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Overview: Baltic2Hand Project

As good as new: Enhancing the behavioral and business change of the second-hand textile industry in the
Central Baltic region

BALTIC2HAND project, aimed at improving textile reuse and reducing textile waste in the second-hand
market, operates from 1.4.2023 until 30.3.2026.

In the project, organizations in the clothing and textile industry in Estonia, Finland, Latvia, and Sweden
develop their business models and operations towards circularity. Using a service design process, the
project maps and designs new opportunities in re-using textiles and in reducing textile waste. The project
tests and pilots potential solutions and promotes consumer use of used clothing and textiles.

This project is organized by Laurea University of Applied Sciences (Finland), Turku University of Applied
Sciences (Finland), Latvian Chamber of Commerce and Industry (Latvia), Tallinn Business Incubators
Foundation (Estonia), and Sustainability InnoCenter (Sweden).

Baltic2Hand is an Interreg Central Baltic Programme 2021-2027 project that is co-funded by the European
Union.
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OPPORTUNITIES AND OBSTACLES IN ADOPTING
CIRCULAR BUSINESS MODELS BY FASHION AND
TEXTILE COMPANIES INTHE CENTRAL BALTIC
REGION.

COMPANIES & NON-PROFITS

Veera Joro & Olga Gurova

Overview: Company & Non-Profit Interviews

As part of the discover and define phase of the service design process for the Baltic2Hand project, the
project partners conducted a series of organisation interviews in Estonia, Finland, Latvia and Sweden. The
purpose of the interviews was to explore the transition of fashion and textile organizations, both businesses
and non-profits, towards circular operations. For the companies born circular, the focus was on challenges
and opportunities with current business models. Overall, the interviews aimed to identify the challenges
and opportunities involved in each respective country, and the experiences of organizations in transitioning
towards circular business models and operations and how they can be best supported by external actors,
such as legislators, experts, academics and consumers, in this process.

Each project partner was responsible for both contacting the relevant organizations in their respective
country and for also conducting the interviews. The transcribed interviews were thereafter unpacked and
thematically analyzed by the Laurea University of Applied Sciences project team.

A total of 20 organizations were interviewed, 12 from Finland, 4 from Estonia, 2 from Latvia and 2 from
Sweden. The companies range from large-scale transnational businesses to local small-scale firms. The
Interview guide used can be found in Appendix 1. In what follows, we offer a descriptive analysis of the main
topics of the organization interviews.

Co-funded by ) AMMATTIHORNEANOULY - Sustainability TALLINN
HiLterrey - II:; European Union bo[TICL hond @ Uk of spolded Schnon &% InnoCenter CREATIVE INCUBATOR TI.J.\RKU..A':".(

Central Baltic Programme



Company & Non-Profit: Results

Successes & Opportunities

Increasing Consumer Demand

From the organisation interviews, the described opportunities for implementing circular business models
and operations were identified. The most significant of these are described below. There are also plenty of
barriers and limitations which are discussed afterwards.

Around half of the organisation which were interviewed claimed that they noted that consumer demand for
circular products, especially second-hand clothing, was on the increase. Those organisations who are
already working with second-hand clothing and textiles, such as charities and non-profits, claimed that
they were being sought out by consumers. In addition, those companies not yet working with used clothing
mentioned that those organisations selling second-hand clothing emerged as their competition.

This is further supported by increasing number of consumers getting actively involved in the selling and
buying of second-hand clothing on peer-to-peer platforms indicating that through various schemes,
organisations could also try to benefit from operations with second-hand clothing. Peer-to-peer selling and
buying enabled further development of platforms assisting in such operations. In addition, some consumer
segments, especially those whose purchase decisions are motivated by sustainability, are independently
seeking out more sustainable solutions and options. Through effective marketing and communication,
consumer engagement may therefore be harnessed. Consumers are exhibiting signs that they are ready
for more circular clothing options to be offered and the clothing and textile industry should respond
accordingly and keep pushing consumers in this direction.

With increased consumer awareness and access to new knowledge, sustainability is becoming a consumer
expectation as opposed to an ‘added benefit.’ There is still a question whether the awareness and demand
lead to purchases. However, the intention is there. Clothing companies are therefore under increased
pressure to not only conform or do the bare minimum, but to be transparent and to showcase their level of
sustainability and responsibility to consumers. Many of the interviewed organisations explained how it is
important to stay ahead of the sustainability obligations, as opposed to merely meeting the bare minimum
requirements.

However, there is also considerable room for innovation and development. Whilst in Estonia, Finland, Latvia
and Sweden, second-hand and other circular textile options are present and increasing, much can be done
to continue bettering these operations and services. As the fashion and textile industry is gradually
transitioning towards a future where circularity is becoming the norm, opportunities to take this even
further and make these more attractive to consumers should be identified. Making and using second-hand
and circular clothing and textile products and services should be as easy, convenient and positive as
possible.

Effective Consumer Incentives

Many of the organizations interviewed proposed that effective consumer incentives need to be identified
which would allow for better consumer engagement with circular services and second-hand clothing
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products. This was a common theme amongst the organizations interviewed, where different incentives
which would encourage consumers to donate or bring back unwanted clothing, purchase second-hand
clothing instead of new clothing, reduce their overall clothing consumption and also take good care of their
existing clothes were highlighted. This also included active donating or selling of unwanted clothing and in
general consumers putting their unwanted clothing back into the circulation as opposed to leaving such
items in their wardrobes or throwing them away.

Whilst consumer demand and engagement with second-hand clothing circulation is on an upward trend,
more opportunities for how to maintain this trend and also increase its momentum is important. Carrots as
opposed to sticks are incentives which were preferred by the interviewed organizations, such as providing
them with discount coupons upon returning items, ensuring such coupons have an extensive expiry date,
thus not encouraging impulse buying, providing consumers with tool Kkits to help them take care of their
clothing items or offering repair services.

Whilst legislation, which often uses sticks to impact consumer behavior, plays its own role, the interview
responses highlighted the need to create positive associations for the consumers when engaging in circular
operations. Evidently, certain barriers continue to hinder consumer engagement, such as higher prices for
some circular products or repair services, inconvenience in having to return items to store, or not wanting
to purchase used clothing items. However, such barriers can be lowered if the overall experience of the
product or service is positive, which is why much emphasis needs to be placed on identifying the most
appropriate and effective incentives for different products and services.

Furthermore, altering consumer behavior, habits, choices and opinions is also vital and can also be
impacted upon through certain consumer incentives or consumer nudges. Creating gift cards and discount
coupons, providing higher percent discount when use second-hand items, rewarding consumers
instantaneously after receiving unwanted items as opposed to waiting for these to be sold are just some of
the examples which could be used. Providing consumers with discounted repair opportunities is another
example. Take-back schemes or selling platforms for unwanted clothing could also act as an important
point of contact, where nudges and incentives could be used to encourage these consumers to also
purchase second-hand clothing and engage with circular operations in other ways.

Support for Circularity Across Organization

From the responses of the interviewed organizations, some of the main enablers for these organisations in
implementing or transitioning towards circular operations or second-hand, was support from the C-level
management in the organisations. This was especially the case for larger organisations, as much of the
decision making occurs at the higher level. However, once management become motivated to move towards
this direction, they will actively motivate and push for resources to be implemented where needed. Having
committed personnel at the top levels of the organisation enable progress and development at all stages
of the supply chain and operations. It also makes it easier for those who are experiences and experts in
circular economy to pass new procedures or implement new trials or pilots.

The commitment and support of the top management of organizations allow for finances and recourses to
be invested in finding new partners, developing innovation and technology, choosing more sustainable
materials, allowing for experts to be hired, training to be prioritised and legislation to be closely followed,
makes transitions and implementations of circular economy steady and effective. There are better
opportunities for the right decisions to be made, more reactions to changing environments to be rapid, for
long-term strategies to be drawn out and visioned. This acceptance and eagerness to embrace change and
a changing industry supports innovation and the trialling of new ideas.

Allowing for the personnel with aligned values to be in charge across departments also plays a significant
role, as it means that the entire organisations is working towards the same goals and are all aware of the
new models and directions which the organisations need to take. Not having all decision makers working
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towards the same ambitions will create stalls in operations and or incorrect or ineffective decisions being
made.

Innovative Thinking & Active Piloting

Active piloting and trialling were also identified as a main enabler in being able to create effective circular
operations and being able to continue improving and expanding upon these. There are no ready-made path
and circular operations are to a large extent trailblazing. Piloting provides room for innovation to occur, but
it also allows organisations to see which operations are most effective and suitable for their own goals and
existing business models. It may also help organisations identify a niche worthy joining. It may allow them
to differentiate themselves from other clothing organisations, especially as other organisations are now
steering in this direction.

Whilst the successful implementation of circular business models and operations is complex, entering the
circular economy loops provide organisations with a range of different opportunities and directions. Many
organisations responded that as there are multiple different ways that circular operations could be
implemented, and further expanded on, it does allow organisations the opportunity to test different
solutions. Actively piloting different options also allows the organisation itself and its personnel to gain
experience in this area. As not all options, services or products will be suitable nor accepted by existing
consumer bases, piloting and trialling remain vital and a huge enabler for organisations to effectively
implement circular operations.

Circular Economy as Smart Business

Circular economy operations and second-hand services and products were considered by the interviewees
as being a smart business choice. The increasing consumer demand for second-hand items and for circular
practices in general, make transitions towards circularity more appealing for organisations. The direction
of the clothing and textile industry both in terms of legislation and consumer preferences is already steering
towards this direction. It is therefore important for organisations to also follow suit as it makes sense to do
so. For many, they did not want to be the first, but it is also important not to be the last.

For many, local and cross-border opportunities also looked promising as they open new consumer markets
and provide opportunities for new partners. Whilst the development, maturity and acceptance of circular
services or products is different across all four countries locations, opportunities for expansion, new ideas
and local markets provide great incentive to explore cross-border cooperation.

Furthermore, as EU organisations already have certain sustainable development obligations, promises, and
pledges which they must meet, circular operations provide a means and end to achieve these and vice
versa. Sustainability goals, emissions and carbon footprint targets can all be strategically strived for by
transitioning towards a circular business model. It is a holistic business strategy, which safeguards the
organization for the future but also proves to be a sound business strategy in the current time.

Circular Economy as a Positive Brand Image

Another important enabler was the positive brand image which was associated with implementing circular
business models and operations. For some of the organisations interviewed, circularity was at the very
core of the organisation's identity. They particularly catered towards this identity and the business model
was centred around maintaining a circular and sustainable brand image. For these organisations, it was
vital that identity was not only maintained but also developed further. With the textile industry being
pressured towards meeting more circular standards, it is vital for these organisations that they maintain
this unique identity which is primarily associated with a sense of pride and duty towards sustainability.
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For other organisations, the gradual build of a sustainable brand image is the main target. There is pride
which can be associated with being known as a sustainable brand and getting involved in different
sustainability projects and explicitly attempting to becoming more responsible is vital for this brand image.
Tracking and effectively communicating progress, remaining transparent and continuously expanding and
developing this further are vital. Once this brand image has been communicated, consumer hold a certain
amount of responsibility and expectations upon the brand. Transitioning towards a circular model is thus
no longer communicated as an obligation, but a core principle or value by which the organisation wants to
comply by. This promise and responsibility to consumers and the brand image provides a strong motivation
to not only maintain standards but also to continually be seen as a forerunner.

The Right Partners as Enablers

Circular economy business models are based on partnerships. The importance of having the right partners
regarding both efficiency and commitment was also mentioned as an enabler. Having the correct partners
allows for organisations to build supply chain as well as collaborate and implement changes throughout
the supply chain. Whilst not solely being applicable to implementing circular operations, a form of close
partnership as opposed to merely an exchange between partners was acknowledged as being a vital
component. Circularity requires reconsideration across logistics and operations, meaning partners need to
collaborate closely and commitment needs to be matched.

This was especially the case amongst larger organisations which have more extensive supply chains.
Implementing effective circularity becomes more challenging the more steps and partners there within
organisations supply chain. Transparency becomes an issue; the supply chain requires audit. Having the
correct partners and the correct commitment acts as a huge enabler for implementing successful
circularity operations. This also extends past the implementation phase, and effective partners allow for
circular operations to be both maintained and continuously developed.

Collaborations with partners who potentially already possess some form of expertise or have different
areas of experience are especially important at the early stages of implementing circular operations.
Smaller innovative companies offering circular services can provide larger companies opportunities to
“close the loop”. Larger companies can provide the smaller ones an opportunity to develop and expand.
Regardless of the size of the organisation, many of those interviewed explained that being able to
collaborate with a more experienced in circular business partner allowed for transitions towards circularity
to occur more seamlessly. It also allows for less experienced organisations to become exposed to
alternative ventures, services and products which they may have not previously considered. It allows to
experiment and pilot.

It was also identified that whilst finding new or more appropriate partners, may be resource and monetary
intensive, especially if old partnerships need to be replaced, this investment allows for less resources to
be spent in the later stages. This was seen as a vital step and one which needed to be invested in to ensure
that new operations ran smoothly, and potential future problems reduced.

Impact of Smaller Operations and Gradual Steps

Smaller steps and gradual development and expansion of circular operations was also identified as a best
practice. This was considered best achieved through the introduction of limited lines, new services or
products. Essentially ensuring that these limited operations were successfully implemented and developed
before attempting to expand further.

Piloting new services, products and operations through gradual steps was viewed as a successful strategy,
as this allowed for improvements to be made by learning through mistakes and downfalls. As trials and
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alterations can be financially demanding and resource intensive, it was seen as important to start with
smaller and gradual changes, learning form these before expanding.

This was especially highlighted given the fact that for many, there exists no specific roadmap for achieving
successful circularity, with each organisation needing to approach this goal differently. Focusing on the
success of a limited product service or operation, being flexible and able to experiment and develop this
further, provides the organisation with unique blueprints for future implementation. However, it was also
highlighted that smaller operations may be more resource intensive to operate as they are done on a
smaller scale, but they were nevertheless seen an important for the testing and trial phase.

Changes in Legislation as Opportunity

The upcoming changes in EU legislation currently discussed (Digital Product Passport, Ecodesign Directive,
Extended Producer Responsibility, etc.), were also considered to be a both a motivating factor in
transitioning towards circularity and an opportunity to potentially thrive in it. Whilst the official legislative
polices are yet to be approved, these legislative actions are seen as enablers that will help to control textile
waste flows and place producer responsibility on proper end-of-life textile treatment.

