 8 times per year) 

 

Q5 What categories of fashion do you tend to buy the most second-hand? (Please choose a 

maximum of 3 categories) 

o Tops and t-shirts  

o Knitwear  

o Dresses 

o Jeans and pants 

o Skirts 

o Coats and Jackets 

o Shoes 
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o Bags 

o Accessories (jewellery, scarves, belts, gloves, headwear)  

 

 

Q6 What is your preferred channel to shop second-hand fashion items? 

o Offline (Thrift, Charity and Consignment shops)  

o Online (Second-hand marketplaces) 

o Other __________________________________________________ 

 

 

Q7 How much do you associate the below characteristics with shopping second-hand fashion 

items in thrift, charity or consignment physical stores? 

 
Strongly 

disassociate 

Somewhat 

disassociate  

Neither 

associate nor 

disassociate  

Somewhat 

associate 

Strongly 

associate 

Ease of 

browsing for 

items o  o  o  o  o  
Ease of finding 

one-of-a kind 

items o  o  o  o  o  
Ease of finding 

brands I love 

first-hand  o  o  o  o  o  
Ease of 

discovering 

new brands  o  o  o  o  o  
Accessibility / 

Convenience  o  o  o  o  o  
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Q8 How much do you associate the below characteristics with shopping second-hand fashion 

in online marketplaces? 

 
Strongly 

disassociate  

Somewhat 

disassociate  

Neither 

associate nor 

disassociate  

Somewhat 

associate 

Strongly 

associate 

Ease of 

browsing for 

items o  o  o  o  o  
Ease of finding 

one-of-a kind 

items o  o  o  o  o  
Ease of finding 

brands I love 

first-hand  o  o  o  o  o  
Ease of 

discovering 

new brands  o  o  o  o  o  
Accessibility / 

Convenience o  o  o  o  o  
 

 

Q9 Please rank below the drivers behind purchasing second-hand fashion items in order of 

most important to the least important 

______ Save money  

______ Be more sustainable  

______ Afford higher-end brands  

______ Find one-of-a kind items  

______ Find quality pieces  
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Start of Block: Pre-purchase behaviour 

 

Q10 What kind of brands do you tend to choose when purchasing second-hand fashion items? 

o Fast fashion   

o Premium brands  

o Luxury brands  

o Independent / Niche brands  

o I don't care about the brands I shop second-hand 

o Other__________________________________________________ 

 

 

Q11 Below are a number of statements regarding the relationship with brands and second-

hand shopping. Please indicate to what extent do you agree or disagree with the following 

statements: 

 
Strongly 

disagree 

Somewhat 

disagree 

Neither agree 

nor disagree 

Somewhat 

agree  
Strongly agree 

I only purchase 

second-hand 

from brands 

that I already 

know  

o  o  o  o  o  

I only purchase 

second-hand 

from brands 

that I have 

bought before 

o  o  o  o  o  

I am open to 

trying new 

brands when 

purchasing 

second-hand  

o  o  o  o  o  

I tend to go for 

brands second-

hand that are 

too expensive 

to buy first-

hand  

o  o  o  o  o  
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Start of Block: Online second-hand fashion consumption 

 

Q12 Out of these second-hand online marketplaces, which ones do you normally use to either 

purchase or browse for second-hand fashion pieces? (you can select more than one option) 

o Depop  

o Ebay   

o Etsy  

o Micolet  

o Poshmark  

o Vestiaire Collective 

o Vinted 

o Wallapop 

o Zalando 

o Other__________________________________________________ 

 

I tend to go for 

the brands that 

are trending on 

social media 

when 

purchasing 

second-hand  

o  o  o  o  o  

I don't care 

about the 

brands when 

purchasing 

second-hand  

o  o  o  o  o  
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Q13 Out of these second-hand online marketplaces, which one do you consider yourself loyal 

to?  

o Depop   

o Ebay   

o Etsy   

o Micolet   

o Poshmark   

o Vestiaire Collective   

o Vinted   

o Wallapop   

o Zalando   

o I do not consider myself loyal to any of them   

o Other __________________________________________________ 
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Q14 On a scale of 1 to 5, where 1 - do not value at all and 5 - strongly value, how much do 

you value the below characteristics of second-hand online marketplaces?  

