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Introduction and research background: The fashion industry has been identified as a major
polluter of the environment by generating 8-10% of global carbon emissions (European
Parliament, 2021), which is projected to account for approximately 25% of the world’s carbon
budget by 2050 (Ellen Mac Arthur Foundation, 2017). In recent years, circular economy has
been put forward as one of the potential keys to reduce carbon emissions by extending the life
cycle of products and keeping resources in use for as long as possible. This innovative approach
has also penetrated the fashion industry in different forms (e.g., renting, resale, swapping, etc.).
Fashion resale, one form of circular economy in the fashion industry, creates a second-hand
market where clothing can be given a second life. Fashion resale refers to the buying and selling
of second-hand clothing and accessories, ranging from high-end luxury items to mass and fast
fashion items. It can occur through various channels, including online platforms, consignment
shops, or thrift stores. Fashion resale has an inescapable responsibility for the fashion industry’s
sustainable future. Resale can find value throughout a product’s life cycle at a relatively low
labor and financial cost by activating the underutilized fashion items sitting in people’s closets
and getting them to circulate again (Hur, 2020).

Not only expanding in the fashion industry, but fashion resale has also obtained attention
from academia. The literature on adopting circular fashion and related strategies has emerged in
recent years (Brydges, 2021; Dissanayake & Weerasinghe, 2022), but most studies primarily
focused on consumer adoption of online resale (Arrigo, 2021) and utilizing survey methods and
quantitative studies (Turunen & Poyry, 2019; Wang et al., 2022). There is a noticeable gap in the
literature regarding the continuance of online resale practices among consumers who have
adopted such sustainable fashion consumption patterns. The purpose of this study is to
investigate the factors influencing consumers’ continuance in fashion resale and to identify if
these factors are consistent with those affecting their initial adoption of such a sustainable
approach of fashion consumption. The theory of customer value was applied in this study to
better understand the motivations and concerns revealed by consumers’ experiences. According
to the theory, perceived value is the trade-off between benefits and costs by consumers
(Boksberger and Melsen, 2011).

Research method: An online open-ended survey was developed. The sample was recruited by
an online research firm in the USA. Participants were first asked if they had purchased any
fashion products from fashion resale apps or websites by selecting the names of resale
businesses. Those who had no experience were excluded. Quota limits were utilized for age and
gender to ensure a broad age range and a balanced split between genders. In total, 977 complete
responses were collected with the age distribution as 18-26 (25%), 27-42 (22.1%), 43-58(19%),
and 59-77 (33.9%). About 50.3% were reported as female, and the majority (70.3%) were
Caucasian/White. Description analyses were first employed to explain the basic information of
fashion resale behavior. A content analysis was then conducted using Nvivo 14 to explore the
factors influencing continuance in fashion resale.
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Findings: The descriptive analysis indicates that the most popular resale app or website was
eBay (61.2%), followed by Facebook market (42.2%) and Poshmark (38.6%). ThredUP (15.8%)
and The ReaReal (15.6%) were also cited by participants as favorite resale websites. Most
participants (53%) have been involved in using clothing resale websites for less than five years;
there were also about 25.5% of participants using resale websites for over ten years. Once
obtained the used fashion items, most participants (72.5%) wore those items at least several
times a month. However, there were also about 8.7% of them rarely or never wear those used
items. The statistics also indicated that when selecting used fashion items, participants care more
about style (51%) than brand (29.5%), indicating that searching for styles is a stronger motive
compared with searching for brands for consumers to continue shopping from online resale
channels. The results also showed that 54.6% of participants take purchasing used fashion items
from these resale APPs as a dependable channel to discover new brands, and 72.2% of
participants mentioned that they would like to purchase brand new products offered by these
brands that they explored from resale experiences, indicating the online resale channels may
function as the water testing place for consumers to search for styles and brands fit them the best.

Next, the findings discover the motivators and barriers to continuing the online fashion
resale practices through content analysis using Nvivo. Five major themes of fashion resale
benefits and six major costs to explain consumers’ continuance of buying fashion items through
online resale channels emerged. Functional value (44.82%) is the most salient motivation for
participants to keep buying pre-owned fashion items. Being able to get fashion items with good
quality, brand, and condition was mentioned by many participants. In addition, through fashion
resale, consumers can also explore some vintage and unique items. The next popular reason to
continue purchasing used fashion items is the economic value (41.93%); most participants
mentioned that the reason to purchase fashion products from a resale website is because of the
low price and being able to get good deals. Environmental value (6.7%) and emotional value
(5.3%) were also identified as two motivators to continue with fashion resale. People consider
the act of purchasing used fashion items as an ideal way to cut down their carbon footprint and to
help the environment. Some participants also mentioned that it is a fun process to browse used
fashion items and exciting to find something they like randomly. However, these two factors are
very marginal compared with functional and economic drives. In addition, some people see
shopping for used fashion items as part of their lifestyle and their personal preferences, which
reflect epistemic value (2%). Conditional value (1.5%) was also recognized in this study as
participants mentioned that they get involved in fashion resale for certain products or emergency
needs.

Though fashion resale may bring various benefits, experienced online resale consumers
still face and handle some risks. The major risk identified is product risk (52%). Major product
concerns include condition, quality, cleanness, and the authenticity of the items. Security risk
(21.2%) was pointed out as the second concern; lack of trust in the resources, worrying about
online scams, and information security have been commonly mentioned. Some participants
stated that sellers may not thoroughly describe the items or intentionally hide some flaws, which
can be their major concern. The next cost that consumers may have to bear is performance risk
(15.4%) from online fashion resale because people are worried that the items may not fit well or
do not look as good as expected. Furthermore, service risk (6.9%), financial risk (4.1%), and
social risk (1.7%) were also discovered in this study. Concerns about slow delivery, the difficult
return process, not worth what they pay, and negative influences on social status were most cited.
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Discussion and conclusions: The study applied consumer value theory to explore the
motivations and barriers to fashion resale continuance among consumers who have accepted
consumer pre-owned fashion items. The findings extend the theory by adding environmental
value as one of the motivations for consumers to continue fashion resale practices. Though
concern about the environment may drive consumers to continue such sustainable consumption
patterns, functional and economic benefits are still dominating drives for consumers to sustain
this consumption pattern. To advocate circular fashion through the growing fashion resale
market, there are still issues to address in order to alleviate consumers’ concerns about buying
pre-owned fashion items through online resale channels. For instance, resale platforms should
improve services by providing clearer and more standardized product descriptions, and a reliable
authenticity-check process to improve consumers’ confidence and trust.
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