Whilst such changes will create logistical and operative demands on clothing and textile organisations, they
also provide, according to many interviewees, an equal playing field, where risk involved in transitioning
towards circularity is reduced. As all EU organisations operating within the clothing and textile industry are
obliged to move towards more circular operations and services, the feeling of uncertainty is somewhat
unanimously shared. It is now no longer a new strategy, but a clear direction towards which all
organisations should move. The legislation therefore brings a certain motivation to move towards the trend
of circularity and also remain to a certain extent ahead of it.

The legislative obligations will also impact upon the price, availability and demand of materials, sparking
innovation for creating alternative services and products. Other services or products may look more
favourable for both organisations and consumers shifting new market practices and operations. With
circularity obligations becoming more mandatory, it also requires innovative thinking for organisations to
be able to market themselves differently and set them apart from other organisations in the industry.

Legislation was therefore viewed by many as a form of support, which helps to normalise circular services
and practices amongst both organisations and consumers. Such actions motivate and provide a sense of
security for transitioning towards circularity and implementing new services, operations and products.
Such changes in direction also provide strong incentive for investing in such changes, to remain ahead of
future obligations. However, it was also mentioned that functional solutions are needed in the fact of
changing legislation, ensuring that organisations are not merely forsaken in the face of new measures.

Sense of Shared Solidarity

Many of those interviewed explained that many if the challenges associated with the changing fashion and
textile industry, are challenges which are faced by all. There was a sense of solidarity expressed by the
organisations interviewed, where many felt it was beneficial to cooperate with others and even share best
practices and lessons learnt. Effective circular business models rely on cohesivity to be apparent
throughout the entire industry and this was also displayed by those interviewed.

Whilst those interviewed also explained acknowledgement that they were in competition with each, many
were very willing to collaborate with each other. Organizations are learning and adapting to the changing
situation together. For many, the demand for circularity throughout the fashion and textile industry, means
that collaborating with others works as a win-win situation. Even larger organizations can learn from the
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smaller organizations who have are experienced in circular operations and are already familiar with such
models and operations.

Collaboration amongst organisations is understood as bringing strength and security, where the changes
implemented are more effective if done in unison. However, some organisations explained how often it is
the larger organisations who have more available resources, supporting smaller organisations.
Nevertheless, there are also a large variety of smaller organisations who have already been implementing
or working with circular operations who can offer expertise and experiences as well as clients to larger
organisations. Collaboration between smaller and larger can therefore prove to be extremely useful,
according to the interviewees.

New Presumed Opportunities across Baltics

The Central Baltic region proved to be an attractive market for the interviewed companies, who highlighted
the ability to access new markets, but where the logistics and operations could remain relatively local. The
region offers both expansion opportunities regarding larger or diverse consumer bases and new partners
and expertise. The need to identify different consumer demands, trends and groups alongside current and
potential market opportunities was highlighted.

Some of the Finnish and Swedish organisations interviewed were relatively unfamiliar with the Baltic
regions of Estonia and Latvia, and little market research had been done in these two countries. This
therefore highlights a great need to conduct cross-border collaboration to identify areas of potential
expansion and development. The Baltic nations of Estonia and Latvia were viewed by many of the Finnish
and Swedish organisations as being regions where textile production occurs, and many were extremely
curious about supply opportunities. Similarly, Estonian and Latvian companies sought for collaboration with
the Nordic countries as partners and consumers of their products.

Challenging Fast-Fashion and Linear Business Models

An interesting theme which was discussed by some of the organisations, in particular smaller ones, was a
want to detach and remove the brand from ‘trends,’ or the fast fashion thinking of having multiple stocks of
clothes changing on a regular basis. For these organisations, the idea of not wanting to keep up with ever
changing and fast paced fashion, but instead trying to focus on seasonal demands. Whilst garments need to
be altered in accordance with seasonal demands such as weather, the style of the clothes remains stable,
and items do not ‘go out of fashion.

Challenging fast fashion models requires consumers to alter the way they shop for clothes, and what they
deem as a need. The organisations are also however responsible for steering this direction as best they
can and try to find alternative ways of being competitive as opposed to encouraging ‘unnecessarily sales.’
For some of the organisations they highlighted that the way growth and profitability is attained needs to
change. Supporting slow fashion also requires re-thinking and slowing down attainments of development
and expansion. In this sense, while the companies seek for profit, some are actively re-thinking the idea of
profitability and what it means in terms of circularity.

Being able to make more accurate forecasts over demand and supply would reduce the likelihood of
overproduction and textile waste in the form of unsold stock, limiting the need to have sales where
consumers are encouraged to overconsume through the temptation of low prices. Maintaining accurate
stick means being able to accurately follow demand as opposed to driving demand itself.
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Needs & Challenges

Securing Consumer Engagement & Loyalty

Many organisations interviewed highlighted the challenge of being able to establish and utilise functional
consumer incentives for both attracting new customers and transitioning their existing consumers to use
more sustainable products and services.

This was an issue which existed amongst the different organisations, although the role of the consumer
altered. For some organisations, consumer engagement with the product or service was measured
regarding their willingness to buy or utilise services, but consumer engagement also included acts such as
donating second-hand items or using take-back schemes or partner services such as repairing or selling
clothes onwards.

One of the major challenges was creating sustainable second-hand products and services which were
deemed to be hassle free and easy to use by customers, or identifying effective incentives to compensate
any added or alternative labour which may exist. In addition, one of the most identified challenges was that
of being able to attract first time users or buyers of circular services or products. Whilst many organisations
highlighted the importance of creating an efficient and pleasant product or service, making this attractive
enough to gain new consumers and lower first-time user barriers is paramount. To secure first-time
buyers, organisations identified that any potential barriers, such as pre-conceptions, mistrust or inability
to be detected by potential consumers must be both identified and eliminated.

In addition, being able to first identify and later possibly expand target customer groups was also highlight
as an important challenge. In order to secure and increase resources, finding the initial target group which
is most likely to buy new circular products and services is vital, as the provide a stronger foundation for
expanding these products and services further. This, however, requires research, knowledge and know
how, to both successfully identify, communicate and market to the initial target group.

In being able to successfully implement and provide new circular products and services, there exists the
need to be able to influence the consumer habits of existing customers. For many of the organisation
interviewed this remained one of the biggest challenges. By including circular business operations, they
would potentially be able to attract ecological conscious consumers, but the existing customer base also
needs to be shifted in this direction. The right incentives and nudges are needed to both attract new
customer and transitions old ones, but these nudges and incentives may be very different which is why this
process remains complex.

Further still, the attraction of new customers or transitions of existing customers, is merely the first step.
The experience of the product or service needs to secure continuous use from both target groups. The first-
time experience of consumers with a new product and service was therefore viewed by many organisations
as pivotal. However, as the needs, expectations and incentives of new and existing customers may differ
radically, being able to satisfy and secure both is challenging.

Finally, the sheer increase in price of circular products in comparison to linear products, is an aspect which
many organisations believe deters potential and existing customers. Being able to transition consumers to
such a mindset which allows them to understand, accept and willing to pay higher prices for circular
products is a big challenge. Circular services may also add more labour and effort on part of the consumers,
so again being able to market and communicate the use of circular products to such an extent where such
aspects do not act as barriers remains difficult.

As circular economy concepts, ideas and practices remain complex and difficult to define, being able to
communicate products and services as more sustainable to existing products and services to consumers
is a vital step. However, being able to balance the necessity and ecological benefit of circular product and
services with the needs, wants, expectation and demands of consumers is difficult.
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Different Markets Require Different Solutions

An important need identified by the organizations was that of conducting more expansive research in a
rapidly changing environment and industry. The consumer, both potential and existing, needs to be further
understood in consideration of sustainability and circularity. How best to ensure that consumers will
support circular services and products, even if this means higher prices or more inconvenience for the
consumer.

The change in consumer behaviour was seen by many organizations as slow. Although consumers may say
they support more sustainable or ethical products or services, there is limited guarantee in them
purchasing or using these. To alter services and products towards circularity, there needs to be enough
demand for these changes to be profitable and maintainable from the organization's perspectives.
Organizations therefore remain hesitant to make bigger changes as consumer support is not guaranteed.

Further still, for those organizations already conducting take-back schemes or operate through the
donation of second-hand textiles, there is a need to both understand what is happening to those clothes
which consumers no longer want or need, and how to get consumers actively donating, selling or bringing
these back to store.

In addition, for those organizations operating across borders, consumer wants, needs, demands and their
ability to accept or adopt to changes differs. With so many different consumer sectors and target groups it
is difficult to implement circular products or services which can take so many different consumer
perspectives into consideration. For the physical stores in different countries, there remains different
resources and needs, so being able to make cohesive circular changes proves difficult.

It was also highlighted that for those organizations which manufacture using different types of textile
materials, different changes and methods may be needed to make their existing products and services
circular. The complexity of circularity requires organizations to identify the best circular solution for
different products and services, there is not a ‘one fit for all’ form of circularity which can cover the diversity
of products and services offered by larger organizations. Ensuring that circularity in one product does not
end up simply causing different forms of harm or emissions is essential.

Effective Communication with Existing & Potential Consumers

A further important need highlighted by the organizations was the ability to communicate effectively with
both existing and potential consumers. When transitioning towards circularity, communication can play an
important role in both advertising these products and services and gaining new target consumers, but also
in convincing existing consumers to both try and support these new products and services.

This requires being able to effectively identify the different target consumer groups and what type of
messaging works best. This requires to be transparent and finetuned to the needs of each group.
Motivations vary widely amongst consumers, so being able to communicate different benefits, images, or
messages effectively, and how to ensure these are seen by the different consumers requires extensive
consumer research to be conducted.

Many organizations explained that the role of sustainability is becoming an expectation. Both consumers
and organizations are increasingly expected to take responsibility for climate change, thus, how the
organization is actively contributing towards this goal needs to be communicated directly. However, many
consumers are simultaneously aware of greenwashing and can detect it. Therefore, the companies must
make sure that they can back up any claims that they make regarding sustainability, also in line with a
discussed legislation (Green Claims Directive). Organizations highlighted that it is difficult to balance the
ability of being able to explain more sustainable solutions, but still not making false claims and being able
to back up any sustainability claims.
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Organizations provided examples of situations where consumers were not able to fully understand the
benefits of circular products or services or did not feel that prices were justified due to ineffective
communication. The quality of the product was also an underlying issue, where certain materials were made
more sustainable or recycled, which ultimately impacted upon the durability or function of the product or
their colors or other characteristics. This again proves difficult to balance, as consumers are not always
willing to accept “lower” quality or less functional products or “faded” colors even if they are more
sustainable. In essence, many organizations feel that sustainability is not yet a priority for many consumers
when it comes to buying decisions.

Resource Intensity for Smaller Organizations

Marketing effectively can be expensive and resource intensive especially for smaller organisations. Being
therefore able to communicate through multiple channels, through multiple lenses and for multiple
consumer target groups, is a challenge.

Whilst bigger brands are at the forefront of publicity and have some waging power in regard to making
circular changes throughout their supply chain, legislative obligation needs to be applied to all globally.
Having each organisation pulling towards the same direction allows for transitions towards circularity and
changes to be made more effectively and expansively. In many cases bigger organisations feel that they
must support and advocate for the whole industry, i.e., for smaller organisations, but simultaneously want
more legislative support in making changes and being protected from lower priced but unsustainable
foreign brands.

Securing Commitment and Cohesion in Large Supply Chains

Gaining cooperation and commitment throughout larger supply chains was also identified as a challenge.
Again, as must supply chains cross-border, different expectations and legislative obligations make it
difficult to have each part of the supply chain operating cohesively.

Circularity being a relatively ‘new’ concept or direction for many organizations, means that many
organizations felt it was safter trying to identify and establish cooperation with suppliers who already have
some experience in circularity as opposed to having to lead the transition themselves. The companies
therefore depend on the existing pool of potential partners which are not necessarily many.

Furthermore, establishing accountability and responsibility at each stage of the product lifecycle is another
challenge which needs to be planned and designed in advance. Great work and effort need to be placed in
creating co-operative monitoring and reporting systems throughout supply chain. As there are different
eco-legislations, norms, consumer expectations and demands which impact how organisations operate.
This can make cooperation where each organisations involved is able to make similar commitments
difficult.

Establishing Local Vs Global Operations

Many of the interviewed organizations highlighted complications in establishing both local and global
supply chains.

Global supply chains make it difficult to achieve transparency. Global supply chains also make it difficult to
be able to satisfy different consumer demands, needs and expectations whilst simultaneously being able to
ensure that different suppliers are also meeting these different requirements. Adding in a circular aspect,
also requires the need to consider the different emissions or negative environmental impacts which are
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associated with having global supply chains and ensuring the circular benefit is not cancelled out in the
process.

Global supply chains require comprehensive designs which make monitoring the complex and multiple
parts of the supply chain effectively, ensure that shared goals are maintained and ensure that the positive
impacts of circularity are maintained. However, global supply chains provide more opportunities, choice,
and alternatives. Not all suppliers who are able to support the organizations circular products or services
can be found locally, nor may there be the expertise be found locally which may be required for some
products or services. Local markets may not be sufficient for growing companies or certain business
models.

More local supply chains require less travel of products and materials, already enhancing the benefits of
circular products or services. Local supply chains also enable more control over reporting and monitoring
and make it potentially easier for different suppliers and parts of the supply chain to operate under similar
legislation. Some circular products or services may end up being more environmentally harmful if operating
on a global scale, so there may be need to identify which models, products or services serve better for local
vs global.

However, as expertise, areas of interest, options and other legislative support differ amongst countries,
limiting supply chains locally, may not allow all organisation to fully explore or implement their products or
services. The organizations interviews, highlighted those national circular operations and commitments,
need to further be developed to allow for more local alternative to become liable.

Furthermore, for those organizations already operating on a global scale and being dependent on global
markets, the transition towards local markets and local supply chain may be problematic. It would require
the operational model or the organization to alter drastically.

Investing in Right Places & People

The fast paced and ever-changing business and legislative environment obliges clothing and textile
companies to continuously remain vigil and up to date in regard to legislation. The larger organisations
interviewed had specialized personnel dedicated towards keeping up with legislative changes allowing the
organization enough time to fully understand and effectively react to such changes. Yet they still see
legislation as a ‘jungle.” The smaller organizations may struggle to keep up with the changes.