 0 1 2 3 4 5 

 

Appearance of the interface () 
 

Simplicity of the platform () 
 

Extensive filter list () 
 

Security of payment () 
 

Possibility to do reviews () 
 

Ease of browsing () 
 

Possibility to send messages between 

buyers and sellers ()  

Quality of product listings () 
 

Extensive list of brands available () 
 

Community aspect () 
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Q15 Out of the following characteristics of online marketplaces, which ones do you believe 

are responsible for making you loyal to the second-hand marketplace of choice on question 

2? (Please choose a maximum of 3 characteristics) 

o Successful past purchases   

o Appearance of the interface   

o Simplicity of the platform   

o Extensive filter list   

o Security of payment   

o Possibility to do reviews   

o Ease of browsing   

o Quality of product listings   

o Aspect of community   

o Extensive list of brands available   

o Other __________________________________________________ 
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Start of Block: Post-purchase behavior 

 

Q16 For this question, please think of a fashion brand you love and desire.  

Imagine you had a very good experience purchasing this brand via a second-hand online 

marketplace.  

 

How do you think this experience affected your relationship with the brand purchased?  

 

 
Strongly 

disagree (1) 

Somewhat 

disagree (2) 

Neither agree 

nor disagree 

(3) 

Somewhat 

agree (4) 

Strongly agree 

(5) 

I love this 

brand even 

more now (4)  o  o  o  o  o  
I have a better 

brand image of 

the brand now 

(6)  
o  o  o  o  o  

I feel more 

loyal to the 

brand (11)  o  o  o  o  o  
I trust the 

brand's quality 

more now (7)  o  o  o  o  o  
I will buy again 

from this brand 

second-hand 

(10)  
o  o  o  o  o  

I will think of 

buying this 

brand first-hand 

(8)  
o  o  o  o  o  

I do not 

associate the 

experience I 

had with 

purchasing this 

brand second-

hand with the 

brand itself (9)  

o  o  o  o  o  

 

Q17 For this question, please think of trying a new brand for the first-time.  

Imagine you had a very good experience purchasing this brand via a second-hand online 

marketplace.  
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How do you think this experience affected your relationship with the brand purchased?  

 

 
Strongly 

disagree (1) 

Somewhat 

disagree (2) 

Neither agree 

nor disagree 

(3) 

Somewhat 

agree (4) 

Strongly agree 

(5) 

I feel a strong 

desire towards 

this brand now 

(6)  
o  o  o  o  o  

I have a good 

brand image of 

this brand now 

(7)  
o  o  o  o  o  

I will buy again 

from this brand 

second-hand 

(10)  
o  o  o  o  o  

I will think of 

buying this 

brand first-hand 

(8)  
o  o  o  o  o  

I do not 

associate the 

experience I 

had with 

purchasing this 

brand second-

hand with the 

brand itself (9)  

o  o  o  o  o  

 

 
 
 

Start of Block: Demographics 

 

Q18 What gender do you identify with? 

o Male   

o Female  

o Prefer not to say  
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Q19 What is your age? 

o 9 or younger  

o 10 - 24   

o 25 - 40   

o 41 - 55   

o 56 or older   

 

Q20 What is your current occupation? 

o Student   

o Student Worker  

o Employed full-time    

o Employed part-time  

o Self-employed   

o Unemployed   

o Retired   

o Prefer not to say   

 

Q21 What is your nationality?________________________________________________ 
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Appendix 3.2. Quantitative Questionnaire Sample Demographics 

Source: Work Project’s Author 

 

Variables  

n=120 

Frequency 

Gender 

    Female 

    Male 

 

75% 

25% 

 

Age 

9 or younger  

10 - 24   

25 - 40   

41 - 55   

56 or older   

 

 

0.83% 

66.67% 

25.83% 

5% 

1.67% 

 

Occupation 

Student   

Student Worker  

Employed full-time    

Employed part-time  

Self-employed   

Unemployed   

Retired   

Prefer not to say   

 

 

45.83% 

13.33% 

30.83% 

3.33% 

1.67% 

5% 

0% 

0% 

Nationality 

Portuguese 

German 

Spanish 

Italian  

French 

Dutch 

British 

North American 

Other 

 

 

68.33% 

8.33% 

6.67% 

5.83% 

5% 

3.33% 

0.83% 

0.83% 

0.83% 
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Appendix 3.3. Quantitative Questionnaire Insights 

Appendix 3.3.1. Second-hand Consumption Frequency 

Source: Work Project’s Author 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

47%

30%

13%

5%
5%

When was the last time you have purchased a second-hand fashion 

item?

