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Abstract

This thesis investigates the role of product presentation in the competitiveness
of fashion resale e-commerce through qualitative, multiple case study interview.
The objective is to identify the role and reasons for high-quality product
presentation in fashion resale e-commerce, and to establish an overview of the
logistical and creative process of product presentation in fashion resale e-
commerce.

The empirical research of this study is based on qualitative, semi-structured case
study interviews. The interviews were conducted for five fashion resale e-commerce
players in the Finnish market. In the thesis, the empirical data is compared to
findings from an extensive literature review, which generated perspectives on
product presentation in fashion resale e-commerce, as well as the specific
characteristics of fashion resale e-commerce impacting the profit structure and
challenges of the industry.

Key contributions include the identification of five different ways high-quality
product presentation is used to build a brand-aligned webstore experience and to
improve sales in fashion resale e-commerce. These reasons include 1) the
communication of the product’s colour, cut, material and other specific product
features, 2) the communication of fit and size of the product, 3) the communication
of brand image and “store atmosphere”, 4) giving customer fashion and styling
advice, and 5) meeting the expectations customers have for product presentation in
online stores. The other key contribution of this thesis is the identification of the
creative and logistical process for product presentation in fashion resale e-
commerce.

This thesis produces managerial implications for businesses in finding new ways
of product presentation for fashion resale e-commerce, and to streamline their
existing process of product presentation. This thesis also adds to small pool of
existing literature about fashion resale e-commerce product presentation and
identifies multiple directions for future research.

Keywords Fashion resale e-commerce, Online second-hand fashion, Fashion
resale business model, Fashion product presentation
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Tiivistelma

Tdssd tutkielmassa tutkitaan tuote-esittelyn roolia kiytetyn muodin
verkkokauppojen Kkilpailukyvyssa kvalitatiivisen case-tutkimuksen kautta. Tyon
tavoitteena on tunnistaa korkealaatuisten tuote-esittelyjen vaikutus kiytetyn
muodin verkkokaupoissa, sekd hahmottaa tuote-esittelyjen laatimisen logistinen
prosessi kiaytetyn muodin verkkokaupoissa.

Tutkimuksen empiirinen osa perustuu kvalitatiivisiin, puolistrukturoituihin
case-tutkimuksiin, jotka toteutettiin viidelle suomalaiselle kiytetyn muodin
verkkokaupalle. Tyossa tutkimuksen empiirisid loydoksia verrataan laajan
kirjallisuuskatsauksen tuloksiin. Kirjallisuuskatsaus tarjoaa nakokulmia tuote-
esittelyyn perinteisen muodin verkkokaupan kautta, sekd nakokulmia muodin
jalleenmyynnin alan erityispiirteisiin, jotka vaikuttavat alan rakenteeseen ja
haasteisiin.

Tutkielmalla on kaksi keskeistd tuotosta. Ensimmaiinen on eri syiden
tunnistaminen, joilla korkealaatuisia tuote-esittelyja hyodynnetddn brandiin
sopivan verkkokauppakokemuksen rakentamiseen ja myynnin parantamiseen
kaytetyn muodin verkkokaupoissa. Nama syyt ovat 1) tuotteen varin, leikkauksen,
materiaalin ja muiden ominaisuuksien viestiminen, 2) tuotteen istuvuuden ja koon
viestiminen, 3) brandikuvan ja “myymalailmapiirin” viestiminen, 4) asiakkaiden
neuvominen muodin ja stailauksen osalta, ja 5) asiakkaiden olemassa olevien
odotusten tayttaminen verkkokauppojen tuote-esittelyjen suhteen. Toinen
keskeinen tuotos on kiytetyn muodin verkkokauppojen tuote-esittelyjen luomisen
logistisen prosessin eri vaiheiden tunnistaminen.

Tama tutkielma tdydentda olemassa olevaa, vahaista kirjallisuutta kaytetyn
muodin verkkokaupan tuote-esittelyista ja tunnistaa useita
jatkotutkimusmahdollisuuksia, joiden myota kyseistd teemaa voidaan tutkia
tarkemmin. Lisdksi tutkielma tarjoaa 16ydoksia kdytetyn muodin yrityksille uusien
tuote-esittelytapojen loytamiseksi ja heidan nykyisen tuote-esittelyprosessinsa
tehostamiseksi verkkokaupassa.

Avainsanat Muodin jalleenmyynnin verkkokauppa, Kaytetyn muodin
verkkokauppa, Kaytetyn muodin liiketoimintamallit, Muotituotteiden tuote-
esittely
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Glossary and Abbreviations

Second-hand fashion industry = The entire industry of buying, selling, and donating
of second-hand fashion products. Includes thrift stores, charity shops, vintage stores, and

resale stores that operate in online and/or offline markets. (H. Park et al., 2020)

Second-hand fashion e-commerce industry = The industry of buying, selling, and
donating of second-hand fashion products in online space. Includes thrift stores, charity
shops, vintage stores, and resale stores that operate in the online market. (H. Park et al.,

2020)

Fashion resale industry = The industry of buying and selling second-hand fashion
products. Consists of resale stores and thrift stores that operate in online and/or offline
markets. The main difference for the entire second-hand fashion industry is that players
in the fashion resale industry always aim for profit, and the items the fashion resale

industry sells are not donated. (H. Park et al., 2020; ThredUP, 2024)

Fashion resale e-commerce industry = The industry of buying and selling second-
hand fashion products. Consists of resale stores and thrift stores that operate in the online
market. The main difference for the entire second-hand fashion industry is that players
in the fashion resale industry always aim for profit, and the items the fashion resale

industry sells are not donated. (H. Park et al., 2020; ThredUP, 2024)

P2P/C2C fashion marketplace = Peer-to-peer or consumer-to-consumer fashion
marketplace. Marketplace, where consumers sell and buy their fashion items directly
from other consumers. The marketplace acts as a mediator in between, providing the
marketplace structure, logistics partners, payment services, and possible authenticating
services, but does not handle the day-to-day logistics of moving the items. (Parguel et al.,

2017)

Vi



1 Introduction

The fashion industry is responsible for 10% of all our CO2 emissions (Niinimaéki et al.,
2020). The industry faces a pressing need for new, circular business models to mitigate
the negative environmental impacts of the industry. The fashion resale industry is one of
the biggest circular economy business models in fashion and has the power to create a
quick and significant positive impact in the industry. (Ellen MacArthur Foundation, 2021)
By extending the active use of a clothing piece by only nine months, the decrease in the
carbon footprint of a clothing item can be approximately 20-30% (WRAP, 2012). Fashion
resale faces multiple challenges in its growth and implementation, lack of high-quality
product presentation being one of the biggest challenges. This thesis looks at the role of
product presentation in fashion resale e-commerce competitiveness, and the creative and

logistics process of product presentation in fashion resale e-commerce.

This chapter consists of three parts. The first part will look at the background and
motivation for this thesis topic in more detail, the second part the objectives and scope of

the thesis, and the third part will explain the structure of the thesis.

1.1 Background and motivation

There are multiple estimates about the environmental impact of the fashion industry, but
the industry certainly has a massive negative impact on the environment. The fashion
industry produces up to 10% of global CO2 emissions, it is responsible for roughly 20% of
industrial water pollution and it is the second biggest consumer of water. In addition, the
industry produces over 92 million tons of textile waste every year. (Niinimaki et al., 2020)
Fast fashion, and its faster and cheaper successor, ultra-fast fashion, have had a big
impact in making the fashion industry the second largest industrial polluter in the world
(Monroe, 2021; Niinimaki et al., 2020). Fast fashion changed the speed and price points
of the fashion industry (Anguelov, 2016). Fast fashion, at its core, is a supply chain model

aimed to respond as quickly as possible to the latest trends in fashion (Zamani et al.,



2017). Major fast fashion players, e.g., H&M and ZARA, add new products to their
collections every week (H&M Group, 2024; Zara, 2024a). Low prices and low quality of
fast fashion clothes have a negative impact on the environment. Low prices for fast
fashion clothes are achieved by keeping production costs low, and this is done at the
expense of the environment and human rights (Anguelov, 2016). Furthermore, as clothes
are bought often and in masses by the consumer due to rapid availability and low prices,
they are also disposed of quickly and thoughtlessly, ending up increasing the millions of
tons of textile waste the industry produces every year (Zamani et al., 2017). To have a
significant change in the industry for the better, both in terms of environmental and social
issues, there needs to be fundamental changes in the industry and actions from all
stakeholders. The industry needs to implement new technologies, consumers must adapt
to new shopping habits, policymakers must modify legislation, and fashion businesses

need to come up with new business models. (Niinimaki et al., 2020)

When it comes to business models, the fashion industry has the pressure to modify its
business models towards more circular ones with increasing pressure from policymakers
and consumers. The policymakers in many countries and more broadly in the European
Union, have released or are working on nationwide strategies to become circular
economies. In 2020, the European Commission integrated a new circular economy action
plan, which is one of the main components of the European Union’s agenda for
sustainable growth. (European Commission, 2020) A great example of the adoption of
circular practices in nation-level legislations, is France being the first country to ban the
destruction of unsold clothes, among all other unsold non-food products. This not only
encourages, but forces, the fashion players operating in the French market to reuse,
donate or recycle their unsold clothes. (Ellen MacArthur Foundation, 2022) The pressure
from governments towards brands to establish more circular and sustainable business
models is significant, yet in addition, consumer pressure pushes brands to establish
circular business models. In the fashion industry, there are four main circular economy
business models: 1) rental, 2) resale (also known as re-commerce or second-hand), 3)
repair, and 4) remaking (also known as upcycling). Resale is the biggest market out of

these four. (Ellen MacArthur Foundation, 2021)



In 2023, the resale apparel market was valued at $197 billion, and the value is estimated
to grow to $350 billion by 2028 (Statista, 2024). The resale of fashion is forecasted to take
over fast fashion in merely a decade (Stephens, 2021). The growth of fashion resale is
evident also from the second-hand initiatives fast fashion players have launched in the
past years. H&M acquired a fashion consignment reseller platform, Sellpy, in 2019, and
has scaled it since to 20 European countries (Snoeck, 2019; H&M Group, 2021). In 2021
H&M also launched their peer-to-peer resale platform, H&M Re:Wear (Halliday, 2021).
European fashion giant, Zalando, launched their own “Pre-owned” selection in 2020, and
after half a year, expanded the service to seven new markets (Zalando, 2021). The latest
to announce their involvement in the fashion second-hand scene are ZARA with the
launch of their “Pre-owned” selection in 2022, and ultra-fast fashion giant SHEIN with

the launch of their Exchange-platform in 2022 (Butner, 2022; Faithfull, 2022).