With the legislative direction pointing towards circularity, many organizations explained that they had
already begun, or were planning to surround their organisations with experts from the circular economy
field. This was seen as a necessary action as it provides strategical security for the organizations long-
term ability to compete and function in the changing environment. Investment in such expertise was seen
as a requirement.

New or altered operations, products or services require a certain amount of resource and cost investment.
Transitioning towards circularity becomes increasingly more complex the larger and wider the organization
itself in already operating in. Being able to identify profitable solutions and knowing where resource and
monetary investments need to be made to succeed remained challenging. If operations, services, or
products are implemented, yet fail, it means that those resources have been wasted. This reality is
somewhat normal in the changing environment, although it was highlighted as an area of concern.

In addition, investment into new technology was also heavily mentioned by those organizations interviewed.
There remains a need to fully understand what types of new technology is available now or is being
currently designed. This again allows the organizations to make effective decisions in regard to the type of
circular operation or services they wish to implement and also decide upon what technology to invest in to
best suit their needs.
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Investing resources, money and time in to finding the right partners was also mentioned. However, an
important consideration for many, was the stability and durability of partners. Creating effective and
collaborative partnerships requires great time and effort. If the partner is thereafter unable to continue
operating, this will cause huge issues for the organization. Hence, finding the right partners who have the
right expertise but are also seen to be stable and secure is important.

Securing Survival in an Uncertain Environment

Many of the organizations interviewed, especially the larger ones, highlighted that making the necessary
alterations to their businesses in order to be in line with sustainability, was strategically important to
ensure the survival of the business long term. Being able to adequately safe proof the business against an
ever-changing legislative environment was seen as a priority.

Legislation was viewed by many as a signal towards the direction in which the textile industry would be
heading, and therefore, it was seen by those organizations interviewed easier to try to prepare for changes
in advance or be ahead of legislative changes, as opposed to only meeting them. Being able to accurately
predict the future nature or the textile industry is therefore a strategic necessity which allows organizations
to adapt and thrive in changing environments.

However, being able to prepare ahead of circular obligations requires product or service longevity planning
at each stage of supply and production. This was viewed by many as an extensive task, but one where any
changes made should meet potential future obligations also. Transitioning towards circularity was viewed
as future risk monitoring and attempting to eliminate potential future issues in advance, which is why it is
viewed as a transition which needs to be approached gradually and with caution.

Surviving uncertain or rapidly changing business environments requires originations to also seek for
opportunities and take advantage of projects where they can receive support, learn more or cooperate in
creating more sustainable models.

Re-thinking Linear Business Models

An interesting aspect which was highlighted by a few of the organisations interviewed, was the aspect of
re-thinking linear business models, not only in terms of their operations but also of the expected outcomes.
For many of the organisations, major concerns revolved around making circular products and services
profitable and scalable. The extra costs involved in circularity mean an increase in prices, potentially
unsettling the organisations' ability to remain competitive.

Whilst some of the organisation representatives noted a need for change regarding consumer behavior, in
terms of consumers turning to buy out of a need as opposed to a want, the way this would impact overall
profitability and aims of company growth were not addressed. At the moment, second-hand segment benefit
from such attitude of consumers. A couple of the smaller organisations highlighted a need to abandon
business models where the ever-changing range of clothes was a driving force, as this type of model
encourages consumers to buy now since the items will soon disappear from the stores range.

Consumer behaviour and organizational activities are closely interwound, with both being dependant on
each other and impacting the other. For circular economy in the clothing and textile industry to be more
normalised, change in consumer behaviour ensuring the acceptance of higher prices, new materials and
different aesthetic must occur, but organisations also need to re-think linear business models and
foundations all together to support this. This includes re-thinking profitability and goals of endless company
expansion and growth.

Further still, the current clothing and textile market where fast fashion dominates, meaning poor quality
clothing is the norm, reduces the effectiveness of circular models and operations. The poor quality of fast
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fashion textiles makes it difficult to implement services, particularly rental and re-selling. The lifespan of
fast fashion textiles is short, and as the materials used to produce such garments is often mixed and of
poor quality, even upcycling and recycling these are complicated.

Identifying Suitable e-Solutions

There remains a need to understand the differences and obstacles involved in implementing circular
products and services in e-shop versus brick & mortar organisations. E-shop and brick & mortar
organisations have different limitations, benefits, and opportunities. To identify most suitable models and
operations requires resources and expertise. For those which operate in both dimensions, there is a need
to maintain coherency between the e-shop and brick & mortar platforms but also ensure that they function
effectively.

In addition, being able to identify whether outsourcing or in-housing circular e-services was highlighted as
an area of uncertainty by many of those interviewed. Outsourcing provides an attractive option for those
organisations who have limited resources to operate or implement circular services themselves, and or do
not currently have enough expertise or knowledge of the service itself. However, it requires identifying the
correct partners and also trusting those partners to a certain extent representing the brand image. It will
also make the organisations dependant on that external provider.

In housing the service allows the organisation to have more control over the service, regarding the prices,
the communication, reputation, and brand image. It also allows the organization to have immediate access
to data and be more self-sufficient and become an expert potentially allowing it to expand or alter its
services more effortlessly in the future. However, these carry more internal risk and uncertainty and would
require pilots and experimentation which can be resource intensive, to identify the best practices.

There is also much room for innovation, where digitalisation may play a vital role in allowing organizations
reach wider consumer bases and make services more attractive and convenient. However, digitalisation
also requires new considerations for making such services user friendly, convenient, safe and manageable.
Both identifying suitable and functional solutions and creating new ones, is a great need for many
organisations transitioning towards circularity.

Difficult to Re-design Established Business Models

For well-established large-scale organisations, transitions towards circularity may prove to be particularly
challenging. Whilst they have more resources at their expense, re-designing such vast and complex supply
chains is difficult, especially when there remains uncertainty over what models will be most functional or
profitable. Piloting and experimentation are costly and require resources.

Linear business models are familiar to both consumers and organisations and are therefore difficult to
break. This requires not only the re-designing of practical operations and supply chains, but also a re-
design of the very model of thinking. Linear models have a relatively 'low' obligation requirement and
responsibility, but circular operations require an organization to take up a new form of obligation,
responsibility and transparency which can have negative implication on the brand image if done incorrectly.

As the concept of circularity is relatively ‘new’ for many organisations, it remains difficult to establish how
this can be achieved effectively and resourcefully. There is a need for practical examples and cases of best
practices for organisations to learn from, helping organisations to capture a new vison for their logistics
and requirements.
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Change as Slow and Unpredictable

Despite many organisations having an understanding of the changes needing to be made, the practical
change needed to externally support circular businesses by legislators and consumers is slow and
uncertain. Whilst legislative changes can have a profound impact, changes at the grassroots levels are
much slower, yet is essential to motivate and secure effective changes at higher levels.

In addition, securing the needed commitment amongst European companies will prove to be difficult due to
the industry already struggling and the European market being flooded by ultra- fast fashion brands from
outside the EU. The force and magnitude of ultra-fast fashion is extremely overwhelming. European
companies are anxious on how they’'ll survive competition with them once the new legislation comes into
force.

Pressure needs to be applied to each stage of the production and supply chain, and the responsibility of
making ‘greener’ choices cannot simply be left to just European companies and consumers. All actors in
the textile industry in the supply chain must take responsibility, but creating this form of holistic pressure
is difficult especially with global markets.

Legislative Change Needed to Support not Hinder Circularity

Whilst legislative changes were identified as a driver or motivational factor, which would help encourage
organisations and consumers to shift and accept circularity, legislation needs to be designed in a way which
fully supports such transitions. Some organisations identified that in terms of taxation, recycled materials,
donated clothes and take-back schemes continue to not be properly included in taxation structures making
these operations difficult to invest in.

In addition, with circular products, services and operations being vast and complex, different models will
require different ways of measuring impact, textile waste reduction etc. Therefore, when legislation is being
drawn up, it needs to consider the different models which organisations may operate in and make
measuring requirement suitable and convenient for organizations to complete.

In addition, as organizations are dependent on consumer demand and engagement, legislation which forces
the direction of organisations to target circularity should also address consumers and put pressure on
consumer groups to follow a similar direction. Legislation can potentially force organizations to become
increasingly vulnerable and less competitive if it fails to place pressure on consumers also.

Further still, legislation needs to be clear and well defined, and allow organizations enough time to
appropriately react to any changes. Simultaneously, whilst it may enforce changes it must also provide
functional solutions to these needed changes. Organizations need to respond to legislative changes, but
there needs to be practical assistance and support offered simultaneously.

New Methods of Effective Reporting & Measuring

Being able to create efficient and cohesive measuring and reporting practices and techniques is another
challenge which needs to be addressed. Creating efficient and cohesive measuring and reporting methods
amongst partners which can consider new aspects of sustainability included in circularity is complex.
Organisations heavily rely on being able to make supported green and sustainability claims, both in terms
of attracting consumers but also due to new obligations being put in place. Thus, being able to design
effective reporting and monitoring is crucial.

In addition, as for many organisations, circularity remains relatively new and unexplored, they also remain
heavily unsure on how to implement this process or what is needed. Circular products and services differ
greatly from linear products, and this requires organizations to re-learn, re-look and re-design reporting
and
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monitoring methods and tools. As sustainability measures and definitions differ between countries, this
also adds another level of complication for those organisations operating across borders.

Need for Better Technology

A major challenge or obstacle for many organisations was the effectiveness, functionality and availability
of current technological solutions in being able to make products and services more circular. This was
especially the case regarding being able to recycle existing products or using recycled material to produce
new products. In some cases, recycled materials are just not as effective as their virgin counterparts,
making products less efficient for their purpose. Better technology can potentially identify how to alter or
handle recycled materials in a manner which makes them as effective.

However, it was identified that technological solutions may not be able to resolve all of the ecological issues
within the textile industry or provide alternative or more eco-friendly material replacement or recycling
solutions. This therefore may require reconsiderations over the products and materials which should
continue to be produced in the future.

New Collaborations & Partnerships

The navigation of creating new partnerships and collaborations, or altering existing ones was also viewed
by many organisations as a challenge. These new partnerships and collaborations need to operate in a
manner which can satisfy new organisations needs but also meet the needs and demands of consumers,
which can be difficult. The obligations of new sustainability measures, means that partnerships throughout
the supply and value chain need to be rethought, but the new product or service must continue to hold its
attraction to consumers, whether this be the price, texture, or use of the product or service.

Furthermore, both ensuring and monitoring a high level of consistency and commitment at each stage of
production and with each partner or collaborator is difficult. There needs to be coherency amongst different
partners, and where regulations may alter and new practices introduced, this remains challenging. Auditing,
monitoring and reporting practices which meet the demands of both big and small organisation coalitions
thus needs to be thought out in advance.

Increased Competition

Whilst the aspect of solidarity between different organisations following the changing fashion and textile
industry and changing EU regulations was highlighted, the aspect of increased competition was also
mentioned. This increase in new competitors in a market which has been dominated by certain
organisations, may impact the willingness to cooperate and share best practices. Whilst sustainability has
previously been used by organisations to differentiate themselves from competitors, now that sustainability
is becoming an obligation, this differentiation needs to be rethought.

With such increased traffic, organisations need to recognise their role in this new structure and new
industry. This will also require more innovation and resources being spent in being able to pilot and text
new services and products allowing organisations to meet the forthcoming requirements, but also
differentiate themselves in a new way.
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DRIVERS AND BARRIERS IN CONSUMER
CONSUMPTION OF SECOND-HAND
CLOTHING IN THE CENTRAL BALTIC
REGION

CONSUMER SURVEY & CONSUMER INTERVIEWS

Veera Joro & Olga Gurova

Overview: Consumer Survey

A consumer survey was conducted with the objective of gaining comparative insight of the consumption
behaviour and consumer perspectives of the second-hand market in Finland, Sweden, Latvia and Estonia.
A 30 question online representative consumer survey was conducted across all four target countries
Estonia, Finland, Latvia & Sweden. 2084 participants completed the survey all together, 319 in Estonia, 311
in Latvia, 735 in Finland and 719 in Sweden.

The questions of the survey contained both single and multiple-choice questions. The questions were
organized in to 4 separate sections. Background of the participant, Current Clothing Behaviour, Attitude to
Fashion and Sustainability and Selling and Consuming Second-Hand Clothing.

The target group was 18+ with the demographics of age, gender, income and educational background was
recorded of each participant. The survey was conducted between 23.10.2023-29.10.2023, by a highly
renowned Finnish research company Kuulas 0Y. The surveys were collected using CAWI web interviews
and the sample sourced using Norstat Panel.

The surveys were translated into the respective local languages i.e. Finnish, Swedish, Latvian and
Estonian. With Russia also being used in Latvia and Estonia. The results were translated from the local
languages into English and a descriptive and visual analysis provided for each question. The results
included a summary report representing the overall results for each question for each country and a
cross country comparison. The purpose of the summary report was to take an in-depth look at the
differences in consumer attitudes between countries.

In cooperation with Norstat, a leading data collector for market research in Europe, the results were
converted into an online dashboard based. The online dashboard allowed for the results to be filtered
country by country based on target groups, such as age, gender and other demographic variables.

Consumer Survey Results
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The consumer survey was split in to 4 separate sections. 1. Background of the participant, 2. Current
Clothing Behaviour, 3. Attitude to Fashion and Sustainability and, 4. Selling and Consuming Second-Hand
Clothing.

The main findings from each of these four sections will be discussed below.

Section 1. Background of the Participants

Age groups
18-34 years: 26%
35- 54 years: 32%
55+ years: 42%

Gender
Female: 51%
Male: 48%

Cannot Say: 1%

Typical Second-Hand clothing buyers

Finland: Females 18-54 years old, Low household income, Children living at home.
Sweden: Females 18-54 years old, Low household income.

Estonia: Females of all ages, Low household income.

Latvia: Females 18-64 years old, Low education, Low household income.

Section 2: Current Clothing Behaviour

Where to shop- This question was to gain an understanding of shopping preferences in terms of store types and was
a multiple-choice question.

Shopping malls & online marketplaces were the most popular answers in all four country locations,
suggesting that variety and range is important.