This month Between 1 - 3 months ago Between 3 - 6 months ago

Between 6 - 12 months ago More than 1 year ago

46%

28%

27%

How often do you purchase second-hand fashion?

Not often (1 - 3 times per year) Often (4 - 8 times per year)

Very often (more than 8 times per year)
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Appendix 3.3.2. Preferred Channel for Second-hand Consumption  

Source: Work Project’s Author 

 

 

 

 

 

 

 

 

 

 

 

 

 

Appendix 3.3.3. Associations with Second-hand Consumption Online and Offline 

Source: Work Project’s Author 

 

0%

20%

40%

60%

80%

100%

Ease of browsing for

items

Ease of finding one-of-a

kind items

Ease of finding brands I

love first-hand

Ease of discovering new

brands

Accessibility /

Convenience

How much do you associate the below characteristics with shopping second-hand fashion items in 

thrift, charity or consignment physical stores?

Strongly associate Somewhat associate Neither associate nor disassociate

Strongly disassociate Somewhat disassociate

48% 49%

0%

20%

40%

60%

80%

100%

Offline (Thrift, Charity and Consignment shops) Online (Second-hand marketplaces)

What is your preferred channel to shop second-hand?
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Appendix 3.3.4. Main drivers for Second-hand Consumption  

Source: Work Project’s Author 

 

 

 

 

 

 

 

 

 

 

 

0%

20%

40%

60%

80%

100%

Ease of browsing for

items

Ease of finding one-of-a

kind items

Ease of finding brands I

love first-hand

Ease of discovering new

brands

Accessibility /

Convenience

How much do you associate the below characteristics with shopping second-hand fashion in 

online marketplaces?

Strongly associate Somewhat associate Neither associate nor disassociate

Strongly disassociate Somewhat disassociate

38%

28%

16%

12%

5%

Top ranked driver for second-hand fashion consumption

Save money Be more sustainable Afford higher-end brands

Find one-of-a kind items Find quality pieces
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Appendix 3.3.5. Types of Brands chosen for Second-hand Consumption 

Source: Work Project’s Author 

 

 

 

 

 

 

 

 

 

 

Appendix 3.3.6. Second-hand Marketplaces and Loyalty Levels 

Source: Work Project’s Author 

 

 

 

 

 

 

 

 

 

 

 

 

 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Vinted

Depop

Vestiaire Collective

Ebay

Etsy

Zalando

Micolet

Wallapop

Poshmark

Other

Out of these second-hand online marketplaces, which ones do you normally use to 

either purchase or browse for second-hand fashion pieces? Would you consider 

yourself loyal to any of them?

Marketplace of choice Loyalty level

28%

24%

21%
19%

7%

0%
0%

10%

20%

30%

Luxury brands Premium brands I don't care

about the brands

Independent

brands

Fast fashion Other

What category of brands do you tend to choose when shopping 

second-hand?
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Appendix 3.3.7. Characteristics of Second-hand Marketplaces that are valued the most (rated 

on a scale of 1 to 5, where 1 - do not value at all and 5 - strongly value) 

Source: Work Project’s Author 

 

 

Appendix 3.3.8. Characteristics of Second-hand Marketplaces responsible for Platform 

Loyalty Levels  

Source: Work Project’s Author 

 

 

 

 

 

 

 

 

 

 

Field Minimum Maximum Mean Std 

Deviation 

Variance 

Security of payment 0 5 4.53 0.96 0.93 

Ease of browsing 0 5 4.18 1.03 1.06 

Simplicity of the platform 0 5 4.13 1.03 1.07 

Quality of product listings 0 5 3.96 1.17 1.36 

Extensive filter list 0 5 3.78 1.35 1.81 

Appearance of the interface 0 5 3.77 1.12 1.26 

Possibility to send messages between buyers and 

sellers 

0 5 3.71 1.51 2.29 

Possibility to do reviews 0 5 3.57 1.48 2.2 

Extensive list of brands available 0 5 3.3 1.37 1.87 

Community aspect 0 5 2.62 1.58 2.49 