The growing risk of global recession (The World Bank, 2022) is expected to accelerate the
second-hand fashion industry even further. The financial crisis in 2007 contributed to the
rise of fast fashion, as consumers were searching for more inexpensive options to
consume fashion (Hoffower, 2022). As cheap fast fashion is not anymore an acceptable
option for many sustainability-focused consumers, but consumers need to spend less
money on household purchases, the impact of a possible global recession is expected to
accelerate the growth of the second-hand fashion industry. In a study conducted in 2022,
44% of US consumers said they will be cutting their spending on apparel because of the
inflating prices, whereas 25% of consumers say they’ll be considering buying second-hand

apparel if prices keep increasing. (ThredUP, 2022a)

Each sector of the second-hand fashion market, offline and online resale, and offline and
online thrift and donation is expected to grow, but the fastest growing one is expected to
be online resale (ThredUP, 2022a). The entire fashion second-hand market has multiple
challenges, some of these being logistical complexities, inventory variability, and business
model profitability (Business of Fashion, 2022; Parisi, 2023b). In addition to these, online
fashion resale has the same challenges as any other fashion e-commerce player, such as
customer experience, competition, returns and refunds, and product presentation

(Boardman & McCormick, 2019; Keenan, 2024; Stocker et al., 2021; Wen et al., 2019).



Additional challenges unique to online resale occur as well, such as the authentication of
products (Parisi, 2023a). Although the entire fashion resale industry is growing, these
fundamental challenges are slowing the potential growth of the industry. A clear, and one
of the biggest challenges in fashion resale e-commerce is the business model profitability
and the low margins, as the margin structure is inherently different in fashion resale than
in typical fashion businesses. As there is no mass production of products, there is no
ability to receive the benefits of unit economics. (Parisi, 2023b) The challenge of already
low margins makes it incredibly difficult to present fashion resale products in e-
commerce with high-quality photos and sufficient product information as creating high-
quality product presentations comes with high costs. (Chen, 2022; Parisi, 2023b) The
low-quality of fashion resale e-commerce product presentation hurts the customer
experience and the customer’s intention to buy. Without high-quality product
presentation, it is much more difficult, time-consuming, and unreliable for customers to
shop second-hand fashion in an online setting, making the shopping process inherently
inconvenient. (Charnley et al., 2022; Hur, 2020; ING Economics Department, 2020)
Therefore, the lack of high-quality product presentation has a direct impact on the growth

of the fashion resale e-commerce industry.

The overall interest in the field of product presentation among academics has been
growing in parallel with the growth of the e-commerce industry. There are multiple
studies conducted on the impact and best practices of product presentation in e-
commerce, and specifically, of fashion e-commerce product presentation. In past
research, the impact and ways of both verbal and visual product presentation have been
studied widely (e.g. Boardman & McCormick, 2019; Kim & Lennon, 2008; Maier & Dost,
2018; Purwaningtyas & Rahadi, 2021; Song & Kim, 2012; Yoo & Kim, 2014). The research
and interest in product presentation in fashion resale is naturally still a niche topic among
researchers as the fashion resale space is still in its early growth phase. However, there
have been some studies touching on product presentation in the field of fashion resale e-

commerce (e.g. Charnley et al., 2022; Xu et al., 2022).

This thesis investigates the role of product presentation in enhancing the competitiveness

of online fashion resale. It sets out to determine the role of high-quality product



presentation in fashion resale e-commerce, and more specifically the reasons players in
the field aim for high-quality product presentation. In addition, the thesis examines the
logistical and creative process taken for creating fashion resale e-commerce product
listings and aims to paint an overview of the logistical and creative process of product
presentation in fashion resale e-commerce. The insights of this thesis aim to enhance the
market position of fashion resale businesses and improve their competitiveness to

traditional fashion e-commerce companies.

1.2 Objectives and Scope

As presented in the previous chapter, product presentation is a significant factor
impacting the competitiveness of fashion resale e-commerce. Further on, the
competitiveness of fashion resale e-commerce impacts greatly the implementation of
fashion resale in fashion consumption, and therefore the state and growth of the circular
fashion economy. This is why this thesis aims to enlighten the role of product presentation
in fashion resale e-commerce. The objective of this study is to define the role and reasons
for high-quality product presentation in fashion resale e-commerce and to establish an
overview of the logistical and creative process of product presentation in fashion resale e-

commerce. Therefore, the research question is twofold and is presented as follows:

(1) How does high-quality product presentation contribute to the competitiveness

of fashion resale e-commerce?

(2) What are the steps in the logistical and creative process of creating online

product listings for fashion resale e-commerce players?

The scope of the thesis will focus specifically on the resale industry of fashion items,
leaving out parts of the entire apparel industry including for example the resale of work
and protective clothes. This thesis will also not focus on the extended textile industry,
including for example the resale of home textiles. Regarding the market of operation, this

thesis will focus on the Nordic and European markets, companies, and consumers.



Regarding the buyer persona discussed in the thesis, the focus will be on typical,
mainstream fashion consumers who buy fashion for everyday usage. This will exclude
specific, niche groups of second-hand fashion buyers, e.g. “sneakerheads” or “luxury
handbag collectors” who collect rare sneakers or handbags and might therefore
participate in the second-hand fashion market to buy certain products. This will also
exclude second-hand fashion buyers who collect vintage fashion pieces from certain
decades. This thesis will not distinguish between different genders, ages, income, or other
demographic attributes when looking at the consumers of second-hand fashion, and it
will not focus on the differences in buying purchase habits different demographic groups

might have.

1.3 Structure of the Thesis

The thesis structure will consist of the following chapters. Chapter two will provide a
review of relevant previous literature. First, an overview of the second-hand fashion
industry is presented, including the structure of the industry, the industry business
models, and the factors influencing purchasing decisions for second-hand fashion. It is
followed and narrowed by an overview of the fashion resale e-commerce industry,
including presenting the structure and business models of fashion resale e-commerce, the
challenges of the industry, and the specific challenges relating to the business models of
fashion resale e-commerce. After this, product presentation in fashion e-commerce is
studied from multiple perspectives, including the impact of product presentation, visual
product presentation, verbal product presentation, and the logistics process of creating
product presentations. It is followed by a specific review of product presentation in
fashion resale e-commerce, consisting of looking at the unique aspects of product
presentation in the resale industry. Chapter three discusses the methodology, data
collection, and analysis of the data used in this study. Chapter four presents the findings
of the study. Chapter five discusses the findings in relation to the previous literature.
Chapter six draws together the main findings of the thesis, assesses the study’s academic
and managerial implications, addresses the limitations, and makes suggestions for

further research.



2 Literature review

This chapter will address the relevant literature in the scope of this thesis and establish
the theoretical framework for the thesis. This chapter is divided into four parts. The first
part will look at the second-hand fashion industry characteristics, explaining the second-
hand fashion industry and business model structures, as well as look at the factors
influencing purchasing decisions in the second-hand fashion industry. The second part
will narrow down specifically to the fashion resale e-commerce industry. The second part
will paint a picture of the industry structure in fashion resale e-commerce and look at the
challenges in the fashion resale e-commerce industry. The third part will look at the
impact of product presentation, the types of product presentation, and the logistics
process of product presentation in typical fashion e-commerce. The third part utilizes
research and industry data of the typical fashion e-commerce to get a wide understanding
of the product presentation for fashion products. The fourth part looks at the product
presentation in second-hand fashion e-commerce, and the unique factors and product

attributes for product presentation in second-hand fashion e-commerce.

2.1 Second-hand fashion industry

The second-hand fashion industry is part of the circular fashion industry, and a part of
the entire circular economy concept (N. (Lauren) Kim et al., 2021). The circular fashion
industry consists of four circular economy business models: resale, rental, repair, and
remaking (Ellen MacArthur Foundation, 2021). These are visualized in Figure 1. The
circular business models are built upon extending the use of a clothing piece. By extending
the active use of a clothing piece by only nine months, the decrease in the carbon footprint
of clothing can be approximately 20-30% (WRAP, 2012). Resale, also known as re-
commerce or second-hand, is one of the biggest of the four circular economy business
models when it comes to industry size (Ellen MacArthur Foundation, 2021). In 2023, the
global second-hand fashion industry was valued at $197 billion, and by 2028 it is
estimated to grow to $350 billion (Statista, 2024). Even though the market growth is



estimated to be the slowest in Europe when compared to other continents, the European
second-hand fashion industry is estimated to reach a value of roughly $60 billion by 2026
(ThredUP, 2022a).