Second-hand stores were more popular in Estonia (35%) and Latvia (30%) ranking as the 3™ and 4!
most popular places to shop respectively.

Second-hand stores were selected by 23% of those who answered in both Finland and Sweden but fell
much lower in the list possible answers.

Second-hand stores were selected by a considerable proportion of those who answered the survey in
all four countries but were slightly more popular or more commonly used in Estonia and Latvia.

Online vs Offline- This question was to gain insight into the preferences of online and offline shopping and was a
single-choice question.
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Offline shopping was favoured to online shopping, by 47% in Finland, 45% in Sweden, 49% in Estonia
and 35% in Latvia.

Online shopping was favoured to offline shopping by 19% in Finland, 27% in Sweden, 14% in Estonia and
27% in Latvia.

A combination of online and offline was favoured by 32% in Finland, 28% in Sweden, 34% in Estonia and
29% in Latvia.

Out all three options, offline shopping was the most popular answer in four countries. Online shopping
was considerably more popular in Sweden and Latvia in comparison to Finland and Estonia. However,
using only online shopping, was the least popular answer in all four countries, suggesting that most
participants preferred to shop offline or with a combination of both offline and online.

Main reasons for shopping-This question provides insight into some of the motivations for purchasing clothes and
was a multiple-choice question.

Out of ‘need’ was the most popular answer in all four countries (Finland 71%, Sweden 59%, Estonia
67%, Latvia 73%).

The motivation of simply ‘wanting something new’ was again the second most popular answer in all
four countries (Finland 30%, Sweden 38%, Estonia 34%, Latvia 28%).

In contrast, ‘wanting something trendy and fashionable’ and ‘not buying anything for ages’, were the
least chosen answers in all four countries.

Whilst the percentage of participants for both answers varied across all four countries, the main
reasons for purchasing seem to be very similar in all four countries. There seem to be similar
motivations for wanting to purchase clothing.

How does shopping make you feel: This question provides understanding of the emotions behind the shopping
experience and was a multiple-choice question.

The feeling of ‘happiness’ was the most common answer in both Finland (38%) and Sweden (50%),
whilst ‘excitement’ was the most popular answer in Estonia (33%) and Latvia (33%).

Second most popular answers in Estonia and Sweden were more negative inclined. In Estonia (30%)
the second most chosen emotion was ‘tired’ and in Sweden (16%) ‘uncertainty.’

In Finland and Latvia, the second most popular answers were more positive inclined. In Finland the
second most chosen emotion was ‘empowerment’ (19%) and in Latvia (22%) ‘happy.

There was not great variation or difference in how participants answered this question, but it can be
suggested that positive emotions seem to be experienced by most of the participants in all four
countries when shopping for clothes.

How often clothes are purchased - This question was to gain insight into the clothes shopping habits in all four
countries in terms of shopping frequency. This was a single-choice question.

In all four countries participants the most popular answer chosen was ‘a few times a year,’ (Finland
49%, Sweden 53%, Estonia 46% and Latvia 41%).

In contrast, ‘once a year or more seldom’ and ‘once a month or more often’, were the least chosen
answers in all four countries.

Again, the purchasing habits in terms of purchasing frequency, seem to be similar in all four
countries. The majority of participants buy more than once a year, but less than once a month.
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Amount of money spent on clothes per month- This question supports the question above, in gaining insight in to
how much money on average is spent on clothes purchases per month. This was a single-choice question.

Again, in all four countries, typically the participants claimed to spend between 10-4%9eruos a month
on clothes (120-580 SEK). This answer was chosen by 36% in Finland, 47 % in Sweden, 30% in Estonia
and 34% in Latvia.

In Finland, Sweden and Latvia answers primarily fluctuated between spending less than 10 euros a
month, 10-49 euros a month, and 50-99 euros a month.

In Estonia 14% of participants claimed to spend 100-199 euros a month on clothes, an answer chosen
by considerably more participants in comparison to Finland (8%), Sweden (5%), and Latvia (8%).

The amount of money spent on clothes per month by participants was very similar in all four
countries. The greatest difference was seen in Estonia, where a larger proportion of participants were
willing or able to spend a relatively large amount of money on clothes each month.

Important criteria for buying clothes- This question provides insight into the main criteria used by participants to
make clothes purchase decisions. This was a multiple-choice question.

Price and quality were equally the most popular answers chosen in Finland, by 81% of participants
choosing these as either important or very important.

Quality as either important or very important was ranked highest by most participants in Sweden
(80%), Estonia (90%) and Latvia (90%). Price was second most popular in these three countries
Sweden (67%), Estonia (87%) and Latvia (88%).

From all four countries, the importance of sustainability was chosen by the least number of
participants in Finland (35%), whilst this was seen as important or very important in Sweden by 61%, In
Estonia 82%, Latvia 71%.

Style was the third highest chosen answer in Finland (61%). Style was equally ranked with
sustainability in Sweden (80%), and in Estonia chosen as important or very important by 59%, and by
54% in Latvia.

Brand and trendiness were the least ranked in importance in all four countries. They were seemingly
not seen to be important purchasing criterion by the participants.

Price and quality seem to drive most clothing purchases in all four countries. Sustainability was not
as commonly seen as an important criterion in Finland, in comparison to Sweden, Estonia and Latvia
where sustainability is ranked as an important criterion by the majority of participants.

Style was also identified as quite an important factor in all four countries. What this style is, is
unknown, and may therefore greatly differ, but the look of the clothing is seen as important.

Changing clothes often or keeping the same wardrobe for longer- This question provides an understanding on how
often the participants want to alter the clothes they have in the wardrobe. This was a single-choice question.

‘Keeping clothing for longer’ was heavily favoured amongst the participants in all four countries. In
Finland this answer was chosen by 87%, in Sweden by 74%, Estonia 78% and Latvia 75%.

‘Indifference’ to this was the second highest answer in all four countries. In Finland by 9%, Sweden
17%, Estonia 17% and Latvia 13%.

Opinions and preferences on changing clothes often or keeping the same clothes for longer, seem to
be similar in all four countries. A large proportion of all the participants claimed to prefer to keep
clothes for longer.
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What is most typically done with broken items:This question provides insight into what participants do with broken
item and this was a single-choice question.

Very similar responses were given across all four countries. The most popular answer was to ‘fix the
item themselves,’ (in Finland by 37%, Sweden 39%, Estonia 41% and Latvia 31%).

Interestingly, the second highest chosen answer in each country was to ‘throw the item away’ (in
Finland 31%, Sweden 27%, Estonia 21% and Latvia 25%).

Using professional services to fix the broken item was slightly more favourable in Estonia 13% and
Latvia 17%, in comparison to Finland 7% and Sweden 6%.

Interestingly there seems to be two radically different approaches to broken items which are the most
highly ranked in each country. A large percentage would attempt to fix the item, but then another
considerable quantity would simply throw the item away.

What happens to items no longer wanted or needed- This is to also gain insight into what happens to clothing items
which are no longer used. This was a single-choice question.

‘Donating’ unwanted items to charity was the most common answer in all four countries, answered by
41% in Finland, 54% in Sweden, 41% in Estonia and 42% in Latvia.

The second highest answer chosen in Finland (16%), Sweden (12%), Estonia (13%) was ‘stays in closet.’
In Latvia, 11% of participants also chose this answer, but the second highest chosen answer in Latvia
(13%) was to ‘do something or upcycle the item.’

To do something or upcycle the item,” was interestingly the lowest ranked answer in the other three
countries (Finland 3%, Sweden 2% and Estonia 3%).

Choosing to ‘sell the item’ was slightly more popular in Finland (12%), in comparison to Sweden (8%),
Estonia (6%) and Latvia (2%). Selling was chosen as the third highest ranked in Finland and Sweden,
whilst it was fifth in line in Estonia and last in Latvia.

Donation is the most favoured method for getting rid of unwanted clothing items in all four countries.
Whilst selling was identified as being slightly more popular in Finland, selling as an option is still not a
preferred choice by a large majority of the participants in each country. Interestingly, upcycling was
seen as being considerably more favourable and perhaps common in Latvia, in comparison to Finland,
Sweden and Estonia.

Consumer Characteristics. This question provides an overview of the consumer characteristics of the answering
participants. The participants could either choose to agree or disagree to a varying extent with different statements.

There was very little differentiation in how the statements were responded to in each of the four
countries.

Most participants either agreed or strongly agreed with, not wanting to or liking the idea of sharing
clothes. (Finland 63%, Sweden 58%, Estonia 55%, Latvia 58%).

Buying as many clothes as one wants, was disagreed or strongly disagreed with by the majority in
Finland (55%) and Estonia (60%). Whilst in Sweden this was chosen by 39% and Latvia by 47%.

In all four countries, the majority were either indifferent to wanting to be fashionable or disagreeing
with this characteristic.

The majority in each country disagreed with not caring about the material of the textile.

The majority in Finland 52% also disagreed or strongly disagreed with the statement of not caring
about textile waste. This was also the case for just under half of the participants in Sweden (48%),
Estonia (40%), Latvia (44%).
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The majority of those who answered do not like the idea of sharing clothes, and this was similar in all
four countries, whilst the material of textiles seems to be an important aspect in each country,
alongside the issue of textile waste.

Section 3: Attitude to Fashion & Sustainability

The importance of Fashion-This question provides insight into the importance of fashion and was a single-choice

question.

Fashion was recorded as not being important by the majority of the participants in all four countries,
(Finland 70%, Sweden 60%, Estonia 56% and Latvia 56%).

The largest contrast between those who did find fashion important and those who did not, was found
in Finland with 19% answering that it was important to the 70% who said it was not. In Sweden this was
28% and 60%, Estonia 28% and 56%, Latvia 29% and 56%.

Fashion is regarded with similar importance in all four countries, in that the majority of participants
did not consider it to be important.

The meaning of sustainable fashion-This question identifies the different understandings of sustainable fashion in all

four countries. This was a multiple-choice question.

In all four countries the most popular definition of sustainability was ‘clothing made of high-quality
materials that lasts long’ (Finland 69%, Sweden 58%, Estonia 67% and Latvia 56%).

In Finland and Sweden, ‘clothing produced in an environmentally friendly way’ was the second most
popular answer (Finland 50% and Sweden 55%).

Whilst in Estonia (55%) and Latvia (41%), the second most popular definition was ‘timeless and
classical-style clothing.’

The least popular definition of sustainability in both Finland (42%) and Sweden (36%), was ‘clothing not
based on trends or fashion.” Whilst in both Estonia (21%) and Latvia (14%), the least popular definition
was ‘clothing produced with care for the workers who made it

Durability and high-quality products are primarily associated with the idea of sustainability in all four
countries.

In Finland and Sweden, sustainability is more associated with environmentally friendly manufacturing
and production, in comparison to Estonia and Latvia, where the timeless style of the clothing and the
ability to continue wearing it long term was more popular.

Interestingly, understandings of sustainability were similar between the participants in Finland and
Sweden, and this was also the case between the participants in Estonia and Latvia.

Awareness of sustainability promotions and activities in stores:This question looked at the level of visibility and

awareness of sustainability experienced by the participants. This was a single-choice question.

In all four countries the most popular answer was ‘no’ (Finland 49%, Sweden 51%, Estonia 47% and
Latvia 43%).

The second most answered was ‘difficult to say’, with the smallest proportion of participants
answering ‘yes’ (Finland 21%, Sweden 24%, Estonia 17% and Latvia 23%).

The answers would indicate that either the visibility of sustainability activities or promotions is
relatively low, or that there is lack of interest from the participants, meaning that these go unnoticed.
However, this was similar in all four countries.
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Participation in sustainable fashion activities. This question provides insight into the active participation in
sustainable fashion practices. This question was multiple-choice.

The top two answers in all four countries were the same. ‘Reduce shopping’ was most chosen in
Finland (43%), Sweden (34%), and Latvia (30%). This was second most popular in Estonia with (37%).

The second most chosen answer was ‘second-hand shopping’, in Finland (35%), Sweden (29%), and
Latvia (26%). Whilst in Latvia this was most popular answer (39%).

The use of ‘repair services’ was slightly more favoured in Finland (16%), Estonia (19%) and Latvia (17%),
in comparison to Sweden (9%).

‘Bring back schemes’ scored relatively low in all four countries, with it being chosen by 7% in Finland,
12% in Sweden, 14% in Estonia and 14% in Latvia.

Quite a large proportion of participants claimed to not have used, nor participated in any of the
mentioned activities (Finland 29%, Sweden 41%, Estonia 31% and Latvia 37%).

‘Second-hand shopping’ and ‘reducing clothing shopping’ were the most favoured or most commonly
used activities which support sustainability, in each of the four countries.

Sustainable shopping behaviour is quite similar in each country. Engagement with sustainable
activities and practices could be increased and promoted, as there remained a considerable nhumber
of participants in each country who had participated in any of the activities listed. However, if they
have participated in other unlisted activities remains unclear.

Section 4: The Selling & Consuming of Second-Hand Clothes

Do you buy second-hand clothing?This question gives an indication of how popular the use of second-hand clothing
is in each of the four countries. This was a single-choice question.

Around half of the participants in each country, answered yes to buying second-hand clothing (Finland
56%, Sweden 45%, Estonia 61%, Latvia 55%).

Sweden was the only country where more than half of the participants answered no, but the
proportions were still relatively similar.

Second-hand evidently already has a considerable presence in each of the four countries, with of
course room to expand.

**Those who currently buy second-hand clothing**

Main motivations for buying second-hand clothes:This question was only applicable to those who answered yes, to
purchasing second-hand clothing. This was a multiple-choice question.

Price was the most popular answer in all four countries (Finland 83%, Sweden 78%, Estonia 84%,
Latvia 57%).

Convenience was the second most chosen answer in Finland (47%), Estonia (30%) and Latvia (39%).
Whilst in Sweden, convenience was third (27%), and the second most chosen answer was treasure
hunting.

Treasure hunting was the third most chosen answer in Finland (30%) but was not as favoured in
Estonia (22%) and Latvia (25%).
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In Estonia and Latvia, the third most chosen answer was ‘needing specific items for a special
occasion’ (Estonia 38% and Latvia 29%).

In Finland and Sweden, the ability to ‘buy expensive items for cheap’ was not a very chosen motivator
but did score higher Estonia and Latvia.

In contrast, in Estonia and Latvia, ‘love for old and vintage items’ was not very favoured, but again in
Finland and Sweden.

