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Foreword

Consumer attitudes and demands are changing and the fashion industry needs to respond to
that. Buying and selling second hand clothing, footwear and accessories has gone from niche
to being a large portion of the market. Fashion brands that aren’t addressing this will lose out.

The Ellen MacArthur Foundation found that fashion has a bigger environmental impact than all
international flights and maritime shipping combined. The world has changed and our wasteful
and polluting approach to consumption is being challenged. Recognising this, many fashion
brands are adopting circular business models to provide business resilience against the impacts
and risks of climate change and meet this growing customer focus. Those brands that aren’t
playing in this space are well behind the game and will most likely lose out.

Our clients, ranging from high-end to high street brands, want to know what to do: which

circular business model to adopt, when and why. They understand that this knowledge isn’t
something they can buy off the shelf but needs to be tailored to their target markets and

business operations. Our focus has always been on providing commercially-attractive ‘
circular business models and step one on the journey for many brands is resale - but one

of the challenges we faced was providing hard data to validate these decisions.

We know that customers are increasingly buying and selling second hand
apparel but there was no recent, independent research on the scale of
the used clothing market in the UK. Our aim for this research was to
identify how much of a commercial opportunity the used clothing
market in the UK represents for brands exploring circular business
models. We commissioned our survey to identify used clothing
purchasing patterns in the UK and understand whether there
were any differences in behaviours for different social and

age groups or between genders.

With around 1in 3 people we asked having /
bought used clothing in the prior year, we i
believe we have identified a ready market.

The message is clear - if one third of

your customers are buying used and

you aren’t serving them, now is the

time to act. /

Gerrard Fisher
QSA
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2. Methodology

We commissioned Icaro Consulting to conduct online research in October 2019 with 2,100 UK
respondents who completed a set of questions to determine whether they had purchased any
used or pre-loved clothing or apparel items in 2019 and, if they had, how many. They were then
asked detailed questions about their recent purchases (up to 6) to gain further information on
behavioural patterns. To keep this report simple, we’'ll refer to all used, pre-owned or

pre-loved items as “used”. Please remember that the results here are from a single nationally
representative survey. We welcome data from other similar surveys that can confirm or refute
our findings.

Every approach has strengths and weaknesses. We identify and discuss them below so you can
make your own judgements about our results. We are not claiming our research is perfect but
it is independent of brands and we think it contributes positively to understanding the impacts
of clothing re-commerce.

2.1. Potential weaknesses of this methodology

Our methodology relies on good recall. There is a risk that respondents may not remember
all the details of the purchases they made in the 6 or 9 months before the research. We have
tackled this risk in two ways:

2.1.1. Potential for low sample size

There was a risk that we would get too few respondents from the planned samples who had
purchased used items. However, just over 1in 3 respondents confirmed they had purchased
used items so we had a robust group of confirmed buyers - around 750 people. Of these, 661
respondents had purchased used clothing.

2.1.2. Focusing questions on specific garments

We helped respondents to improve recall and reduce recall error by asking them to focus on
specific items when answering questions. Remember that great bargain you bagged on Depop,
or eBay, or down the charity shop? You know the one - and you can probably work out how
many times you've worn it.

2.1.3. Getting information on when items were purchased

We asked respondents to state when they purchased items. This helps us to focus on the most
recent items, if necessary, to ensure we were getting the most accurate information. We found
that answers were generally consistent over time.

2.2. Strengths of this methodology

We chose this method because of its specific strengths. Have you ever bought clothing but
ended up never wearing it? Past methods have approached respondents very soon after their
purchase - risking an over-optimistic response influenced by “post-purchase euphoria”. Our
method overcomes that risk.

2.2.1. Greater confidence in real-world use

If you're thinking about a specific garment you bought, you are likely to be able to remember
whether you wore it in the last few months. Using this recollection increases our confidence
that when people say they used items it's based on real experience rather than a stated intent.

2.2.2. Greater reach of buying behaviour

We can reach a broader audience quicker and more cost-effectively using an online approach
than by stopping people in the street for face-to-face interviews. This allowed us to get a
better feeling for online behaviours as well as those in-store.
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3. Respondent profile

The respondents were all UK adults aged 18 and over. We set recruitment quotas for age,
gender, work status and income to achieve a respondent population profile similar to that of
the UK as a whole. We then weighted our calculations to provide a “nationally representative”
result.

Weighted base (based on national stats)

51.2% 48.8%

[1075] [1025]
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3.0%
[63]

83.7%
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4. Key findings

Our main interest was on clothing - we captured results on other categories like accessories,
shoes, etc. for completeness but our findings are mostly focused on clothes.

4.1. How many respondents acquired used items of clothing, footwear or accessories?

In our study, more than 1in 3 people had acquired used items whether purchased or passed on
for free. 36% of respondents had acquired at least one used item from any category and 31%
of respondents had acquired used clothing. Note: You can’t add the numbers in the following
chart together - some people acquired multiple items.

CHART 1| Acquisition behaviour

In 20179 so far, have you acquired any of the following second hand, vintage or ‘pre-loved’ - whether
purchased in a store/online or passed on for free by friends/family? Please include items that you
acquired either for yourself as well as for someone else in the household.