Resale
Market value:
$197 billion
(2023, Statista)

Circular
Fashion
Industry

Figure 1: Circular fashion industry business models; resale, rental, repair, remaking

2.1.1 Second-hand fashion industry structure and business models

The second-hand fashion industry can be divided into two parts: thrift stores and resale
stores (H. Park et al., 2020). Both sectors, thrift stores, and resale stores, include players
who operate either online, offline, or both online and offline. Whereas thrift stores are
most often run by charities or non-profit organizations and therefore operate with a not-
for-profit business model, resale stores and platforms are for-profit businesses. Thrift
stores have grown steadily from a market size of $11 billion in 2012 to $21 billion in 2019
and were expected to be at $28 billion in 2023 (ThredUP, 2019). Although thrift stores
are expected to hold on to steady growth, the expected exponential growth of the industry

comes from the resale sector (H. Park et al., 2020).



The fashion resale sector includes multiple different players with slightly different models
for operation, but the accommodating factor is that resale stores are operating for profit,
and often focus on more curated product selections that are well-merchandised and/or
higher end in terms of brands or price points (ThredUP, 2024a). The most common forms
of fashion resale business models are 1) consignment resellers, 2) resellers who buy the
products directly from consumers to their inventory, 3) resellers who buy the products
directly from other organizations than individual consumers to their inventory, and 4)
P2P/C2C platforms (Beyond Retro, 2022; Rebag, 2022; ThredUP, 2024a; Vestiaire
Collective, 2024). These fashion resale businesses often operate through online channels
such as online platforms or e-commerce websites, but their main channel can also be a

physical retail store or a drop-off kiosk (Yrjola et al., 2021).

The research on second-hand fashion business models is limited and divided, and in the
past, the research has focused more on the consumer perspective of second-hand fashion.
Significant research about second-hand fashion business models in recent years includes
different studies for example about the competitiveness of the business models, the
reverse supply chain of the industry, and the operative challenges faced by the industry
(Beh et al., 2016; Charnley et al., 2022; Hofmann et al., 2022; Yrjola et al., 2021). Yrjola
et al. (2021) constructed a classification of different business models for the entire
second-hand economy, creating a framework also for understanding how second-hand
fashion companies engage in the second-hand economy. Charnley et al. (2022) did a wide
study with companies and consumers on the acceptance of circular business models
within the fashion industry. Beh et al. (2016) highlighted the essential characteristics of
second-life retailers when addressing fundamentally different supply chains and
demonstrated the potential of innovative solutions in reverse supply chains. Hofmann et
al. (2022) addressed the significant operative challenges overall in sustainable business
models and made suggestions to better manage these challenges. In some research,
second-hand business models are seen as part of sharing economy business models, but
in other studies, they are excluded from sharing economy business models as in second-
hand business the goods change owner, which can be seen as a fundamental contradiction
to sharing economy principals (Yrjola et al., 2021). In a recent study utilizing a multiple-

case study method that reviewed second-hand business models individual from the



sharing economy business model, there were three different models identified: 1)
connector models, 2) supporter models, and 3) controller models (Yrjola et al., 2021). In
the most common forms of second-hand fashion mentioned in the previous chapter,
businesses operate either with a supporter model or a controller model. In the supporter
model, the businesses add value both for buyers and sellers through their platform
increasing safety, trust, and utility (Yrjola et al., 2021). The revenue in the supporter
model usually comes from commissions and listing fees, but recently some fashion resale
businesses that still mainly operate with supporter models have introduced membership
fees as additional revenue streams (Yrjola et al., 2021; Zadaa, 2024). In the controller
model, the businesses offer a full service for consumers and have great control over
product selection, quality, and purchasing and selling prices. The revenue in the
controller model comes typically from sales margins, commissions, or listing fees. (Yrjola
et al., 2021) The characteristics and business models of different types of second-hand

fashion industry players are visualized in Figure 2.

o ~
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Figure 2: Characteristics of different second-hand fashion business models

2.1.2 Factors influencing purchasing decisions in second-hand fashion

This chapter will look at the different factors impacting consumers' decisions to purchase

second-hand fashion. The chapter will first look at the motivations consumers have for
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buying second-hand fashion and then it will look at the different barriers and bottlenecks

consumers face in the second-hand fashion shopping experience.

2.1.2.1 Motivations to shop second-hand fashion

This chapter looks at the motivations consumers have for buying second-hand fashion.
The chapter looks at three motivations clearly distinguished by previous studies as
motivations for buying second-hand fashion: 1) value, 2) uniqueness, and 3)
sustainability (Hur, 2020; ThredUP, 2022a). Motivations for purchase are linked to
different consequences consumers look to receive from their purchase. Previous studies
have identified three categories of consequences consumers receive from their buying
behavior. The first category is functional, including the functional experiences a consumer
receives from buying and using a certain product. The second category is psychological,
including the strengthening of the consumer’s self-image by buying and using a certain
product. The third category is social, consisting of the perception of others about the
consumer and their buying habits in the context of social norms. In addition, or as part of
for example psychological consequences, consumers also aim to use products that help

them achieve their main values. (Hur, 2020)

Multiple studies show that one of the main reasons for consumers to buy and use second-
hand fashion is economic (Gullstrand Edbring et al., 2016). A large, systematic literature
review about collaborative consumption in the fashion industry (e.g. renting, reselling, or
swapping) found that low cost was one of the most important factors driving consumers
to engage in collaborative fashion consumption (Arrigo, 2021). In a recently conducted,
large study interviewing UK-based consumers about their motivations and values to buy
fashion second-hand, price was also one of the main motivators. Over one-third of the
respondents stated that the reason why they started buying fashion second-hand was a
good value for money, and further along the interview results stated that satisfaction from
a good financial decision was one of the main motivations. (Hur, 2020) In a recent
industry study conducted by ThredUP, one of the biggest second-hand fashion e-
commerce players, stated that “saving money” was the main motivator for consumers to

buy second-hand over new fashion (ThredUP, 2022a). Saving money was found to be one

11



of the main motivations also for buying luxury fashion second-hand. Although, with
buying luxury fashion second-hand, the consumers are mainly looking to make an
affordable, but fashionable find, not only buying fashion second-hand because of the low
price. (McKinsey & Company, 2021) This means that the consumers are not ready to
compromise on the fashionability of the product. According to another study, over 80%
of consumers buying fashion second-hand value fashionability as the main attribute
(Ferraro et al., 2016). The studies and consumer behavior highlight that value as a key
motivation for purchase is visible in all price points from mass to mid to luxury, and that
value is relative to the buyer group (Business of Fashion, 2022). According to the
framework of consumer motivations for purchase presented earlier, the value driver can
be seen as a functional motivation for the consumer. Consumers motivated by economic,
or value considerations are focused on the functional benefits of buying and using a

product, such as cost-efficiency, durability, and overall value for money. (Hur, 2020)

Uniqueness and feelings of individuality are also significant motivations for buying
second-hand fashion. In the study by Hur (2020), the most frequently stated
psychological benefit of shopping second-hand fashion was the feeling of uniqueness and
individuality. The research identifies this group of consumers to be especially concerned
with the style of the clothing (Hur, 2020). The feeling of uniqueness, in the form of
“finding one-of-a-kind items”, was stated as the third most important reason for
consumers to buy second-hand fashion by the industry report conducted by ThredUP
(ThredUP, 2022a). Motivation for uniqueness and individuality through second-hand
shopping can be seen as a psychological motivation according to the framework presented
earlier. Consumers driven by a desire for uniqueness or individuality are looking to
strengthen their self-image and personal identity through their purchase decisions,

reflecting how they see themselves and wish to be seen by others. (Hur, 2020)

In addition to motivations relating to economic benefit and the feeling of uniqueness
consumers have for purchasing second-hand fashion, sustainability, and conscious
consumption are big motivations among them (Arrigo, 2021; ThredUP, 2024b).
According to a yearly industry report by ThredUP, sustainability was a key motivation for

buying second-hand fashion after economic and uniqueness intensives (ThredUP,
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2024b). In the systematic literature review about collaborative consumption in the
fashion industry, environmental and sustainability drivers were stated as significant
motivations for purchasing. It was brought out in previous literature that consumers
might see buying second-hand fashion as a way for them to reduce waste, extend
garments’ life, decrease the use of natural resources, and overall act as good citizens by
doing their part. (Arrigo, 2021) Sustainability as a purchasing behavior can be also
connected to hedonistic values. It was found in the systematic literature review that
sustainability as a purchasing motivation can be visible also by being able to buy and enjoy
a new piece of clothing without the quilt that would come from buying new. In this case,
the motivation is much more hedonistic and connected to the feeling of enjoyment buying
second-hand fashion can bring. (Arrigo, 2021) Sustainability as a key motivation for
buying second-hand fashion can be categorized as a social or psychological motivation in
the framework presented earlier. Choosing to buy sustainable products often reflects a
consumer’s awareness of social norms and a desire to be perceived positively by others in
their social circle or community. This motivation also ties into broader societal values and
the growing social movement towards environmental responsibility. Although,
sustainability as a purchasing motivation can also be seen as a psychological motivation
in case the consumer strengthens their self-image as a conscious consumer by buying

second-hand fashion. (Hur, 2020)

2.1.2.2 Barriers and bottlenecks to shop second-hand fashion

This chapter looks at the barriers and bottlenecks consumers have for buying second-
hand fashion. Significant barriers identified in previous research include for example the
perception of second-hand fashion as poor quality and unhygienic, lack of choice in the
selection of products, and lack of trust for buying second-hand fashion, whereas
significant bottlenecks include for example lack of accessibility and the inconvenience of
second-hand fashion shopping, and the green gap phenomenon at the moment of

purchase (Hur, 2020; Arrigo, 2021; Charnley et al., 2022; Young et al., 2010).