Interestingly, price remains as the main motivator for purchasing second-hand items in all four
countries’. There is there for quite a universal perception that second-hand items are cheaper, and
this acts as the main driver. Second-hand shopping is perceived as more convenient in Finland,
Estonia, and Latvia in comparison to Sweden. However, the ability to treasure hunt in Sweden was
also identified a big motivator, so expectations to be able to find hidden treasures in second-hand
stores may be more prevalent.

In contrast, the expectation of being able to find ‘expensive items for cheap’ is potentially higher in
Estonia and Latvia as this was identified as a stronger motivator in these two countries, in
comparison to Finland and Sweden.

How does buying and/or wearing second-hand clothes make you feel?-This question explores the feelings and

emotions associated with both buying and wearing second-hand clothes. This question was a multiple-choice

question.

The positive feeling of happiness was the most chosen answer in Finland (47%) and Sweden (58%),
whilst feelings of indifferent and excitement were the most chosen answer in Estonia (27%), and in
Latvia (50%), indifference was the most chosen answer.

In Finland the top three most chosen answers were positive emotions, ‘happiness’, ‘proud’ and
‘excited.’ In Sweden, happiness, followed indifference and proud. In Estonia, indifference, excited and
proud. In Latvia indifference, happy and excited.

Feelings of disgust were low in all four countries, Finland (2%), Sweden (2%), Estonia (1%), Latvia (2%).

In Estonia, the main emotions recorded were a sense of indifference and excitement. For the surveyed
participants, second-hand clothes are primarily met with feelings or normality or positivity. |

In Latvia, the feeling of indifference was primarily chosen, which could suggest that the consumption
of second-hand clothes is seen as relatively normal and not an ‘out of the ordinary’ behaviour. In
addition, the emotion of ‘proud’ was only chosen by 5%, indicating that buying or wearing second-hand
clothing is not a special act, and that is not associated with feelings of morality.

The emotion of ‘proud’ was also relatively low in Estonia (13%), whilst in Sweden (23%) and Finland
(28%) this emotion was chosen by a larger number of participants. In Finland and Sweden, aspects of
social or ecological morality may still be associated with the act of wearing and buying second-hand
clothing and is may not yet be seen as such a ‘normal’ purchase behaviour.

More positive emotions were chosen in Finland, with the emotion indifference being quite low (4%).
This may suggest that second-hand clothing consumption is currently on trend, or a behaviour which
is out of the ordinary for many, meaning some form of emotions will be felt.

The low emotions chosen, means that most make this decision to purchase SH clothing voluntarily as
opposed to a need, which they would rather not do.

Buying Second-Hand as a Gift This question was to gain understanding on how valued second-hand clothing is, and

if it was considered as an appropriate gift.

There was a dramatic contrast between the acceptance of second-hand clothing being purchased as a
gift in Finland and Sweden, compared to Estonia and Latvia.
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In Finland 63% would consider buying second-hand clothing as a gift whilst 23% would not. In Sweden
56% would consider buying second-hand clothing as a gift whilst 26% would not. For both countries,
over half of those who answered consider second-hand as an acceptable gift.

In Estonia, 24% would consider buying second-hand clothing as a gift and 55% would not. In Latvia
only 9% would consider buying second-hand as a gift whilst 73% would not.

It would seem that the appropriateness of second-hand as a gift is much higher in Finland and
Sweden, in comparison to Estonia and Latvia. It could suggest that second-hand clothing is higher
valued in Finland or Sweden, or possibly that the quality of clothing expected to be found second-hand
is higher in these two countries. However, reasons behind this are unknown and could also be rooted
in differences of gift culture.

Where do you mainly purchase second-hand clothing?- This was to gain an understanding on where participants
preferred to shop for second-hand clothing. This was a single-choice question.

Charities and non-profit organisations were most favoured in Finland (28%) and Estonia (39%).
Second-hand offline marketplaces were the most favoured in Sweden (43%).

In Latvia local second-hand offline or online places were preferred (31%) with second-hand offline
marketplaces being a close second (29%).

Second-hand peer to peer marketplace were not very favoured in Estonia (10%), Latvia (3%) and
Finland (11%). However, second-hand peer to peer marketplaces were considerably more favoured in
Sweden (22%).

Interestingly, different platforms are favoured with each of the four countries. Best practices from
each favoured model in each country could be investigated further, allowing to see potential
development areas in the other countries regarding these. Again, understanding why these different
platforms are preferred would be useful. Is it simply due to availability or are there different aspects
experienced within each country making certain models more favourable.

Preferences of second-hand clothing over new clothing items? This question was to gain insight into how second-
hand clothing was ranked in comparison to new and unused clothing items.

In Finland (31%), Sweden (35%) and Latvia (32%), preference of new clothes was most favoured. In
Estonia this was (23%), but the most favoured answer was not having a preference (28%).

In addition, directly preferring to buy second-hand clothing over new and unused clothing was low in
all four countries (Finland 5%, Sweden 2%, Estonia 2% and Latvia 2%.

Having no preference over new or second-hand clothing, was chosen by a considerable proportion of
the participants in each of the four countries (Finland 22%, Sweden 25%, Estonia 28% and Latvia 16%.

There still seems to be heavy preference of new clothes over second-hand clothes in all of the four
countries. Whilst second-hand consumption is practiced by the participants answering, it may not be a
first choice for many, nor chosen as a direct alternative.

This also shows an interesting relationship between the low level of recorded negative emotions such
as disgust, but still a significant preference to purchase new and unused clothing over second-hand.
Whether this preference is rooted in the product itself, or in the shopping process in unknown.

Being of equal preference over the choice was more popular in Finland, Estonia and Sweden. This
could indicate that there are participants in transition to using second-hand clothing as a frequent and
alternative form or clothing consumption. Whilst in Latvia this was lower, and more of the participants
were partial to often or always preferring new clothing.
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Have you ever sold second- hand clothing?.- This question was to gain insight on the selling habits of those who
already use second-hand clothing.

Of those who purchase second-hand clothing, over half answered that they have sold second-hand
clothing in Finland (57%) and Sweden (51%).

In Estonia (37%) and Latvia (30%), this was the other way round, so over half of the participants who
purchase second-hand clothing have not sold second-hand clothing themselves.

This was an interesting find, and one which should be investigated as a possible consumer nudge,
towards getting consumers to perhaps buy more second-hand clothing through the normalisation of
selling it first.

Furthermore, understanding why selling is more common in Finland and Sweden is of great interest
to see if there are any best practices or models which could be mimicked in Estonia and Latvia.

It is also of great interest to investigate further if, and if so, what implications of selling second-hand
clothing has on the overall efficient rotation of clothes in the second-hand clothing market of each
country.

Where do you mainly sell second-hand clothing? This question was to gain insight into the preferred selling
platforms. This was a single-choice question.

Second-hand peer to peer platforms were the most favored platforms for selling second-hand
clothing in all four countries (Finland 27%, Sweden 53%, Estonia 44% and Latvia 42%).

In Finland the answers were more evenly distributed between the different choices with the second
highest ranked, local offline second-hand store, being chosen by 18%.

In Sweden, the second highest choice, local offline second-hand store, being 10%, In Estonia, second-
hand offline marketplace (14%), and in Latvia second-hand offline marketplace (10%).

Second-hand peer to peer platforms were the most favored selling platforms, and therefore
understanding the motivations and drivers behind these platforms may be useful. Potentially
understanding the reasons why there is such a radical difference of preference over peer-to-peer
platforms, in comparison to other platforms would also help to develop other platforms further.

The selling experience:This question was to gain insight into the selling experience of participants. This was a
multiple-choice question.

In Finland the selling experience was mostly described as being laborious (47%) and time consuming
(42%). In Sweden, the most popular answers were time consuming (36%), handy (35%), and convenient
(33%). In Estonia, the dominant answer chosen was time-consuming (43%), and in Latvia, the
experience was quite evenly described as time-consuming (27%), convenient (23%), fast (22%) and
handy (22%).

In Finland and Estonia, the selling experience was mostly associated with negative emotions. In Latvia
there was a mixture of both, with time consuming being the most answered, bit the following
emotions were associated with more positive experiences such as convenient, handy and fast.

Similar to Sweden, with time-consuming being most chosen but followed closely by positive emotions
such as handy and convenient.

Latvia and Sweden may have best practices and models to share which could help enhance the
experience of selling second-hand clothes in Finland and Estonia. However, the experience of selling
second-hand clothing was still associated highly with being time-consuming in all four countries,
indicating that there still needs to be further development on the selling process of second-hand
clothing to make it more efficient.
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Willingness to sell second-hand clothing in the future?This question was to provide insight into how willing
participants were to sell second-hand items in the future. This was a single-choice question.

Over half of the participants in Finland (61%) and Sweden (64%) would consider selling second-hand
clothing in the future. Whilst in Estonia, only 36% would consider selling second-hand clothes in the
future, and those who would not (29%) or were unsure (36%) were quite evenly divided. In Latvia there
was also a more evenly divided response, with 39% not considering selling second-hand clothes in the
future, 31% would and 30% unsure.

In Finland and Sweden, the majority would consider selling second-hand in the future, whilst this
opinion was considerably lower in Estonia and Latvia. Selling may still not be seen as a functional,
worthwhile or an attractive option.

**Those who currently DO NOT buy second-hand clothing **

Main reasons for avoiding buying second-hand clothing? This question explores the main barriers for buying second-
hand clothing. This was a multiple-choice question.

The barriers for not wanting to purchase second-hand clothing varied slightly in each of the four
countries.

In Finland the most chosen reasons for avoiding second-hand clothing were ‘hygiene’ (43%), and ‘don’t
like to wear other people’s clothes’ (40%).

In Sweden, ‘preferring new clothes’ (48%), ‘not being able to find what they want from second-hand'
(35%), and ‘don't like to wear other people's clothes’ (32%) were the primary reasons chosen.

In Estonia, ‘preferring new clothes’ (50%), ‘don't like to wear other people’s clothes’ (50%), and ‘can't
find what they want from second-hand' (42%) were the most popular answers chosen.

In Latvia, simply ‘preferring new clothes’ (49%) and ‘don’t like to wear other people’s clothes’ (48%).

The barrier of ‘not wanting to wear other people’s clothes’ was similarly highlighted in each of the four
countries and remains a significant issue. The reason for this deterrent is however unknown. It may
be associated with some form of hygiene issue or concern.

‘Not having a second-hand store close by’ was the least chosen reason in each country (Finland 11%,
Sweden 11%, Estonia 11% and Latvia 12%).

This could suggest that there is not a scarcity of second- hand-hand stores available, or that this at
least is not the main barrier for those choosing not to consumer second-hand clothing. The main
barriers may therefore not be physical limitations such as access to second-hand clothing, but pre-
assumptions or bad experiences.

Hygiene was also considerably voted by participants in Finland (43%), Sweden (25%), Estonia (27%)
and Latvia (38%). The concern for hygiene seems to be a considerable barrier for many and efforts to
help erase or weaken such assumptions should be prioritized.

‘Not being able to find what they like,’ was also considerably chosen in each of the four countries
(Finland 31%, Sweden 35%, Estonia 42%, Latvia 34%).

This was more of a practical reason, which would suggest that these participants may have tried to
buy second-hand clothing in the past and had not found anything suitable. This would instead require
practical solutions to making range and availability mor extensive, and also help promote the
circulation of unwanted clothes.
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Would you consider buying second-hand clothing in the future?This question was used to understand the
willingness of those who do not use second-hand clothing, to consider doing so in the future. This was a single-
choice question.

In Finland (74%), Sweden (71%), and Latvia (61%), a majority of participants would not consider buying
second-hand clothes in the future.

This would indicate that there is quite a high threshold and barrier in getting participants in these
three countries to alter consumption habits and consider second-hand clothing as an alternative.

Interestingly in Estonia, 57% of participants stated that they would consider buying second-hand in the
future.

This was an interesting find and suggests that there may be a lower threshold for trying second-hand
clothing in the future for those participants in Estonia. Understanding the best practices, nudges,
norms or values which may contribute towards lowering these thresholds would be of great
importance.
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Overview: Consumer Interviews

To support the consumer survey, a series of narrative inspired consumer interviews were also conducted
in all four partner countries. In Finland, the Finnish research company Crowst OY, was responsible for
recruiting participants and conducting the interviewees. The partner organisations in Estonia, Latvia and
Sweden were responsible for this process in their respective countries.

The participants interviewed were between the ages of 18-40 years and both males and females were
equally represented, with those identifying as ‘non-binary’ also being included. Three categories of
participants were targeted; Group A: Regular Users of Second-Hand Clothing, Group B: 10-30% User of
Second-Hand Clothing, Group C: Non-Users of Second-Hand Clothing.

The aim of the interviews was to gather consumer insights on people’s clothing habits and clothing
purchasing behaviour, with a special focus on second-hand and other circular services. The interviews
were between 40-60 minutes long and were completed either virtually through Teams or in person. The
interviews were conducted in the partner countries native language and later translated into English.

20 consumer interviews were conducted in Finland (10 female, 9 male, 1 non-binary).
3 consumer interviews were conducted in Sweden (2 female, 1 male).

3 consumer interviews were conducted in Estonia (2 female, 1 male).

3 consumer interviews were conducted in Latvia (unknown).

O O O O

The execution period of the consumer interviews: 23 October 2023 - 8 February 2024.
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Consumer Interviews: Results

Group A- Buy's most of their clothes Second-Hand
&
Group B- Buy's 10-30% of their clothes Second-Hand

GROUP A & GROUP B CONSUMER DRIVERS

1.1 Product- Related

Price

For both of these groups, price was identified as a prime driver in choosing second-hand. Purchasing items second-
hand was viewed as being better value for money and the act as being economically smart. This was especially the
case for items which would not be used for long periods of time, such as children’s clothing, or clothes which would
only be needed for special events, such as weddings.

Within these two groups of interviewees. price was also identified as a big driver when making ‘new’ clothing
purchases. Deals and sale campaigns, enticed interviewees to browse stores or websites, make purchases and also
choose to buy new clothes over second-hand ones. Deals and sale campaigns can result in new clothing items being
cheaper to purchase in comparison to than second-hand clothing, undermining one of the most dominant appeals of
second-hand clothing which is price. Deals and sale campaigns would either ignite interviewees interest in specific
‘needed’ or ‘targeted’ clothing items or would support impulse purchases of ‘unneeded’ clothing items.