C|°thing

Shoes/footwear 12%

Clothing accessories 10%
Handbag 7%

Jewellery 6%

None of these

64%

4.2. How does used acquiring behaviour
vary by gender, age and other indicators?

Acquiring used clothing behaviours 4

were stronger for female than for male
respondents, 47% of females we surveyed T 2 4%
had acquired used clothing or accessories

where only 24% of males had done so.

The behaviours were also stronger
amongst younger rather than older

respondents with 47% of those aged 1
18-34 having acquired used clothing. Only YEARS m VEARS
36% of those aged 35-54 and 27% of those 36% 27%

aged over 55 had.

47%

The vast majority of respondents (80%) had bought items for their own use. A smaller
proportion (around 19%) had acquired things for a baby, child or other person living in their
home.

There were no other significant variations in responses - used acquisition behaviour was spread
evenly among income levels, UK regions and social categories.
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4.3. Is acquiring used a regular behaviour?

We wanted to know whether used clothing acquisitions were “one-off” events or part of more
common practice. Many respondents said they had acquired more than one used item. Only
1in 8 had acquired a single used item in 2019. Most respondents had acquired multiple used
items and, on average, had acquired 6 used garments over the previous 9 months (and on
average over 8 used items in total, including accessories).

CHART 2 | Number of items acquired

You said that you’ve acquired one or more of these categories second hand/vintage. Thinking
just about 2019 so far, approximately how many items in each category have you acquired second
hand or vintage. Once again, please include items for yourself as well as for someone else in the
household.

AVERAGE

w1 H2-3 W4-5 me6+
Clothing accessories (220) 3.1

4.4. What are the most popular items?

Tops and t-shirts were by far the most popular used clothing item, making up 30% of all used
clothing acquisitions. Other categories were roughly equally common (making up between 9%
and 11% of acquisitions). Only denim, skirts and suits were less popular.

CHART 3 | Types of clothing

And which of the following best describes the item of clothing?

Dress / jumpsuit
Knitwear
Trousers
Jacket / blazer
Shirt / blouse
Denim (jeans/jacket)
Skirt 3%
Suit l%
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4.5. When were items acquired?

This question is affected by recollection - a risk we flagged in section 2.1.3 above. 68% of the
clothing items that respondents remembered were acquired within the four months leading up
to our survey.

CHART 4 | When the items were acquired

When did you acquire the items of clothing?
Clothing (1419)

. October 2019

. July - September 2019

. April - June 2019

. January - March 2019

It's possible that this is truly a seasonal effect - but this research would need to be repeated at
regular intervals throughout the year to determine whether it’s a seasonal pattern or simply an
artefact of recall.

4.6. Where do people buy used clothing?
Most respondents said they had bought used clothing in “bricks and mortar” stores with half of
all items from charity shops and another few % bought in vintage shops.

Around 1in 6 purchases made by our respondents were from online sale sources (including
charity websites and eBay). Around 10% of used clothing had been bought from other people
on platforms such as Facebook and Gumtree. Around 14% was passed on for free from friends
or family.

CHART 5 | Where the items were acquired

Where did you acquire the items of clothing?
5% Clothing (1419)

<

. Charity (in store)

. Commercial/vintage (instore)

. eBay

. Commercial/vintage (online)

Passed on for free

. Direct from individual (not known)

4%

Direct from individual (known)

Charity (online)

. Something else

4%
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Respondents had bought other products from these sources in similar proportions. Notable

differences were:

« Clothing accessory purchases from bricks & mortar vintage stores were much higher with
less bought on eBay, and

 There were fewer purchases of footwear from charity shops with significantly more bought
from eBay and other online sources.

4.7. Price paid for used clothing

Used clothing prices reported by respondents
averaged £10.83 with 15% being passed on

for free and 62% bought for under £10. Male £13.80
respondents paid more on average for their ___KV_I;_RKG_E- £9.50
used clothing (£13.80) than females (£9.50). PAID BY I

In particular, male purchases of used clothing MALES AﬁiTS‘EE
between £10 and £50 were twice as high as those FEMALES
made by females.

Over-55’s paid £711 on average for their clothing,
where those aged 35-54 paid an average £11.09
and those 18-34 paid an average £13.33.

People on an income above £41,000 paid £15.60 OVERS5S5 YRS 35-54 YEARS 18-32YEARS
on average for used clothing - this is significantly

more than all other (lower) income groups, who AEVERAGZ'pll gtJJG'tQA% AEVEJEE§A$D
paid between £9.40 and £10.30 on average.

4.8. Price paid at different sources

85% of items bought through charities were under £10. In contrast, 39% of items purchased
fromm commercial outlets were priced £10 to £29 and 24% were £30 to £49. Some caution is
required when considering the commercial purchases because the sample is small, so there is
little information available on luxury item purchases. However, the differences stated here are
statistically significant.

CHART 6 | Average purchase price
What did you pay for the item?