Perception of second-hand fashion as poor quality and unhygienic is one of the biggest

barriers to buying second-hand fashion according to previous studies. Concerns
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especially regarding second-hand fashion products are increasing as clothes are worn
touching one’s skin. (Armstrong et al., 2015) A large, systematic literature review about
collaborative consumption in the fashion industry (e.g. renting, reselling, or swapping)
found that concerns about hygiene and health were perceived as significant barriers in
many consumer studies. In addition, they found that the quality of the clothing was a
similar barrier for consumers not buying second-hand fashion (Arrigo, 2021). According
to a study conducted on UK consumers, one of the main barriers for UK consumers to
shop second-hand fashion is the perceived poor quality and unhygienic products. Nearly
a third of the respondents named the main reason being the perceived poor quality of
clothes. In addition, one-fourth of the respondents named the perceived unclean state of
the clothes as an additional reason for not buying second-hand clothes. (Hur, 2020)
Another interview-based research for Swedish consumers about the barriers to buying
second-hand furniture and home goods came to a similar conclusion: nearly 90% of the
respondents mentioned hygiene being the main barrier to not buying furniture second-
hand (Gullstrand Edbring et al., 2016). However, according to a study using mixed
methods of consumer questionnaires and interviews with organizations, it was discovered
that the barrier to hygiene might be diminishing among consumers. In the study, second-
hand fashion organizations stated that hygiene concerns are generally low and that
transparency in communication is the key to avoiding concerns in hygiene and quality. In
conclusion, the study concluded that the stigma around someone else having worn the
fashion item before is declining, and therefore the barrier to the perceived unhygienic

state of the product is declining. (Charnley et al., 2022)

Another barrier identified in previous research for purchasing second-hand fashion was
the limited choice of products and styles in second-hand fashion stores. In a study
conducted with UK consumers, nearly a third of the respondents named “absent or
unfashionable style” being one of the barriers preventing them from shopping second-
hand fashion. (Hur, 2020) This barrier might be decreased in online shopping, as the
selection of clothes is bigger. The bigger selection of clothes in second-hand fashion online
stores was brought out in a consumer study where 69% of the consumers stated that in
online stores the selection is bigger and the ability to find specific items is easier.

(Charnley et al., 2022) The perceived lack of fashionable styles in second-hand fashion
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stores can be linked also to social risk perceived by consumers, which was identified as a
significant barrier by the systematic literature review about collaborative consumption in
the fashion industry. It was found that in the case consumers face embarrassment in their
social circle for purchasing second-hand fashion, it creates a significant barrier to

purchasing. (Arrigo, 2021)

Lack of trust in the process of buying second-hand fashion has been identified as another
barrier and bottleneck for purchase. Lack of trust is closely linked also to the lack of
transparency in the pricing of second-hand fashion items, but often lack of trust in the
second-hand fashion purchasing process is linked to the lack of product information. In
a study conducted on 1,200 consumers, the lack of trust is projected generally towards
the individual seller or the second-hand fashion platform, towards pricing, and about the
originality of fashion items (e.g. is the item fake or real). The lack of trust is found to be
higher in online settings than in offline stores. (Charnley et al., 2022) Whereas a lack of
trust towards second-hand fashion platforms or services can act as a barrier to purchasing
second-hand fashion overall, a lack of trust for pricing or product information can be a
barrier or a bottleneck in the purchasing process. As a bottleneck, lack of trust can be seen
to be linked also to the perception of the quality of the clothing via the lack of trust in the
product information. In previous research, it is stated that consumers worry about the
performance/quality risk associated with the quality of the purchased item, and this is
significantly increased in online platforms where consumers are not able to see or touch

the items. (Arrigo, 2021)

Inconvenience, e.g. inability to find items, time used for searching, and accessibility of the
products, in the purchasing process is one of the biggest bottlenecks in purchasing
second-hand fashion. According to a significant study done on 15,000 consumers across
Europe, the Americas, and Asia Pacific, it was found that inconvenience is the main
bottleneck for consumers to take part in the entire collaborative consumption in the
fashion industry (e.g. renting, reselling, or swapping) (ING Economics Department,
2020). In second-hand fashion, the requirement of the time used to find products that fit
one's style, size, and other preferences is seen as one of the biggest inconvenience

bottlenecks. In a study conducted on UK consumers, the lack of accessibility or personal
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time for second-hand shopping was named by the respondents as a big bottleneck. Some
of the respondents mentioned that they don’t have a negative association with second-
hand clothes, but the reason why they don’t shop for clothes second-hand is the reason
that it often takes more time. (Hur, 2020) Inconvenience in the shopping experience is
stated also as the main bottleneck for purchase by organizations and companies operating
in the second-hand fashion field. Online-based second-hand fashion solutions are seen as
a significant format in overcoming the bottlenecks relating to inconvenience. (Charnley
et al., 2022) The inconvenience of buying second-hand fashion can also diminish
consumer’s sustainability motivations for purchasing second-hand fashion. The
phenomenon of having a motivation for sustainable consumption, but at the moment of
purchase choosing against sustainability motivations is known as the “green gap” or
“attitude-behavior gap” phenomenon (Young et al., 2010). In the case of second-hand
fashion shopping being inconvenient, time-intensive, and inaccessible, consumers might

abandon their sustainability motivation.

2.2 Fashion resale e-commerce industry

Whereas the previous chapters have looked at the entire second-hand fashion industry
operating in online and offline channels, this chapter will look specifically at the online
space of second-hand fashion, and then narrow it down to the fashion resale e-commerce
industry. The entire second-hand fashion e-commerce industry consists of different
players such as P2P platforms, managed marketplaces, brand resale sites, individual
vintage stores as well as online charity shops. Out of these players, all others except online

charity shops can be categorized as fashion resale.

Fashion resale e-commerce has been growing steadily in recent years and is estimated to
maintain the growth speed. When looking at the overall fashion resale space, online
fashion resale has gained much greater growth than physical fashion resale stores (Evans
et al., 2022). In 2023, the online fashion resale sector saw a growth of 23%, and it is
estimated to cover half of all fashion resale by the year 2025 (ThredUP, 2024b). The

growth of online resale has been impacted by the consumers’ changed shopping behaviors

16



and the impact of COVID-19 driving sales to online channels, but mainly it is due to the
shopping behaviors of Gen Z and millennial shoppers, who are the driving force behind
the growth of the second-hand fashion industry. Gen Z and millennial shoppers
increasingly choose to buy second-hand fashion from online platforms. (N. (Lauren) Kim
et al., 2021) Out of Gen Z and millennial shoppers, 45% favor purchasing second-hand
fashion from online channels, and 63% of all consumers who purchased second-hand
fashion in 2023, made their purchase through online channels (ThredUP, 2024b). These
changes in consumer purchasing behavior predict the continuous growth of the fashion

resale e-commerce industry.

2.2.1 Structure of second-hand fashion e-commerce industry

This chapter will paint an overview of the entire online space of second-hand fashion e-
commerce, including the different types of players, ways of purchasing, and unique traffic
drivers for the industry. The structure of the second-hand fashion e-commerce industry
is visualized in Figure 3. The players in the second-hand fashion e-commerce industry
can be divided roughly into five different categories: 1) P2P marketplaces, 2) Managed
marketplaces, 3) Brand Resale shops, 4) Individual vintage/second-hand stores, and 5)
Online charity shops. Whereas most of the players operating in the e-commerce space are
labeled as fashion resale, there are also some online charity shops in the online space that

are labeled as thrift stores and/or non-profits.

Many peer-to-peer marketplaces have grown steadily from their founding in the early
2000s and 2010s. Currently, the biggest players in Europe and the US include for example
Vinted, Vestiaire Collective, Depop, eBay, and Poshmark (Depop, 2024; Poshmark, 2024;
Vestiaire Collective, 2024; Vinted, 2024). In addition, smaller and local players have
succeeded in entering the market as well. Examples in the Nordics of these are for
example Norwegian Tise and Finnish Zadaa (Tise, 2024; Zadaa, 2024). In addition to
peer-to-peer marketplaces meant specifically for second-hand fashion, general peer-to-

peer marketplaces have also snatched up part of the online fashion resale industry.
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General marketplaces for second-hand products are often local for different countries,

such as Tori in Finland and Tradera in Sweden (Tori, 2024; Tradera, 2024)

The first major managed marketplaces were established in the US in the 2010s, including
ThredUP (founded in 2009) for everyday fashion and The RealReal (founded in 2011) for
luxury fashion (The RealReal, 2024; ThredUP, 2024a). Sellpy, a marketplace selling a
wide variety of fashion, has been one of the recent additions to the European market of
managed marketplaces (Sellpy, 2024). In addition, smaller players have been entering
and leaving the market frequently. Currently, some of the smaller players in the field
include Sign of the Times (UK), HEWI (UK), and Rebelle (Germany), all focusing on high-
end/luxury fashion (HEWI, 2024; Rebelle, 2024; Sign of the times, 2024).

Branded resale, meaning resale platforms managed and operated by the fashion brands
themselves, has been growing in past years. In 2021 there were 36 brands with resale
shops, whereas in 2023 that number had risen to 163. (ThredUP, 2024b) In Europe,
significant players such as Zara and Zalando have launched their fashion resale shops in
previous years, in addition to numerous smaller players such as Marimekko in Finland
and Filippa K in Sweden (Filippa K, 2024; Marimekko, 2024; Zalando, 2024a; Zara,
2024b). Brand resale stores operate typically as peer-to-peer platforms that are integrated
into the brand’s website. The rise of brands entering the resale market has been expedited
by players such as Archive, who develop a technical solution for brands to easily integrate

a P2P fashion resale platform under their site. (Archive, 2024)

The space of online fashion resale has also seen growth in individual vintage and second-
hand fashion stores in recent years. These players are typically small business owners who
have been able to enter the online space due to the development of webshop tools, such
as Shopify, WooCommerce, and Squarespace E-commerce (Dushnitsky & Stroube, 2021;

Shopify, 2024b; Squarespace, 2024; WooCommerce, 2024).