However, price was not always a primary driver for those interviewees who did not purchase clothing frequently or
in large volumes. Price also lost its prevalence when buyers became attached to the clothing item. If the interviewee
deemed that the clothing item was of high quality, durability, easily fixable or simply really liked the item enough,
price was not a primary concern.

Some interviewees claimed that they were willing to pay more money for highly ethical or sustainable clothing
items, but only if these aspects could be guaranteed. Low prices, especially at second-hand stores, were identified
as driving impulse or thoughtless purchases. Below a certain price threshold, interviewees more inclined to make
unplanned or ‘not quite right’ purchases as the price felt like ‘nothing.’

Quality & Price Ratio

Guaranteed quality enticed interviewees to both purchase second-hand clothing and also pay more for clothing
items in general. Branded clothing items were identified by some interviews as being important, deciding to
purchase quality items. Branded clothes were not distinctly favoured due to fashion or style preferences, but with
their association to quality and durability.

In contrast, cheap brands had the opposite effect, where the interviewees did not want to buy certain cheap brands
due to their assumed low quality. The ability to maintain the condition of the clothing was an important criterion
when shopping for both second-hand item and unused clothing.
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The importance of quality was also highlighted with special consideration on clothing items which were needed for
heavier activities, such as outdoor clothing and shoes. Guaranteed quality and durability for such items was
prioritised, whilst for other everyday items expectations may differ.

For those interviewees who were active in selling second-hand items, branded clothes were also seen as being able
to maintain their value, especially in consideration to kids and baby clothes. Buying good quality branded items were
there for seen as a form of investment, allowing such items to be sold second-hand for a good price after they were
no longer wanted.

Branded second-hand clothing was also mentioned by several of the interviewees as a special point of interest.
Some even preferred branded second-hand clothing to new or unused branded clothing items.

Unique Self-Expression

Style was viewed as an important component, but whilst for some this was the case for special events or in certain
environments such as work, for others stye played an important part in their overall identity. Style could therefore
be seen to have two primary roles, in both making the wearer of the clothes feel like ‘themselves' or ‘good,’ or
providing a suitable image for others in certain social situations. In contrast, for some, clothes were not viewed as
tools for making statements, but instead as practical and necessary purchases.

Clothing also provided some interviewees with the ability to ‘stand out’ and differentiate themselves from others.
Some described themselves as having their own unique identity or certain style preferences, which they would not
deviate from despite changing fashion trends. For one interviewee, clothes provided them with a form of liberation
and therapy, which could be used to re-confirm their identity and express themselves.

For those who felt the need to show unique identity through clothing, second-hand clothing provided opportunities
for these interviewees to find unique, one-of-a-kind pieces, to deviate from mainstream styles and avoid looking like
a ‘copy’ of everyone else. Also, with second-hand items being cheaper, one interviewee felt more comfortable to
alter the clothes which they purchased to make the items ‘perfect’ for them.

Second-hand stores were also used by some for out-of-season items, which could not be found in mainstream
retailers. Second-hand stores were chosen for their ability to provide a range of items, which may not currently be in
season and are therefore not offered in other stores.

1.2 Service Related

Emotional

Positive emotions, associated with acting financially smart and responsible when purchasing second-hand items
were felt by some of the interviewees. It was also mentioned that when buying new items, eco labels provided a
sense of relief from guilt free emotions. This was especially the case for those who were aware of the harmful
impact of the textile industry.

The emotional thrill of treasure hunting was also mentioned by some of the interviewees who felt that second-hand
shopping ignited feelings of excitement, as it was never known what could be found. It was an opportunity to have
fun browsing and potentially find something rare, new and exciting.

Many interviewees also highlighted feelings satisfaction and accomplishment when they were able to find the right
clothing items second-hand. There is potentially a higher level of satisfaction with perfect second-hand purchases
due to the more laborious and uncertain experience it provides as opposed to traditional clothes shopping.

However, others did not think too much about their purchasing habits and did not identify having any positive or
negative feelings over the amount or frequency they purchased clothing.

Convenience
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Convenience of the shopping experience was mentioned as a big driver in purchasing decisions. Regarding second-
hand stores, the organisation of the store was highlighted as being important. Having items logically organised on
the racks for example by style, size, season or colour, and prices clearly labelled. A costumer orientated
atmosphere would make second-hand shopping less time consuming or overwhelming. This was also the case for
online second-hand clothing stores, where the use of filters was identified as a necessity, as it allowed interviewees
to compare prices, easily find what they were looking for and in the right size, and not become overwhelmed by the
range of clothes.

Niche shops, which would carry items which are normally more difficult to find was also mentioned by one
interviewee. Stores which specialise in plus sized clothes, but in a wide range of styles and colours motivate this
interviewee. Such stores allow the interviewee to shop in a more practical way and also purchase out of ‘like’ as
opposed to not having any other options.

The aesthetics of second-hand stores, or the presentation of the clothes in both brick-and-mortar and online stores
was also highlighted. Interviewees preferred the way new clothing stores presented clothes in both physical and
online stores, through the use of models or manikins.

Security:

The aspect of security was identified as being highly important when purchasing second-hand clothing. The aspect of
security in the purchase could be achieved through multiple ways, including quality assurance. Buying for example
branded second-hand clothing increased feelings of security for their interviewees, as did buying from second-hand
stores such as Emmy, who monitor the quality of the clothing.

Having a form of ‘middleman’ assure the quality of the second-hand clothing was viewed positively and provided
reassuring feelings. In addition, such set-ups in some cases could handle the transfer of money in a more secure
manner. In these scenarios, the buyer would transfer the money to the ‘middleman’, where the seller would only
receive this once the buyer had received the purchase. Such aspects were described as mimicking the methods of
new clothing organisations.

However, for others, there remained a need to purchase second-hand clothing from brick-and-mortar stores, as the
ability to try on, see, and feel the item before purchasing was important. For vintage or special items, it was also
mentioned that extra measures were usually preferred to ensure that the item was not a ‘fake.” Reputation and
popularity of second-hand stores both online and brock-and-mortar were seen as having a valuable contribution to
their assumed security.

Online & Brick & Mortar Shopping:

The decision to choose online or offline varied greatly depending on the interviewee. For many a combination of both
online and offline shopping was preferred, but evidently both forms of shopping were highlighted as having
advantages and disadvantages.

For those preferring to shop online, the convenience and range which online provided was primarily mentioned. With
online department stores allowing consumers to shop a range of brands and items in one store, it makes buying
higher volume of items easier as well as allowing to easily price compare between different items. This was also
viewed as very important for those living in smaller, or more rural areas as they do not have easy access to a wide
range of physical brock-and-mortar stores.

Online shopping was also highlighted as a driver for purchasing second-hand clothing, as it allows access for those
who are not located near physical second-hand stores to still shop. Further still, if online second-hand stores have
filters in place, it allows consumers to browse through second-hand items more conveniently in comparison to
visiting brick-and-mortar stores. Online second-hand stores also provide more variety of sizes and styles and make
it easier to search for specific items.

Even for those interviewees who preferred to shop in brick-and-mortar stores, some highlighted that they would
often start their shopping process by first looking online at what each physical stores close by had to offer.
Browsing first online allowed them to easily compare prices and products across the physical stores they were
considering and therefore narrow down which they would visit.
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However, online shopping also created some issues of security with some of the interviewees, who claimed that
easy and free return policies were important when shopping online along with the reputation of the online store
itself. It was identified that descriptions and sized varied, even when ordering from the same website making it
difficult to choose the correct product. Many choose to order more than one size, which creates issues of
unsustainability due to the inevitable return of many items.

This was especially the case for second-hand items, as there is always a sense of uncertainty with the pictures and
descriptions of the products, and unlike other online clothing stores, the range of clothes available on second-hand
clothing stores is highly dependent on the number of users and sellers of that store. In addition, having groups
where the same sellers and buyers often visit was seen as adding security to the process. For example, Facebook
groups where the members were to some extent monitored and were familiar made purchasing second-hand online
more comfortable.

For those choosing to shop in brick-and-mortar stores, this was largely impacted by easy access to such stores.
Living in a central are where physical stores are easily accessible meant that they were used. It was mentioned that
physical stores would first be visited, as it was preferred to feel, see and try on the items before purchase, after
which online stores would be used. However, some preferred to use online to find specific items, whilst physical
stores satisfied the act of browsing and treasure hunting.

Interestingly online shopping impacted impulse purchases differently, depending on the shopping strategy of the
interviewee. For more practical shoppers, online shopping was used to find and compare specific items, meaning
they would easily be able to avoid browsing other items outside of their need. However, if they were to enter brick
and mortar stores, they would also find themselves sometimes browsing or looking at other items which were
available. However, for those who enjoy the experience of shopping and see shopping and browsing as a fun time,
online shopping provides a way of looking at an extensive range of clothes quickly and easily. The ease of the online
purchase prices therefore encouraged more impulse purchases to be made with these interviewees.

Payment Options

Providing flexible payment options was identified as a touchpoint by one of the interviewees, which would make
them more likely to consider purchasing the clothing item. Being able to pay off items in instalments or after a
certain date, increased the likelihood of the interviewee to purchase the item. This was especially the case for
expensive clothing items, or high volumes of clothes being purchased at once.

Marketing & Sales Campaigns

Passing by or being exposed to deals or sales enticed some of the interviewees to enter a store, whether his was
online or a brick-and-mortar store. Delas and sales heightened the interest of the interviewees, and some would
first browse and look at the sales selections, even if their target purchase was not included. However, for others,
they would specifically follow and look for deals and sales in relation to the specific item they were looking to
purchase. Such sales or deals would then direct them to those stores, but it continued to be the item itself which
guided this.

However, some interviewees identified that effective advertising and marketing helped to drive their purchase
decisions and where they would initially shop. The frequency and volume of adverts across social media and online
platforms makes it difficult to avoid being affected by them. Furthermore, as directed and targeted advertisement is
now the norm, many mentioned that such adverts influenced their purchase decisions. One interviewee mentioned
that more effective and visible advertisement of second-hand clothing items and stores would increase their
interest and potentially increase their use.

Aesthetics

Aesthetics were also mentioned and coming in to contact with the aesthetics of the store, could impact purchase
decisions. Furniture and decor were identified as important, as this given an impression of ‘effort’ which also may
indicate that the store consider customer preferences and the customer experience. This also extends to the overall
organisation of the store, especially in second-hand stores where the layout of the items is prioritised. If there is
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evident effort made, especially in second-hand stores, it makes the shopping experience more pleasant and not as
overwhelming.

Interestingly, while it was highlighted that second-hand stores should attempt to mimic the way ‘normal’ clothing
stores are organised and designed, some also felt it was nice for second-hand stores to have their own identity,
where one could distinguish them as second-hand stores immediately. Some did not want second-hand stores to
look to luxurious and prefer the ‘warmer’ and less artificial atmosphere they provide. However, for second-hand
stores in particular, space to be able to comfortably move around and browse was seen as important, alongside
adequate and sufficient changing rooms.

1.3 Society Related

Sustainable & Responsible Consumer

Whilst price was identified as a primary driver of second-hand purchasing, environmental sustainability and
responsible consumption were also mentioned. Many in these two categories were aware of the textile industries
harmful environmental impact, and of the polluting materials often used in clothes manufacturing (e.g. micro
plastics). These were highlighted as aspects which makes the interviewees both want to purchase second-hand
clothing as an alternative to new clothing, pay attention to the materials used within clothing before buying and
choose more ethical products whenever possible.

Purchasing second-hand clothing was identified by one interviewee as one of the easiest ways to become more of a
responsible consumer. The need to use up clothing until the end of its product life cycle was acknowledged as an
important criterion for helping reduce textile waste and this could be achieved through second-hand clothing
consumption. Also choosing higher quality and more durable clothes which would not wear down so easily, and
finally consciously decreasing or avoiding ultra-fast fashion. In addition, buying out of genuine need as opposed to
want or impulse were also identified as best sustainable consumption practices.

However, for some, the idea of being a responsible consumer was associated with being financially smart and being
able to make money go further. This could be achieved through either buying second-hand clothing as a cheaper
alternative, or by buying more high quality and durable clothing items which would last longer.

Media, Family & Friends, Social Situations:

Many different possible external influences on motivation were identified. Advertisements, social media, celebrities
and media were recognized by some as having some form of influence on how they view clothes or what they feel
the need to purchase. The act of looking at what others wear was also prevalent.

Many identified the role which family and friends have in their style influence. Some actively watched and followed
the style and fashion their friends used. This would usually come in the form of asking for advice from more
fashionable friends or family members, if the interviewee needed to purchase something. In this sense, whilst they
may not themselves actively follow fashion or trends, they are secondarily influenced by these fashion trends
through their friends. Alternatively, friends and family members actively engaging with second-hand clothing also
helped pave the way to using second-hand clothing for some of the interviewees.

Praise or compliments for clothing choices from friends and family members was also highly appreciated and seen
as a very positive thing. Therefore, friends and family members may provide a secure channel through which
shopping habits can be shaped and supported. Whilst these can further the use of unsustainable clothing choices,
they may also act as a way of securing more sustainable choices too.

However, on the contrast others directly refuted that mainstream fashion or style had any influence over clothing
choices as consciously chose not to view such adverts or media. Older age meant less talk about clothing in general
between friends and family members. For these interviewees, clothes were not an important topic of conversation,
and they did not feel in any way influenced by the opinions or choices of their friends or relatives. However, one of
these interviewees did acknowledge that increased social pressure or demand on needing to purchase or wear
second-hand clothing would encourage him to purchase more clothes second-hand.
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In addition, some interviewees mentioned that certain social situations or events would alter the way they dress or
the types of clothes they would purchase. The event itself was seen as determining how the interviewee felt they
should dress or if they needed to purchase certain types of clothing under the pressure to ‘it in." Even for those
interviewees, who claimed not to be influenced by the opinions of others, admitted that for work events they would
want to be appropriately dressed.

Aesthetics

Aesthetics of second-hand stores could have a lasting impact upon how second-hand stores and clothing were
viewed, and drive or deter purchase decisions. Furniture and decor were identified as important, as it depicts an
image of ‘effort’ being made on behalf of the store in adhering to customer preferences and customer experience.
having pleasant interior and exterior decor, was identified as making the shopping experience more pleasant, and
the layout of the store in terms of having adequate space to move around and browse with ease as less
overwhelming.