Commercial source Charity source
average price average price
£29.48 £8.42

£200-299 | £200-299 |
£100-199 | £100-199 |

£75-99 | £75-99 |

£50-74 | £50-74 |

£30-49 [N £30-49 _|

£10-29 £10-29 _.
under £10 - under £10 _

Free Free
0% 25% 50% 75% 100% 0% 25% 50% 75% 100%

Sample base: 111 items Sample base: 698 items
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4.9. Does buying used really mean buying less?

A key issue for us was to work out whether buying used clothing changed respondents’
purchases of new garments. If these used purchases were additional to their regular new
garment buying choices, then the used market would be delivering no real environmental
benefit - it would just be creating even more consumption.

But if the used clothes prevented or delayed purchase of a new garment then we were seeing
displacement of purchases. This reduces the demand for new products and so, in turn, reduces
demand for precious resources, resulting in a lower environmental footprint for each customer.
We recognise that this isn’t an exact science, but results could indicate an opportunity

to reduce consumption of new products and resources. This is essential for us to reach
sustainable levels of resource consumption.

More than half of respondents declared that their used clothing purchase prevented them from
buying a new one. A further 9% agreed with the statement that their used garment purchase
delayed them from buying a new one.

CHART 7 | Displacement of individual clothing items

Which of the following statements best applies about each of the items?

It meant | didn’t have to buy one ‘new’

It delayed a purchase of a similar item ‘new’

It gave more options to choose from / didn’t prevent or delay a new purchase
It was a unique / one-off purchase

e eans /cke o) | T N

4.10. How much had the used items actually been worn?

If you have bought an item of clothing and you think it’s displaced a new garment then you
must have worn it, right? We asked respondents to say how many times they could recall
wearing their garments to help assess whether their view on displacement was reasonable.
Given that some purchases were made in the few weeks leading up to our survey, it is
unsurprising that 17% of all items in the survey hadn’t been worn yet - but interesting that the
unworn figure was lower for “displaced purchase” respondents (14%) compared with “additional
purchase” respondents (21%).

On average, the number of wears for those claiming a used purchase had displaced a new one
was 9.6 wears. This is slightly higher than those who said their purchase was an additional one:
8.8 wears.
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5. Conclusions

We know that consumer surveys can be subjective. In this report we have been clear about our
results and we are being open about how we interpret them. We see some positive trends in
the results and welcome further market analysis by others. The main conclusions we draw from
the research are:

5.1. There is a healthy used clothing market in the UK with great commercial potential

Around 1in 3 people buy used clothing - and it appears that this is a regular behaviour for
those people. Retailers and brands that don’t offer a service to this market are missing a great
opportunity that can be easy to serve. On average, females buy more used clothing than males.

5.2. Who pays more for used clothing?

Younger respondents paid significantly more for used clothing than the other age groups. We
were surprised to see that males pay a higher average price for used clothing than females.
These findings could be useful in identifying target audiences for emerging used clothing
players.

5.3. Used clothing prices in charity shops could be higher

Charity shops’ pricing is low, around 1/3rd of the price of commercial outlets, and probably
drives down the market expectation for how much used clothing should cost. This makes it
challenging for new commercial opportunities in the UK which may mistakenly try to compete
with charity pricing levels. We think charities could radically increase revenue with only
moderate increases in used clothing pricing, in certain product categories.

There was a small number of high-priced items that could skew the averages we calculated. If
we choose to ignore the items over £100 as outliers, we get the following figures:

Commercial source Charity source

average used clothing price average used clothing price

£22.20 £7.72

It doesn’t matter whether you choose to include or ignore the possible price outliers: charities
are charging around 1/3rd of the value that commercial outlets charge.

5.4. Around 60% of reused clothing purchases reduce the need for new garments

From the displacement results in 4.8 above, we estimate that around 60% of used item
purchases displace the need for a new item.

In most cases, resale of clothing is a good first step towards the principles of circular economy.
We accept that resale is not a “fully circular” option - but it’s the easiest first step for many
companies and we have shown here that it can deliver immediate benefits in reducing

demand for virgin resources. In our experience, brands that implement resale models quickly
understand how to progress to higher-value, more customer-centric circular models.

Four in ten used clothing purchases are additional to regular buying behaviour - so don’t save
resources - but may ultimately contribute to longevity in other items. After all, there are only so
many t-shirts you can wear at any one time.
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6. About QSA Partners

We are a specialist team of circular economy and sustainable business experts with extensive
experience in fashion and consumer goods. Helping businesses create customer-centric,
commercially-attractive circular business models and sustainability strategies, we have worked
with many designer and high street brands including adidas, Farfetch and Ted Baker.

We believe that better business models - whether based on sustainability or circular economy
principles - help our clients stay relevant, grow market share and open up different markets

in this rapidly changing world, providing business resilience against the impacts and risks of
climate change.

We focus on your real customer needs and create new strategies and propositions with a robust
business case and sound market validation through research, testing and scaling. We can help
you wherever you are on your business change journey, whether you are wondering where to
start, trying to work out how to make your vision a reality or confused about how to scale up an
initiative.

Find out more about how we can help your brand benefit:

- www.qgsapartners.co.uk
- hello@qgsapartners.co.uk
- +44 (0)7904 528185