Some charity shops, which have been a traditional part of second-hand fashion offline
space, have also recently entered the online space. In 2022, Goodwill, a non-profit

organization running over 3,000 thrift stores in the US, launched their online venture
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(D’Innocenzio, 2022). For example, in Finland, one of the biggest charity shops, SPR

Kontti, launched its online thrift store in 2021 (SPR, 2021).

In addition to a diverse selection of different store types, the ways of purchasing are
becoming more diverse in second-hand fashion e-commerce. Along with the typical way
of purchasing products through an online store or an app-based store, consumers are
purchasing second-hand fashion through social media and livestreams. Of the consumers
who prefer shopping second-hand fashion online, 23% prefer buying through social

media, and 18% through livestream shopping. (ThredUP, 2024b)

As the online fashion resale landscape has developed and matured, new third-party
business models have also been established to drive traffic to the existing stores and
marketplaces (Hall, 2022). Whereas some of the common traffic drivers and marketing
tactics for e-commerce players are paid and organic content marketing, search engines,
and affiliate programs, recently aggregator players have entered the online second-hand
fashion industry, creating a new traffic driver for existing players yet also a new business
model for the industry (Hall, 2022; Shopify, 2024a). Aggregator sites, websites that
gather products from multiple different brands and stores under one interface, are
common in typical fashion e-commerce space, including for example Lyst and ShopStyle
(Lyst, 2024; ShopStyle, 2024). Beni (US), and Faircado (Germany) are some of the first
second-hand fashion aggregator sites, helping consumers to find fashion items they are
looking for second-hand, and at the same time creating a new third-party business model

in the field of fashion resale e-commerce (Beni, 2024; Faircado, 2024; Hall, 2022).
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Figure 3: Visualization of the second-hand fashion e-commerce industry, the different players in the

industry, main traffic drivers, and ways of purchasing. Green bubbles represent industry players, and

yellow bubbles tools for driving traffic and purchasing.

2.2.2 Challenges in fashion resale e-commerce

Whereas the online space presents multiple competitive advantages, such as an

exponentially grown reach of customer base, operating in the e-commerce space brings

also multiple challenges (Keenan, 2024). This chapter looks at the different challenges

present especially for fashion resale e-commerce. The research will be drawn mostly from

typical fashion e-commerce, as most of the factors and challenges present there are also

present for fashion resale e-commerce, and as the research for specifically fashion resale
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e-commerce is still limited. In addition, specific challenges that are unique to fashion

resale e-commerce will be elaborated.

Customer experience and product presentation

Customer experience and product presentation are challenges that are present for the
entire e-commerce industry, yet this is especially highlighted in fashion e-commerce due
to thelack of sensory experience (Boardman & McCormick, 2019; Keenan, 2024). Fashion
e-commerce struggles to bring the same customer experience for the customers that they
face in physical stores. It is still argued that online stores lose customer volume to
traditional physical stores as many customers still prefer to see and touch the item in a
physical environment. (Wen et al., 2019) In this sense, online stores are still facing
challenges in creating a unique customer experience that would be comparable to offline
retail. This can be seen in recent trends and developments in fashion e-commerce, where
new, more immersive experiences have been tried to create for example with increasing
amounts of shoppable videos and social commerce, metaverse experiences, and curated
styling (Business of Fashion, 2024; Intelistyle, 2024; Marimekko, 2022). In an e-
commerce setting customer experience relies heavily on the user interface, which
highlights the website’s technical foundation and UX/UI design as big factors influencing
the customer experience (Conductor & Deepcrawl, 2022). The lack of sensory experience
in fashion e-commerce makes successful communication of product attributes through
product presentation also a challenge. In fashion e-commerce, product presentation is a
highly important factor impacting consumers' decisions in buying the product (Boardman
& McCormick, 2019). To create a desired positive impact on consumers’ buying decisions,
the store should feature both visual and verbal product information (M. Kim, 2019).
Visual product presentation can quickly increase in price the more professional and
inspirational product photos the retailer aspires to have. Industry professionals estimate
that professionally shot product photos range from tens to hundreds of dollars per photo
(Sukhenko, 2022). Since fashion products are experiential, often requiring sensory
exploration to understand their feel and fit, photographing them poses unique challenges
in effectively conveying these qualities through photos, compared to other e-commerce
sectors (Drapers, 2013; Ha et al., 2007). In fashion resale e-commerce this challenge is

compounded due to challenges in the business model structure. A fundamental challenge
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for fashion resale is business model profitability, but it is even more highlighted in fashion
resale e-commerce. Compared to physical stores, in online stores, the business model
viability presents a bigger challenge for online players due to challenges and high costs in
creating product listings and meeting customer expectations in terms of supply,
availability, and item condition (Syte, 2021). The challenges in business model
profitability translate directly into product presentation and the high cost of it.
Generating high-quality product presentations and item listings in fashion resale has
multiple challenges, yet they differ according to the type of fashion resale platform. In
fashion resale managed marketplaces, the challenges include for example the high cost of
product presentation and the low quality of product photos, whereas in P2P fashion resale
platforms the challenges are more in the consistency of product presentation quality and
the low quality of product photos (Korvenranta, 2023; Parisi, 2023b). The fundamental
challenges in the fashion resale e-commerce business model and its impacts on product

presentation are discussed further in Chapter 2.2.3.

Returns

The logistical and profit-eating challenge of returns is another challenge that is present
for the entire e-commerce industry, but it is highlighted in fashion e-commerce. The
fashion e-commerce sector has an estimated return rate as high as 50%, whereas for
clothes purchased in-store the return rates stand approximately at 10% (Bertram & Chi,
2018; Stocker et al., 2021). High return rates have been taken as an integrated part of the
fashion e-commerce business. Previous literature often accepts returns as a constant
fashion e-commerce factor and focuses on finding ways to decrease the overall return
percentages through product presentation and customer experience. (Stocker et al., 2021)
In fashion e-commerce returns, the main reason for returning a product is its fit (He et
al., 2020). This also supports the fact that the most impact in decreasing return
percentages for fashion e-commerce players is made by focusing on better product
presentation. In fashion resale e-commerce returns present a similar challenge, but it is
more multidimensional. Whereas in P2P fashion resale platforms returns are often not
seen as necessary due to the sales transactions happening between consumers, for many
B2C stores and platforms, returns must be implemented, either by the law or by customer

demand (European Union, 2024; Lee & Rhee, 2018; Vestiaire Collective, 2024; Vinted,

22



2024). For example, inside the EU, regulation demands this. Fashion resale e-commerce
players inside the European Union are required to have a 14-day return policy
implemented (European Union, 2024). In addition to this, previous research highlights
the importance of allowing returns for consumers also in fashion resale e-commerce.
According to a simulation study, it was found that fashion resale players should offer full
returns for their customers to positively impact purchasing decisions. The study also
highlighted that in the resale market, consumers make purchasing decisions without
complete information about the product. Allowing returns can ease customer’s
purchasing decisions positively. (Lee & Rhee, 2018) Although implementing returns
would allow fashion resale e-commerce players to enter regulated markets, such as the
EU, or increase the number of purchases, with already challenging profit models,
implementing returns can significantly and negatively impact the fashion resale e-

commerce player’s profitability.

Quality control of products

Quality control for products is a clear challenge in the fashion resale market. Quality
control is a challenge also in typical fashion e-commerce for example for low-priced
products sold by fast fashion and ultra-fast fashion players who need to sacrifice quality
to maintain low prices, but the nature of the challenge is different (Business of Fashion
and McKinsey&Company, 2023). In fashion resale, the quality of products differs
uniquely by each product, yet also the quality of the user experience can differ. As
discussed in Chapter 2.1.3, one of the barriers to buying second-hand fashion for
consumers is the lack of information about the quality of the product. Although, according
to previous studies it has been found that consumers are more confident purchasing
fashion products from B2C players, as they believe products have gone through more
strict quality checks than in P2P platforms (Arrigo, 2021). Previous research has
suggested that for some brands this differing quality in products and the shopping
experience can be a challenge to enter the space (Tan et al., 2022). A big factor in quality
control for products sold in fashion resale is the authentication process, which is crucial,
especially for high-end or luxury pieces. The challenge in product authentication is
growing at the same speed as the amount of supply in fashion resale, and therefore

existing brands are investing more and more in combating this challenge. Resale
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platforms selling medium- to high-end fashion products, such as The RealReal, Vestiaire
Collective, and StockX, utilize human authenticators in addition to technology such as

RFID tags and artificial intelligence. (Parisi, 2023a)

Supply and product availability

Another unique challenge for fashion resale e-commerce is the lack of constancy in the
supply and availability of products. For consumers, this is a clear bottleneck for
purchasing, as discussed in Chapter 2.1.3. Limited supply in fashion resale e-commerce
stores makes it difficult for consumers to find products in their size and preferred style
(Arrigo, 2021). For fashion resale players, the inability to control the supply of products
is a continuous challenge. The inventory of fashion resale players is entirely connected to
products consumers are willing to sell or give away. (Parisi, 2023b) In a study of the
second-hand fashion clothing industry’s business models, it was also highlighted that the
fashion resale business is highly reliant on the business of selling novel clothes to receive
clothes to sell in the second-hand fashion industry (Persson & Hinton, 2023). Supply is
currently seen as one of the biggest challenges in fashion resale (Parisi, 2023b). Brands
entering the resale space have tried to mitigate this problem by making changes in the
fundamental logistics model in fashion resale. In 2023, the US-based brand Ulla
Johnsson introduced a resale initiative that allowed customers to request specific items
from past collections. The brand then contacted previous purchasers of these items to see
if they were willing to sell them. (Parisi, 2022; Ulla Johnson, 2024) Another US-based
premium fashion brand, Doéen, launched 2022 its fashion resale initiative in flash sale
style. To avoid disappointment for consumers coming to the resale section and seeing
only a few items in the inventory, they keep their resale section open only occasionally
when they have been able to source enough resale items. (Parisi, 2022) In addition to the
amount of supply available for fashion resale players, the fundamental challenge for
fashion resale is the reverse supply chain which adds complexity in terms of sourcing,

sorting, and selling the fashion products (Arrigo, 2021; Beh et al., 2016).