Interestingly, while it was highlighted that second-hand stores should attempt to mimic the way ‘normal’ clothing
stores are organised and designed, some also felt it was nice for second-hand stores to have their own identity,
where one could distinguish them as second-hand stores immediately. Some did not want second-hand stores to
look too luxurious and preferred the ‘warmer’ and less artificial atmosphere they often provide.

Normality

Interestingly, for many of the interviewees of this category, the first experiences of using and purchasing second-
hand clothing could be traced back to their childhood. For these interviewees, second-hand clothing had not been a
new or unknown experience, but vividly remember visiting second-hand clothing stores as a child. This habit of
shopping for second-hand clothes has created a sense of normality for these interviewees, one which they have
maintained into adulthood. In this sense any potential taboo, has been weakened through the act of using second-
hand clothing and clothing stores in their past.

GROUP A & GROUP B: BARRIERS

2.1 Product Related

Price & Competition

Regarding second-hand clothing, for many of the interviewees the decision to purchase second-hand or not, was
determined by the price of either the second-hand item, or the item as new. If there was only a small price
difference between these two items, some interviewees felt more compelled to purchase it new.

Deals and sales may undermine the competitiveness of second-hand items, and for those mainly driven to purchase
second-hand due to price, are then more inclined to buy new. Gift cards or coupons also had a similar effect, as
when these are received consumers are inclined to use them and shop at the stores where these can be used. In
addition, some interviewees highlighted that they were unwilling to fix cheap items. Whilst expensive items were
seen as being worthwhile fixing, the availability of cheap clothes undermines the willingness to pay for repairs.

Many of the interviewees, were not prepared to purchase expensive second-hand clothing items. There was
therefore an expectation to not pay past a certain amount for second-hand items, regardless of their condition or
brand. There remains a perception that second-hand items are not as valuable as new clothing items, and therefore
should not be priced as high, or sold past a certain price point. Some interviewees commented that they often found
second-hand clothing to be overpriced, given the fact it was used and not new.

Difficult financial or economic climates, makes cheaper clothing more appealing. Whilst this is understandable, it

highlights the issue of distinguishing between practical ‘need’ and ‘desire’ to purchase clothing. Whilst financial
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struggles may encourage rationale spending, spending money on cheaper, less sustainable items which are not
needed are usually also practiced.

Regarding local brands or high-quality clothing, some interviewees also found these items to be seemingly very
expensive and overpriced, which deterred them from purchasing them. Despite these interviewees wanting to
support local brands or high-quality clothes, the cheap prices of fast and ultra-fast fashion made these decisions
difficult.

Security

A barrier of security, when purchasing second-hand items, both online and on site was also highlighted. Regarding
second-hand online stores in particular, peer-to-peer platforms were seen by some interviewees as platforms they
were unwilling to use. A lack of quality control or potential accountability for wrong or fraudulent items was of great
concern. In addition, pictures of second-hand clothes on online platforms are sometimes deceiving and items are not
as they appear on the photos, especially the feel of the material.

Confirming the right size for online items was mentioned as being difficult, whether the item was second-hand or
not, but a free and easy return policy for unused items often appealed to many. The inability to return items online,
especially second-hand items was seen as a big barrier for many. However, for the free return policy was also
highlighted as being a controversial topic in terms of sustainability. The easier the return policies are, the more
likely consumers are likely to purchase and return items thoughtlessly, increasing pollution from the travel back and
forth of items.

Declining Quality

The rapid increase of low-quality fast fashion clothing makes the circulation of second-hand clothing more difficult.
A lot of second-hand clothes are from fast-fashion manufacturers, making the durability and overall quality of these
items questionable. Some interviewees mentioned they were therefor not willing to buy such items second-hand as
they were not convinced, they were suitable for such circulation.

In addition, it was highlighted that certain clothing items, regardless of the brand, were perhaps not suitable as
second-hand items due to losing their functional properties overtime and use. This interviewee mentioned hardware
outdoor clothes, which may lose their ability to maintain their water-resistant properties despite their visual
condition. This was also highlighted for items such as jeans, which get easily work down, and were therefore not
considered as suitable second-hand purchases.

Further still, a general lack of awareness or knowledge of good quality materials, made some interviewees unsure
of what they were purchasing was truly more sustainable or higher quality. Despite advertisements or labels, the
inability to distinguish good quality products independent of these, made them question such purchases.

2.2 Service Related

Limited Selection & Availability

The selection of clothing available at second-hand stores is often unknown, and the range of sizes, styles and colors
limited. This was especially highlighted by male interviewees who felt that there was not much choice of men’s
clothing in general. Specific items are difficult to locate and even when an item is found, it may not be the right size
or in good condition.

Online second-hand clothing stores provide a larger range of items compared to physical stores, but many are not
willing to purchase second-hand clothes online. The endless range of choice and the ease of finding different sizes
and styles at unused clothing stores, both physical and online, make second-hand clothing seem even more
inconvenient and less appealing.
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For some interviewees, who defined themselves as being plus-sized, found a limited choice of clothing which was
suitable for them second-hand stores. Niche needs or wants, which may be difficult to satisfy even through
traditional clothing stores, may make shopping for second-hand clothes even harder.

However, it was also highlighted that a too expansive range of items, is for some overwhelming. Especially for those
interviewees who felt the need to explore and compare all possible choices, and endless selection of unique items at
second-hand stores was seen as off-putting.

Presentation and Re-Branding

Another barrier identified by some of the interviewees, was the lack of sufficient or quality marketing and
presentation of second-hand clothing items, especially in comparison to unused clothes. Some interviewees
mentioned that online items are not properly photographed, or do not appear photogenic making them unappealing.

The use of the name ‘flea market,’ was also identified as being unappealing and should avoid being used. Such
terminology helps define and capture the type of services and products which are offered, and the use of such
names do not depict an appealing first-impression. Essentially, second-hand stores need to re-brand themselves
from ‘flea markets.’

Similarly, physical second-hand stores should pay great attention to the way they organise and layout the clothes,
potentially use models or manikins, or create potential looks, to make the shopping experience more enticing.
Disorganisation or a lack of care, make second-hand stores seem unappealing or of low quality, even if the items
sold are in fact in good condition.

Un-organised Layout & Aesthetics

The overall appearance and aesthetics of second-hand stores was also a concern for some interviewees, who
explained that if done wrong, could act as a barrier for first time users and may also prevent repeat customers.
Some interviewees felt that second-hand stores should attempt to keep up with modern clothing stores, in terms of
their set-up and overall ‘look.” Disorganisation, out of date exterior and interior, unlabelled items and a distinct
second-hand smell can all be off-putting and impact upon the assumptions of the clothes being sold.

One interviewee mentioned, that in city second-hand stores tended to be more active in modernising their stores and
upkeeping a good image, whereas those on the outskirts were not. However, if first time buyers happen to enter
unkept second-hand stores, their image of all second-hand stores may be tainted, as they all seem to be placed in
the same category, meaning they are less likely to use second-hand stores in the future.

In addition, second-hand stores should have strict quality control and monitoring, where the quality of the items
being sold is prioritised over the sheer quantity.

2.3 Societal Related

Advertisement

The constant advertising and marketing of unused clothing items at ‘normal’ stores again acts as a strong
comparison, which makes second-hand items seem even more unappealing when compared to these. Some
interviewees felt that the high volume of advertising and marketing make altering consumption habits and behaviour
difficult.

In addition, it was mentioned that second-hand clothing stores should be made more visible and this could also be
achieved through similar marketing strategies that ‘normal’ clothing stores use. This also included keeping social
media pages up to date and seem active, as this also helps to build trust between consumers and the business.

Familiar Shopping Habits
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A sense of familiarity with buying new clothes, and the process and convenience of this consumption behaviour is
difficult to break for many. Whilst the purchase process of second-hand items can be made more convenient and
easier for the consumer, it still requires an adjustment period and for expectations to be altered. Second-hand
shopping requires expectations to change, in that you may not always find what you are looking for and the search
process also requires more effort. This was seen by some interviewees as a barrier they felt many would face.

The more laborious reality of finding correct or appropriate second-hand items is a barrier for many, and even the
interviewees who regularly purchase second-hand items would choose to purchase some clothing items new due to
convenience and time constraints. Even in cases where the interviewee acknowledges that the purchases conflicted
with their ethical concerns, the convenience of the purchase overrode these concerns. However, changes in
organisation, categorisation, filtering mechanisms and customer service all help to make this process easier.

In addition, the explicit awareness of individual consumption habits or the complex emotions and processes involved
in making purchase decisions, are not considered by many. Having active conversations exploring such clothing
consumption choices helps highlight areas of reconsideration, but these conversations are rarely had. Established
consumption habits are therefore difficult to examine or change.

Second-Hand clothes as ‘unhygienic’

The interviewees identified several different forms of stigma, which still potentially remained in the minds of many,
ultimately acting as deterrents for second-hand consumption. Some of the interviewees had friends and relatives
who did not like the idea of sharing or wearing other people's clothes or were put off by the smell of traditional
second-hand clothing stores.

Some interviewees also highlighted how the act of purchasing second-hand items could be associated with a sense
of ‘cheapness’ or unwillingness to spend money on clothes, which could deter potential consumers, especially young
consumers, from suing second-hand stores. In addition, it was suggested that those who have never used or visited
second-hand stores, may not quite understand the types of clothes there are available and therefore have the
presumption that only damaged or low-quality items are available.

Further still, one interviewee mentioned that the act or purchasing and wearing second-hand clothing items
remained more of taboo with men and boys as opposed to girls and women. The reasons behind this are unclear, but
there remains a limited selection of men's and boy's clothing in second-hand stores, and much could be achieved by
specializing in men’s clothing, especially high quality and good conditioned clothing.

Group C- Rare Consumers of Second-Hand clothes

GROUP C: DRIVERS

1.1 Product Related

Price

The participants in group C, who rarely, or never, purchase second-hand clothing had some similar traits in terms of
price consciousness.

Price was also identified as a big driver in making purchase decisions. Interestingly whilst some interviewees would
limit the amount they spend on clothing items, regardless of how much they liked the item, others highlighted that
price was not a deterrent if they truly liked the item or the item made them feel good.
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In addition, for one interviewee, who preferred to buy clothes from abroad, they were willing to pay more as they
considered the items to be rare, and unavailable in Finland. For this interviewee, the feeling of missing out on the
item or not being able to purchase it later, meant he was willing to spend more money on it.

In addition, some interviewees would be willing to spend more money on clothes which were guaranteed to be more
ethical or of higher quality. Higher prices were often equated with the product being of higher value.

In consideration to second-hand, one interviewee highlighted some interest in second-hand due to its financial
rationality but did not feel the current need due to being rational with his purchases already. Another interviewee
mentioned second-hand clothing being worth considering when looking to purchase more expensive items.

Self-expression

For those interviewees who had older children and purchased clothes for these children, they stated that brands
were extremely important. Whether this was for quality or durability was unsure, but one interviewee did highlight
that she did not want her children to ‘feel left out’ or ‘look different’ to others. For another interviewee, brands were
important as they made him feel more successful, and this was an image he wanted to portray to others even if it
was not ‘financially’ speaking the case.

For a few of the interviewee's style was extremely important. This style did not equate to a need to be fashionable or
on trend, but that their own unique style was followed. Style was identified as a form of identity construction and had
the ability to alter the mood for some of the interviewees. Wearing the right clothes would provide some of the
interviewees with positive and good feelings and fill their day with energy and confidence.

Emotional Satisfaction

For interviewees within this group, some interviewees were motivated to purchase clothing in order to fulfil
emotional needs. One interview explained that during times of stress or overwhelm, she would go and purchase
clothing in order to make herself feel better. The clothes serve as a form of treat. Similarly for another interviewee,
clothes acted as a form of goal or prize in consideration to weight loss. This interviewee highlighted that for her to
need to go and purchase smaller items which now fit her, was a reward for her weight loss.

Similarly, a few of the interviewees explained that they feel a certain ‘need’ to purchase clothes, especially if they
find items which make them feel ‘good’ about themselves. This need, however, does not refer to any practical or
functional need the consumer may have, but an emotional one which was difficult for some of the interviewee's
erase, even if it conflicted with their budgets or ethics.

Branded, Quality & L ow Price Second-Hand

In consideration to second-hand clothing, many of those interviewed in this group showed interest for branded
second-hand items. Some interviewees already had experience in searching for specific branded items of online
second-hand platforms, whilst others felt that they would consider this as a possible alternative. Primarily the main
motivator, however, was the lower price. One interviewee, who did not actively purchase second-hand clothing,
admitted that he would be interested in a second-hand store which carried branded items, or would at least have a
‘look.” Branded items may therefore help to entice first time second-hand consumers to at least consider second-
hand as a possible alternative.

For second-hand to be appealing, the items had to be seen to be in good condition and at a low price. In addition,
knowing that the item had been in little use or still contained labels was also another motivator for purchasing it.

Deals & Sales Campaigns

Offers, deals and sales campaigns were seen as important touchpoint through which interviewees would become
interested in browsing websites or entering stores. Some interviewees would actively keep an eye on sales and
deals, especially in terms of needed items, and base their shopping process on these. Others admitted that deals and
sales tend to trigger impulse purchases, especially if the deal or sale is ‘exciting’ enough or would at least entice
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them to browse sales items even if the sale did not target their needed clothing item. In addition, gift cards were
regarded as needing to be used or taken advantage of, so these directed where the interviewee shopped or what
they purchased it, regardless of need.

1.2 Service Related

Convenience

One interviewee identified that her ability to easily use shopping apps, made here more likely to purchase items. This
convenience and instant purchase process drives her frequency and volume of consumption. In addition, for a few of
the interviewees, their easy access to clothing repair services, whether this is professional or the help of a relative,
made them willing to use such services.

Aesthetics, Organisation & Store Reputation

Similar to the interviewees from the other two groups, these interviewees also placed high importance on the
organisation and lay out of clothing stores. In consideration to second-hand clothing stores, one interviewee
highlighted the need for these stores to replicate features from brand outlets, including the manner clothes are
organised and styled, as this would make second-hand stores more appealing.