Product pricing
Product pricing has long been a pain point for fashion resale. Factors impacting the price

of a fashion product include for example the original price, quality, rareness of the item,
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the demand for the precise item, the storytelling, and the marketing. (Schulz, 2024b)
According to a study featuring interviews with consumers and organizations operating in
fashion resale, lack of transparency in pricing is a significant barrier to consumers buying
decisions in fashion resale. Consumers often find assessing the value of a fashion resale
product difficult due to unclear pricing strategies, and therefore they lack trust in fashion
resale players in terms of pricing the items correctly. The study also indicated that the
fashion resale online space was less transparent than the offline space. According to the
study, 34% of respondents felt that in-store pricing was more transparent, whereas 23%
felt online pricing was more transparent. (Charnley et al., 2022) This highlights the
challenge in adequate pricing especially for the fashion resale e-commerce players.
Technological solutions are coming to the market to ease fashion resale players in pricing
and give consumers more understanding of the price structure. A study interviewing
fashion resale players highlighted technological solutions by the players which enabled
consumers to see the product market value and the past transaction prices of an item.
(Charnley et al., 2022) This transparency in pricing and especially past price information
for the consumer might be expedited inside the EU as soon as the new concept of the
Digital Product Passport (DPP) is implemented (Sitra, 2024). In addition to improving
the transparency of the pricing for the consumer, fashion resale e-commerce is utilizing
different technological strategies also to overall ease the process and number of resources
used for the pricing of the items. Many bigger platforms, such as US-based The RealReal,

utilize AI-powered pricing. (Chen, 2022)

2.2.3 Challenges in the fashion resale e-commerce business models

This chapter looks at the fundamental challenges in the fashion resale e-commerce
business models. As briefly discussed in the previous chapter, the challenges in fashion
resale e-commerce business models bring a compound effect to many of the other
challenges faced by the industry players. This chapter will inspect only the challenges
present in fashion resale managed marketplaces business models and will not focus on
business model challenges in brand resale platforms or fashion resale P2P marketplaces.

In P2P marketplaces, the fundamental operations and therefore the business model is
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significantly different from managed marketplaces. In P2P marketplaces the business
models rely on small commissions from the sales happening on the platform, and other
revenue sources common for platform providers, such as partnerships and customer data
utilization. The sale commission paid by the buyer/seller on a P2P platform typically is in
response to utilizing the audience of the marketplace and guarantee for the money
transaction (Vestiaire Collective, 2024; Vinted, 2024). In managed marketplaces, where
the business handles the entire logistics process for the fashion items, the business model
relies heavily on larger commissions from the sales of the fashion items. In managed
marketplaces, the sale commission paid by the seller includes typically the full process of
selling the fashion item. (Sellpy, 2024; The RealReal, 2024; ThredUP, 2024a) These
different business models were inspected in more detail in Chapter 2.1. In this chapter the
focus will be on the business model challenges for managed marketplaces, and how the

challenges impact especially the state of product presentation.

Challenges in the fashion resale business models for managed marketplaces are
multidimensional such as logistical complexities, inventory variability, and purely the low
profits of the sales, which impact the effectiveness and long-term sustainability of the
resale model (Chen, 2022; Parisi, 2023b). The biggest issue in fashion resale is margins,
as the margin structure of resale is inherently different. In resale, there is no mass
production of products, so there is no ability to receive benefits with unit economics. The
cost of each sale is high, which means that the profit in each sale needs to be high. (Parisi,
2023b) In the industry, the struggle with margins is visible in the amount of fashion resale
managed marketplaces that are struggling to reach profitability. ThredUP, a US-based
managed marketplace for fashion resale, was founded in 2009 and still hasn't reached
profitability. The RealReal, another US-based managed marketplace focusing on high-
end fashion resale, was founded in 2011 and is similarly still struggling to reach
profitability. (Chen, 2022) Both of the companies went public in 2019 and have seen
double-digit percentage sales growth since, yet both still reported losses at the end of
2022 (Chen, 2022; The RealReal, 2022; ThredUP, 2022b). These examples highlight the
difficulty of scaling managed marketplace fashion resale business models due to low
margins and the inability to utilize unit economics. The challenges in the business model

can be further proved by looking at the amount of fashion brands releasing their resale
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initiatives, and in a few years either closing them down or adjusting the business model
tremendously. NA-KD, a Swedish fast fashion e-commerce player, is one example of a
traditional novel clothes seller who tested their resale platform but eventually shut it
down as they didn’t see a future for the business model (NA-KD, 2023; Persson & Hinton,
2023). Reformation, a US-based middle-priced fashion brand, started its resale initiative
in 2015, but today the focus is only on fully recycling the materials sent by customers
instead of reselling the pieces (Reformation, 2024). A study on second-hand clothing
industry business models and profits highlighted the difficulty of profitability in fashion
resale; in the study, the representative of NA-KD stated that it is the lack of profitability
generated from selling second-hand fashion that prevents them from changing their
business model in volume from selling novel clothes to selling second-hand fashion
(Persson & Hinton, 2023). Recently, it has been argued in the industry that to reach
profitability as a managed marketplace for fashion resale, the focus should be narrow and
deep. Industry indicates that players who are focusing on niche luxury areas are most
likely to reach profitability quickly. (Kestenbaum, 2024) An example of a highly focused
managed marketplace for fashion resale is Fashionphile. Fashionphile, a US-based
marketplace for reselling luxury handbags, reached revenue of $400 million in 2021 and

has been profitable already since its launch in 1999. (Schulz, 2024a)

The challenges in profit structure can be seen directly impacting the state of product
presentation in fashion resale. Creating product listings, including photographing the
product, is a timely and costly process, as discussed in the previous chapter. As in fashion
resale each product is sold as a separate stock-keeping unit (SKU), each product needs to
be uniquely listed and photographed, preventing the benefit of unit economics. This is
one of the biggest factors impacting the low profits in fashion resale e-commerce. (Parisi,
2023b) In traditional fashion e-commerce, a retailer would post a product with photos
and product descriptions on the website. The products are shipped in bulk from the
manufacturer to warehouses and stores, and the product is in agreed condition and
packaged in identical packaging. In case a new style or size is added to the product or for
example the price of the product changes, the pre-existing product listing would need to
be only slightly edited, and a new bulk of the product could be sold through the website

to consumers. When those clothes are in the future resold by second-hand platforms, the
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products need to be treated as unique. For example, at The RealReal, each product is
authenticated, priced, photographed, and listed on its listing page. (Chen, 2022) Whereas
traditional fashion e-commerce brands might spend up to thousands of euros on a single
e-commerce product photography (Sukhenko, 2022), the sales of the product are more
likely to stay profitable as the company sells anywhere between tens to thousands of
pieces of the same product. When it comes to companies selling second-hand fashion, it
is most often, if not exceptionally, that the brands sell only one single piece of each
clothing item. The amount that is spent on photographing the product, is directly and in

total, away from the profit the company makes from the sale of the product.

2.3 Product presentation in fashion e-commerce

While e-commerce is continuously growing at a fast pace, the challenges faced by the
industry are visible in the industry’s high return percentages, and significantly lower
conversion rates when compared to physical stores. The e-commerce customer
experience is not meeting the customer expectations on the level of offline retail. Product
presentation, including for example product images, descriptions, reviews, and site
interactivity, in e-commerce has improved, but it is still lacking when compared to offline
retail. (M. Kim, 2019) This lack of sufficient and informative product presentation
impacts especially the fashion e-commerce space, where understanding the product
typically relies on sensory experience, meaning touching or seeing the product (Song &
Kim, 2012). This lack of sensory experience in fashion e-commerce and the inability to
truly replace the lack of it with product presentation has translated for example into very
high return percentages. Fashion e-commerce returns are estimated to range from 30%
to as high as 50%, compared to returns in general e-commerce being at 16,6% based on
2021 data in the US market (Shopify, 2022; Statista, 2022). This makes product

presentation a key challenge for the fashion e-commerce industry.
This chapter will look at product presentation impact and elements in typical fashion e-

commerce, as well as the process of creating product presentations. The previous research

utilized in this chapter focuses on typical fashion resale e-commerce. This is done because
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in terms of product presentation impact and elements typical fashion e-commerce and
fashion resale e-commerce are very alike, although there is much more research done in
the field of typical fashion e-commerce. In the following chapter, the focus will be
specifically on the product presentation impact and unique elements in fashion resale e-

commerce.

2.3.1 The impact of product presentation in fashion e-commerce

Based on the theory of consumer behavior, the knowledge a consumer has about a product
plays a key part in the purchasing decision (Rachmawati, 2018). The way a fashion
product is presented on the e-commerce site has a great impact on the consumer’s
decision-making process, and if the consumer is given reliable, useful, and comprehensive
product information, it affects the consumer’s purchase decision positively (Boardman &
McCormick, 2019; Purwaningtyas & Rahadi, 2021). This is why the quality and amount
of product information can be seen as extremely important in online purchasing. Further
on, online shopping’s intangible nature, e.g. inability to touch or try on the product, is
especially challenging for fashion e-commerce, as it relies heavily on sensory experience.
This is why in fashion e-commerce, the amount and the quality of product information
are highlighted. In a successful scenario, high-quality and diverse product information is
used to form mental imagery in the customer’s mind, which replaces the missing sensory
experience. (Song & Kim, 2012) Giving detailed product information also allows the
customer to make more informed purchasing decisions (M. Kim & Lennon, 2008), which
can be seen positively impacting return rates and customer satisfaction. In addition to
understanding the product attributes, the perceived product quality is also seen as an
important factor for consumers to make their buying decisions in fashion e-commerce.
Perceived product quality relies highly on the information the consumer has available
about the product. By providing relevant and helpful information, such as information
about the quality and material, the brand can positively impact consumer’s perceived
product quality and help them make a purchase decision. (Purwaningtyas & Rahadi,

2021)
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In fashion e-commerce both visual, e.g. photos and videos, and verbal, e.g. text and charts,
product information has been proven to be essential, and seen together as the most
effective way to increase the amount of customer’s perceived information about the
product (M. Kim, 2019; Song & Kim, 2012). However, multiple studies agree that for
fashion e-commerce, visual product presentation is still the most important form of

product presentation (M. Kim & Lennon, 2008; Yoo & Kim, 2014).