Second-hand stores, both online or offline, should be recognised as having good reputation as this also helps to
guarantee the quality of the product and the feeling of security in using the service. One interviewee highlighted that
better marketing and advertisement of second-hand would encourage its use more, as would the store having
updated and active social media pages.

In addition, the aesthetics for second-hand stores received some support from one interviewee. This interviewee
enjoyed the more ‘homely’ feel of second-hand stores and also the dim lighting. This interviewee was pleased by the
cosier atmosphere in second-hand stores and like the fact that they had their own feel which was not as artificial as
regular clothing stores. Furthermore, the shopping experience or ‘treasure hunting’ aspect of second-hand stores
was something unique and special. In contrast, for other interviewees, more modern aesthetics were more enticing,
with one interviewee mentioning they would be more interested in trying second-hand if the second-hand shops
looked and felt like regular clothing stores.

Some interviewees also did highlight that they did feel second-hand to be useful and a positive concept and did
support family and friends who purchase second-hand clothing. However, whilst there was support or initial
motivations for trying second-hand clothing, there were also interviewees in this group who did not see themselves
purchasing second-hand in the future, regardless of there being quality assurance or modern aesthetics.

Online & Brick & Mortar Shopping

Similar findings were identified in terms of preferences for online and offline shopping. The lack of physical shops
meant that online shopping was preferred, alongside the wider range and selection and the general convenience of
the purchase process. Online shopping was also viewed to provide cheaper prices as it was easier to compare
prices and also follow sales and deals. Online was also seen as a convenient place to start the initial shopping
process, by many, even those who preferred to shop offline. Easy pick up and return processes also made online
shopping more appealing.

However, for others physical stores still provided more security, as it allowed for interviewees to try items on.
Whilst some would start this search online, they would check the sites of physical stores so that they would be able
to go and see and try the items on. In addition, physical stores brough more instant gratification for many as
opposed to having to wait for an extended period of time before being able to even try the item on, and at that point
still being unsure if it was suitable.
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Security

Aspects of security were equally important in this group of interviewees as within the other two. An easy refund
option, especially when purchasing online was important for many. This was also seen as an issue on regards to
second-hand items, as many felt purchasing new items were more secure. New clothing items were more likely to
be more durable and of better quality since they had been unused. In addition, if the clothing item does break, it is
easy to get refunded for this item if purchased new.

Brand familiarity and accurate depictions of the clothing items were also seen as points of security for some of the
interviewees. Brand familiarity provided confidence towards the item, as the interviewee knew what to expect in
terms of sizing and also quality. In addition, the use of models and several pictures to showcase the clothing item
online, was seen as important.

For one interviewee, the store itself operating in domestically was another important aspect. Whilst the interviewee
was aware the product itself may not be produced in domestically, she felt surer knowing there was a physical store
operating in the same country in case of any issues.

1.3 Societal Related

Sustainability & Responsible Consumption

A few of the interviewees highlighted that they had knowledge and awareness of some of the ethical and
sustainability issues plaguing the textile industry, and this knowledge did ignite feelings of guilt over their
consumption habits. Some interviewees admitted that ethics did make them question their consumption choices and
behaviour, and was an aspect which crossed their mind, but had not currently acted on these feelings.

Media, Friends & Family, Social Situations

Similar to the interviewees in the other two groups, external influences also impacted motivations for purchase
choices and habits.

Some of the interviewees had family and friends who were active in purchasing second-hand clothing, and this
exposure was identified as being a form of encouragement for the interviewees to potentially also buy second-hand
clothing in the future. It provided a sense of familiarity and also confidence, due to the positive experiences of
others. For some, their friends or family were responsible for their first experiences in trying second-hand clothing,
and for some this experience provided the, with a positive influence on their opinions of second-hand clothing.

In contrast, for others, who also had family members who regularly shopped second-hand, this did not impact their
own opinions of second-hand and did not feel the need to buy second-hand clothes also. However, friends and family
did have an influence in other shopping habits or choices, such as choosing more sustainable brands, or re-thinking
consumption frequency. Even if clothes were not identified as an important topic of conversations, interviewees
highlighted that they would actively look at the types of clothes worn by their friends and would also replicate
certain looks or buy similar items. One interviewee highlighted, that special finds would however be openly spoken
about with friends and family.

A few of the interviewees highlighted that their own shopping choices were not impacted by changes in fashion
trends. These interviewees had their own style which they would follow, and although they highlighted that they
would look at what others wear and adverts, they did not feel they were directly influenced. However, for others,
fashion trends were an important influencer, and provided interviewees, who actively followed fashion on social
media, with new style ideas and this was highlighted as being important to them.

Other external influencers included social pressure, such as gift culture which is related to certain holidays such as
Christmas. One interviewee mentioned that although she feels guilty about the volume of clothes she purchases
during Christmas, she feels it is a necessity to do so. In addition, need to wear and buy certain types of clothing for
certain events or environments such as work. Such events would even make some interviewees feel the need to
purchase new items even if they owned suitable options already in their wardrobe.
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GROUP C: BARRIERS

2.1 Product Related

Pricing

Barriers identified in this group included the rising prices of clothes in general, especially more ethical or
sustainable choices. Rising prices make cheaper options seem more attractive, but interviewees felt that second-
hand items were in general overpriced. The labour and effort of buying second-hand clothing was not seen to be
worthwhile, where there were cheaper options, especially with deals and sales campaigns.

Low Qualijty

Second-hand stores were viewed as having bad conditioned clothes and this lack of quality control makes second-
hand stores seem unappealing.

In regard to regular clothing stores, the decreasing quality of clothes was mentioned as being an issue. The constant
advertisement and demand for new styles and trends, was seen as putting a strain on the market where the industry
was unable to keep up with demand, so quality was being sacrificed.

Hygiene

Concerns over hygiene were also identified is acting a barrier towards purchasing second-hand items. There is fear
of parasites such as lice, making second-hand items unappealing, alongside issues with a certain ‘smell’ that is often
associated with second-hand clothing. Even when quality items are found, it was highlighted that it was more
appealing if it was guaranteed that the item had not been worn often. Exposure to bad conditioned second-hand
clothes or lack of overall quality control, make the other ‘quality’ clothes also seem less appealing.

Uncertainty of Second-Hand clothing

Security was identified as a big motivator and driver for many interviewees when purchasing clothing items
especially online. Sizing was described by many as often being inaccurate and there was sometimes a need to
purchase one item in two different sizes. Returns were also common due to items purchased online to being the
right size.

Pictures online can often be deceiving, but buying from larger companies provided some interviewees with a level of
confidence as they knew they should be able to return the item easily. Lack of quality control or easy returns was
associated with second-hand clothing and therefore reduced feelings of security. Second-hand items were seen to
have a level of uncertainty about them, as there was no guarantee on how well items had been taken care of by their
previous owner, so their quality and durability were questionable.

2.2 Service Related

Limited Selection & Availability

Finding right sizes in second-hand stores had been seen as point of frustration by some of the interviewees. Whilst
some flet that larger sizes were not easy to find, others felt that in between sizes were also limited. Some
interviewees explained having had feelings of frustration after finding second-hand clothing items which they liked,
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only to realise that they were not in their size. The effort needed to find suitable items but with more limitations in
terms of size, made the second-hand shopping experience frustrating.

The unique styles of some interviewees also made it difficult for them to find suitable items second-hand, again due
to the lack of choice and selection. This was especially highlighted regarding men’s clothing, where the availability
and selection was seen to be even more limited.

In contrast, another interviewee highlighted that the extensive range of choice and different styles in second-hand
stores or second-hand online platforms was overwhelming and made browsing too daunting. Whilst online second-
hand stores could provide a form of opportunity to find unique items and more sizes, they can also be unfunctional
due to the expansive range of individual items needing to be browsed through.

Access to Modern Second-Hand Stores

The differing range of second-hand stores and their varying degree of quality can create a barrier for first time
buyers. A lack of access to modern or high-quality second-hand stores in the area can impact upon the impression
consumers have of all second-hand stores in general. In many cases, second-hand stores are placed in the same
category as one another, despite them being owned by different people, operating independently from each other,
and varying largely in terms of layout, organisation and quality.

Convenience

Fast paced lifestyles and the increasing convenience of buying clothes, especially online, made the more laborious
act of buying second-hand items less appealing. Online clothing stores have made purchase process so quick and
easy, that this was seen to have increased impulse purchases in general.

Familiar Consumption Habits

Interviewees highlighted how consumption habits and expectations were difficult to break or alter. Buying second-
hand clothing requires certain expectations to be altered as the shopping process is different to that of regular
clothing stores. This was seen as a significant barrier, especially for first time users and potential buyers. Some
were ‘sacred’ of buying second-hand as had not found many appealing items before, and even after having browsed
and potentially found good items, they had not felt confident enough to do so. In addition, for some interviewees
brand familiarity was important especially when purchasing online. This meant they were more likely to have brand
loyalty and less reluctant to step away from certain stores.

2.3 Societal Related

Marketing

Better advertisement and marketing of second-hand items would attract more interest. The constant advertising
experienced regarding regular stores is hard to ignore by many and essentially impacts upon the consumption
behavior and choices.

Social Pressure

Social pressure of young people was identified by one interviewee as driving certain shopping choices. Some
interviewees felt that young people found it difficult to ‘not fit in’ and were easily targeted if they did. This meant
purchasing the right clothes for children, clothes which are currently on trend, as important. Feels that children
from wealthier families set the standard in schools by buying expensive and branded items, making it a burden for
less wealthier families to up-keep with these standards.
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Transparency

Similar to the other two groups, interviewees form this groups also found it difficult to trust ethical claims,
sustainability labels or claims of quality and durability. Brands were not seen as always equating to quality and
neither were higher prices. However, many found it had to know if what they had purchased truly was more
sustainable or ethical and real transparency was regarded as a need.
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Personal

style individualist

"Feels like you deserve the clothing more after the
trouble of trying to find it"

Clothing that allows the
expression of own unique style
and values

Wants to find clothing with a
story, and/or emotional
sttachment

Strives for a positive and
memorable shopping experience

+ Also actively sells and
donates clothing
Buys unique pieces,
vintage and things for
special occasions but
also everyday wear
« Is willing to use time
and energy to find
clothing

FI
SE

important shopping criteria, but
2iso sometimes buys non-
sustainable brands

Smooth user experience
in an online store

- Treasure hunting
Finding something
unique and exciting
Clothing with good resell
value, durability and

Motivations Behaves i i
+ Buys clothing a few Could buy/sell
times a year more SH if:

1 it was easier to find specific
items

f the shopping experience was
more trustworthy

I the quality and durability of
clothing was better overall

Observations Good clothes Barriers &
shopping Frustrations
experience: - Getting scammed and

dodgy sellers when
Sustainability is one the most - Browsing cool stores
- together with friends buyng online:

+ Not being able to find a
specific type of clothing
they are looking for

+ Quality of secondnand

clothes too low because of

fast fashion

Secondhand clothin

prices too high in relation

to quality

- Lack of price tags and it
feels that the price
depends on the person

Brana
= e Interesting concept:
Possession of new/used items Clothes swapping
- Important day. Treasure
important
hunting possibility
for free secondhand
Eagerness (o usc digital channels clothing.
Low — High 60% of closet
secondhand
Importance of sustainabilicy -
items
Low — High
Frequency of buying new clothing
Rarely Several
times a year
Price
High price Low price
Classic Dresser
Behaves
Hotisationg Has bought some items
Moy secondhand but feels that is not Could buy/sell
F—— "their thing" more SH if:
Clothing that is classy Buys clothing that has visible 1f there was a rewurn policy and
_ and gives a good brands guarantee in case of problems
impression, trendy but Buys niew dlotiing often It was easy to find the right size,
net overtly so. Sels clothing secondhand, eolourasid brand
especially branded clothing
Sometimes shops impulsively
Does not want to use clothes
that someone has worn
Observations Barriers &
Frustrations
Is affected by advertising and Shopping experience
200d deals Getting the purchased clothes Secondhand clothing feels
Uses an app that discounts for delivered fast unhygienic and has unappealing
S Aractive, pleasant stores smell.
"l want people to start wearing fancy, beautiful, nice, and Values sustainability but doesn't Rncing good, affersandnew il ol 8
s s : g classic irems d
elegant clothes again like they did in the past. Clothes back :‘:;;"p;;““ Wisdotes Smooth user experience in online for colour, size, brand etc.
then were more expensive, and people took better care of e Flotiea picaies online coo's
Clothing nicely organized match realin
them." Selling clothing online is time-
consuming
Interesting concept:
. Capsule wardrobe:
adtinchs (o uae aigial chinneia Possession of new/used items . Sm————
your favourite
clothes decreases
/ High consumption &
Low makes dressing
Importance of sustainability 5% 0‘ closet
l : secondhand
Low High
items
Frequency of buying new clothing
Several
. times a year
Rarely
Price /
High price Low price
Brand
L — Important
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a3

Person

Comfort seeker

"whatever | can find

easily, what looks good

on me and feels good

to wear!"

Eagerness (o use digital channels

Motivations

-Effortless clothes shopping to
find clothes with good quality and
price

Buys clothing for a need

Observations

-sustainability of clothes is a plus,
but not a requirement

-own style is more important than
fashion trends

-sales campaigns may resultin
the purchase of clothes that won't
be used

Behaves

-buys mostly second-hand clothes
for children

-online shopping, if used is mostly
used for mapping the offer
available and comparing prices
Buys certain reliable brands

Good shopping
experience:

-Finding comfortable and good
quality clothes

-effortless shopping experience,
shops nearby

-possibility to try on the clothes
before purchase

-return policy

Possession of new/used items

Could buy sell
ore SH if:

if social pressure for
sustainability would increase

-if the image of fles market would
be upgraded e.g. score premises
if the risk for fraud/getting untidy
clothes would be diminished

if online buying would be made
easy: sorting and filtering options,

Barriers &
Frustrations
-plus size second-hand clothes are
expensive and their design is
often unappealing
-fleamarket image
-proximity of secondhandstores
isn't convienient
- Wash instructions and size labels
missing or wrong in secondhand
clothing

Interesting concept:
“Tupperware” style parties for
buying secondhand clothing,
for easy access to suitable
clothing in the comfort of own
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home,
Low High
Importance of sustainability 10-30% of
closet
Low High secondhand
items
¥Frequency of buying new clothing
Rarely Several
times a
Price
Low price High price
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