2.3.2 Visual product presentation in fashion e-commerce

The importance of visual product presentation has been confirmed through multiple
studies and consumer interviews, and it can also be seen in the growth of the product
photographing market size. Multiple studies have seen visual product presentation, for
example through photos, as one of the most important components to present the
product, communicate the product attributes and therefore impact positively the e-
commerce customer experience and customer’s intention to buy (Maier & Dost, 2018;
Wang & Ding, 2022; Yoo & Kim, 2014). In consumer studies and questionnaires, most
consumers favor visual product presentation over other ways. In a survey conducted by
Etsy, a large US-based e-commerce site for handmade and vintage goods, 90% of buyers
stated that the quality of photos is “extremely important” or “very important” for making
a purchasing decision (Etsy, 2022). Based on a survey of 1,372 US consumers shopping
online, nearly 90% of the respondents stated that clear product images were the most
important factor impacting an online shopping experience (Marketing Charts, 2018).
When looking at the factors impacting the final purchasing decision for consumers, e-
commerce users select multimedia product presentation as the key factor impacting the
decision (Manvi & Venkataram, 2005). The importance of visual product presentation in
e-commerce can be also seen in the growth of the e-commerce product photography
market. In 2021, the e-commerce product photography market size was valued at $129
million, and it was forecasted to grow to $275 million by 2028 (MarketResearch.com,

2022).

The following chapters will look at the different ways visual product presentation is done

in fashion e-commerce and in the light of the previous research, bring out the most
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important components to achieve efficient and informative visual product presentation
in fashion e-commerce. The chapters will address topics such as presenting the fashion
product on a model, giving a multidimensional view of the product through
photos/videos, having a large image size paired with a zoom function, and using visual
product presentation to give the customer mental imagery of how and where to use the

product.

2.3.2.1 Presenting the product on a model

Previous studies have concluded that photographing fashion products with a model is an
important part of product presentation in fashion e-commerce (e.g. Boardman &
McCormick, 2019; Kim & Lennon, 2008). Previous studies have concluded that photos of
models spark more positive emotions and more interest in customers, as well as giving
the customer a better understanding of the product attributes. However, there have also
been studies that acknowledge that whereas photos with models might help the customer
to understand the product attributes better, they might not have a positive impact directly
on the consumer’s purchasing decision or overall sales. (Kim & Lennon, 2008; Boardman

& McCormick, 2019; Xia et al., 2020)

According to a qualitative, eye-tracking study of fashion product presentation’s impact on
consumer decision-making, it was found that the most attention was captivated by
pictures of models. Captivating attention was seen by the study as extremely important,
as it translated directly into the customer’s decision-making in terms of how they viewed
the products, did they add the product to their shopping cart, and how they viewed the
overall shopping process. In addition to captivating the initial interest of the customer,
the study found that the participants spent significantly longer time viewing the products
that had images with models versus mannequin images. (Boardman & McCormick, 2019)
Increased interest and customer’s captivated attention with photos of models have been
also supported by other previous studies. Kim & Lennon (2008) proved in their study that
showcasing fashion products on models instead of flat lay sparked overall more positive

emotions in customers. In addition to captivating attention and creating positive
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emotions, previous studies and commentary from industry professionals have pointed out
that showcasing products on models helps the customer to understand the fit and
measurements, fabric, and overall style of the clothing better. European fashion e-
commerce giant, Zalando, has stated that when a clothing item is pictured on top of a
model, the viewer can for example tell more easily what the material of the product will
feel like and how the material will set when worn (Styleshoots, 2022). This better
understanding of the product creates better mental imagery for the consumer (Song &
Kim, 2012). A study done on Chinese consumers also found that presenting fashion
products on models makes it easier for the consumer to understand the size and style of
the clothing. However, the study didn’t find a correlation between increased sales and
presenting fashion products on models. (Xia et al., 2020) This would suggest that whereas
photographing fashion products on models in fashion e-commerce has an important role
in captivating the customer’s attention, other factors might have a significant impact on
the final purchasing decision. This perspective is supported by studies highlighting the
need for different kinds of visual and verbal product information in fashion e-commerce

product presentations (Kim, 2019; Song & Kim, 2012).

2.3.2.2 Multidimensional view of the product

In the light of previous research, a common view is shared by different studies that the
more multidimensional view is given of the fashion product, the better understanding the
customer will have of the product and the more confident they will be in making a
purchasing decision. Different studies showcase that the number of different angles, also
known as the number of views, the product is photographed from, increases the
customer’s ability to form a better picture in their head about the product, and the
retailer’s opportunity to sell the product. (Boardman & McCormick, 2019; Gill & Vignali,
2020; J. Park et al., 2009; Song & Kim, 2012) According to a study on US students who
were familiar with online shopping, found that the number of different angles of the
product enabled the customer to form a three-dimensional picture of the product in their
mind (Song & Kim, 2012). When a customer has a more detailed picture of the product in

their head, it naturally impacts positively on their purchasing decision. The increase in
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retailer’s opportunity to sell a product when displaying it from multiple different angles
was also suggested in a study featuring UK and Pakistan-based fashion e-commerce
companies (Gill & Vignali, 2020). These findings are supported also by an eye-tracking
study of fashion product presentation’s impact on consumer decision-making. The study
found that the more images the user had about the product - model image, mannequin
image, view of the back of the garment, close-up material photo, zoom function, and
product video - the more confident the user felt about understanding what the product
looks like, and therefore more confident in making a purchasing decision. (Boardman &
McCormick, 2019) Similar results have been received also when studying the impact of a
product rotation feature in fashion e-commerce. In the product rotation view, a 360-
degree view of a product is presented, and the customer can see the product from all
directions. A study on the relationship between shopping characteristics and body types
supports the other studies with the results on presenting a product rotation feature
increasing the perceived amount of product information for the consumer, and therefore
allowing the consumer to make the purchasing decision with more confidence. (Park et
al., 2009) A 360-degree view of a product can also be presented on a video and findings
about presenting fashion products on video support the overall thesis. An eye-tracking
study on consumer decision-making mentioned earlier also found that product videos can
bring a lot of help to understanding the fit of the clothing, how the clothing fits when the
wearer walks, and the movement of the fabric. This suggests that in a similar way to
multidimensional views of the product through images, a video can bring the same
confidence to the customer in making the final purchasing decision. (Boardman &

McCormick, 2019)

2.3.2.3 Large image size and zoom function

For the customer to get an understanding of the fashion product’s details such as the
material, fabric print, buttons, and other details, it was found by multiple different studies
that combining large image sizes and zoom function was the ideal way to do this
(Boardman & McCormick, 2019; Cases, 2002; M. Kim, 2019; Song & Kim, 2012). Large

images with the zoom function were also compared to having multiple detailed photos of
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the product, and here as well it was found that large image size combined with the zoom
function was more informative (Boardman & McCormick, 2019). According to a study on
US students who were familiar with online shopping, large picture sizes allowed the
customer to gain more information about the product before purchase, as they could see
the details of the product better with large image sizes (Song & Kim, 2012). The
importance of large image size and zoom function has been highlighted also by the fashion
giant Zalando to give the customer more detailed information about the product, such as
detailed information about the material, color, print, and other details of the product
(Styleshoots, 2022). It was also found in a study on risk-reduction strategies in e-
commerce shopping, that the zoom function improves the customer’s ability to picture
the product in real life (Cases, 2002). Another study conducted in the US for young
women who are frequent online shoppers came to the same conclusion: large and quality
photos in e-commerce had a positive impact on consumers' purchasing decisions as they
can visualize the products better in their heads with large product photos (M. Kim, 2019).
Instead of a large product photo and zoom function, retailers also have the option to take
multiple detail shots of the product. However, a study on how consumer decision-making
is impacted by product presentation found that when comparing the importance of close-
up photos of details and the zoom function, the zoom function was found more important
and useful. The study found that the zoom function was seen as the third most important
function to capture the attention of the consumer, right after pictures of models and

pictures of mannequins. (Boardman & McCormick, 2019)

2.3.2.4 More complex images and styling tips

Whereas in previous chapters the focus has been on communicating the product details
through high-quality visuals, visual presentation can also be used to create mental
imagery for the customer of how and where to use the product. This kind of visual product
presentation often aims to paint a certain lifestyle a customer will receive when buying
the product, which is a common marketing tactic in the fashion industry (Taylor, 2012).
The previous studies suggest that the experiential value experienced by the customer, and

the mental imagery they can create, is improved when products are photographed in a
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realistic scenario, e.g. a scenario where the certain product could be used in real life
(Jeong et al., 2009; Yoo & Kim, 2014). In a study about the role of experiential value in
online shopping, it was found that more complex and visual imagery, e.g. a model wearing
the product in a realistic setting, gave the viewer higher experiential value than a basic
image, e.g. product pictured in front of a plain backdrop. This was due to more complex
imagery reviving emotional and cognitive experiences for the user, which ultimately led
to a more engaging shopping experience. (Jeong et al., 2009) In a study conducted for US
college women who were frequent online shoppers, the use of relevant consumption
backgrounds over solid backdrops was highlighted to improve the customer experience.
The study highlighted that especially in fashion e-commerce, where the sensory
experience of clothing is extremely important but lacking, the use of relevant backgrounds
in product photos can improve customers’ ability to create mental imagery of the product,
and therefore improve the customer experience significantly. (Yoo & Kim, 2014) In
addition, more detailed and complex product photos can be used to give the customer
ideas on how to wear and style the product. For example, Zalando uses product photos
and videos to give the consumer styling ideas and information to support a successful

purchasing process (Zalando, 2024b).

2.3.3 Verbal product presentation in fashion e-commerce

Whereas visual product presentation is seen in fashion e-commerce as the most
important way to present the product, it has been proven through multiple studies that
both visual (photos, videos) and verbal (text) product information are essential in
improving the shopping experience (M. Kim & Lennon, 2008; Song & Kim, 2012; Yoo &
Kim, 2012; Kim, 2019). Verbal product information can be also seen as an important
factor impacting a consumer’s final purchasing decision. This perspective was discussed
in the previous chapter where a large study didn’t find a correlation between visual
product presentation on a model and increased purchasing behavior (Xia et al., 2020).
Whereas visual product presentation might be the most important way to capture a

consumer’s attention, verbal product information might be the most important way to
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secure the final purchasing decision. Verbal product presentation is a wide topic and can

include multiple different kinds of information that are communicated to the customer.

The following chapters will discuss the different ways verbal product presentation is used
in fashion e-commerce, what is being communicated with different types of verbal
product presentation, and how it impacts the shopping experience. First, the impact of
product descriptions relating to product attributes and product use will be discussed, and
then the impact of verbal product information in terms of communicating the fit and

measurements of the clothing item will be addressed.

2.3.3.1 Product descriptions

In fashion e-commerce, product descriptions typically include information about the
product’s attribute details (e.g. color, material, fabric), production information (e.g.
where the product has been produced), care information (e.g. how to wash the product),
and descriptive information about the use and styling (e.g. how and where to wear the
product) (H&M Group, 2024; Zalando, 2024b). Product descriptions also include verbal
information about the product’s measurements and sizing. The verbal information about
the sizing of the clothing will be discussed in more detail in the next chapter. In the light
of previous research, three main reasons for using detailed product descriptions can be
identified: 1) increased information about product attributes and therefore more
confidence in making a purchasing decision, 2) ability to correct misconceptions from
visual product presentation, and 3) creating or strengthening the mental imagery of the

product (Baytar et al., 2020; M. Kim & Lennon, 2008; Yoo & Kim, 2014).

Overall, verbal product information is found to help the consumer to feel more informed
about the product they are purchasing. A study investigating how visual and verbal
product information impacts consumers’ purchase intentions, it was found that verbal
product information increased the amount of information customers had about the
product, and therefore felt more confident in their purchasing decision (Kim & Lennon,

2008). The positive impact of verbal product information has also been suggested by
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other previous studies, such as a study evaluating the impact of augmented reality in
understanding the fit of the garment in online shopping. In this study, it was brought out
that even if augmented reality would be used to allow the customer to understand the fit
of the clothing nearly perfectly, it would still be useful to have verbal information for
example picturing what kind of material the product is made of and does it for example
stretch when worn on. (Baytar et al., 2020) This would further suggest that whereas visual
product presentation is important for fashion e-commerce, verbal product information is
also highly important in finalizing a successful shopping experience. In addition to
increasing the amount of information customers gain, verbal product information can
also help the customer overcome visual misconceptions from the provided multimedia
product information. Using verbal communication can be helpful for example in a
situation where the product photo is not able to capture the precise color or material of
the clothing. With verbal information, the customer can override the visual

misconception of the product. (Baytar et al., 2020)

In addition to practical information, product description can also provide mental imagery
for the customer about the product, or strengthen the mental imagery created first with
the visual product presentation. Descriptive, concrete text for example about the use case
for the product, or text instructions to imagine, can help the customer to better imagine
themselves wearing the product. For example, when selling a swimsuit, this can mean
describing a beach setting and crystal-clear water to help the customer use their existing
mental imagery of a beach location where they could use the swimsuit. (Yoo & Kim, 2014)
Previous studies suggest that the most successful way of creating mental imagery for the
customer is to use visual as well as verbal information in doing so. The impact of visual
and verbal information together to create mental imagery in a customer's mind is
explained by dual coding theory. (Yoo & Kim, 2014) Dual coding theory explains the
connection between verbal and non-verbal systems, and how the non-verbal information
stimulates the verbal system and vice versa (Allan Paivio, 2014). This again highlights the
importance of using product photos and product descriptions together in e-commerce

product presentations.
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2.3.3.2 Measurements and sizing charts

In addition to product descriptions, which aim to communicate product attributes and to
create mental imagery for the customer about the product, communicating the product’s
measurements and sizing details is another way of utilizing verbal product information in
fashion e-commerce (Chrimes et al., 2022). In previous research three different ways for
communicating the fit of the clothing are highlighted: 1) verbal information, e.g.
measurements, 2) visual information, e.g. showcasing the product on different sized
models, and 3) user-generated content about the fit of the clothing (Kim & Lennon 2008;
Chrimes et al., 2022). These means are visible also in fashion e-commerce today, with
brands using more and more user-generated fit reviews in addition to typical verbal
communication of the fit, e.g. measurements and sizing charts, and visual representation
of the clothing, e.g. showing the clothing item on multiple different sized models. In
addition to typical verbal information, e.g. measurements and sizing charts, user-
generated fit reviews are usually also in verbal format. (H&M Group, 2024; Zalando,

2024b)

When looking at past studies about what is seen as a superior way for communicating the
clothing fit in fashion e-commerce, the focus has shifted first from verbal information now
to user-generated fit reviews. In earlier studies of fashion e-commerce, verbal information
was considered a superior way to communicate the fit of a clothing item (Kim & Lennon
2008). This was later surpassed by visual information as the preferred method. However,
the most recent research now highlights that user-generated fit reviews are the most
effective in influencing purchasing decisions (Chrimes et al., 2022). The use of user-
generated fit reviews has been seen especially to positively impact the customer’s final
purchasing decision. A study researching how different ways of communicating the fit of
the clothing item impact the purchasing decision, it was found that whereas presenting
the clothing item on different body types increased customers’ evaluation of the fit, it did
not impact the final purchasing decision. Instead, clothing fit reviews from other
customers had an increased impact on the purchasing decisions. (Chrimes et al, 2022) Fit
and size are the most frequently discussed topics in user-generated content on fashion e-

commerce sites (Mckinney & Shin, 2016).
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This indicates that customers often lack sufficient information about the fit of clothing,
making it a primary concern when shopping online. According to previous research,
understanding the measurements and fit of the clothing is one of the most important
considerations when it comes to deciding on buying a certain garment (Deepti Gupta,
2020). It has also been proven in previous research that the inability to imagine the fit of
a garment impacts negatively the purchasing decision (H. Kim & Damhorst, 2010). This
perspective again supports the thesis presented in the previous chapters, that the visual
presentation of the clothing item plays a big part in captivating the customer’s interest,
but additional verbal information plays a great role in making the final purchasing
decision. In addition to impacting the customer’s purchasing decision, a better
understanding of the fit can impact return rates positively. As mentioned earlier, return
rates in fashion e-commerce are much higher compared to other e-commerce fields,
ranging from 30% to as high as 50%. According to industry data, the most common reason
for returning a product in fashion e-commerce is the fit of the item. (Dopson, 2022;
Shopify, 2022)

2.3.4 The process for product presentation in fashion e-commerce

Whereas the previous chapters have focused on the impact high-quality product
presentation can make in fashion e-commerce, and the different product presentation
tools that have been identified useful, this chapter will draw an overview of the process
and different logistical steps taken in making product listings in fashion e-commerce. The
chapter will look at the logistical process of creating the product card information and will
not inspect the other parts of the supply chain for fashion e-commerce products. This
chapter aims to get an overview of the process for creating product presentations in

typical fashion e-commerce and identify the unique parts of the process.

Creating the product card for a fashion e-commerce product usually happens after the
product has been designed, produced, and shipped to a warehouse or stored for direct
shipment for the end customer (Jackson and Shaw, 2006). Creating the product card and

deciding on the product presentation tactics can be seen as part of the marketing activities
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in fashion e-commerce (Manvi & Venkataram, 2005). The overview of the process and
different steps in product presentation for fashion e-commerce are visualized in Figure 4.
The process of product presentation can be divided into producing the visual content and
the verbal content, as discussed widely in the previous parts of this chapter. From a
logistical point of view, producing the visual content of the product usually includes
multiple steps such as planning and ideating the style of the photos and creation of mood
boards, styling and preparing the product for the photoshoot, one or multiple photoshoot
sessions as the products might be photographed in multiple locations, and the editing of
the photos (Matuszewska, 2022). The creation of the verbal content includes the creation
of multiple different types of information as discussed in previous chapters. In fashion e-
commerce much of the verbal information is connected to previous steps in the entire
supply chain of the product and the information doesn’t need to be created again. For
example, sizing information, measurements for different sizes, and material information
have already been decided in the designing process of the product, and if recorded
accordingly, are easily attached to the product card from the company’s product
information management (PIM) system. (Cokar, 2019; Ilavarasi, 2023) It must be noted
that the process for having the size and material information recorded might differ
according to the size of the company, and for smaller companies the information might

not be recorded as precisely as presented in Figure 4.

After the product card has been published in the webstore, multiple products, ranging
from tens to thousands of products, can be sold with that same product card information.
Here the unit economics of novel sale of fashion items comes into play, as the costs
generated from product presentation activities are divided among the number of products
sold with the product presentation. (Jackson and Shaw, 2006; Parisi, 2023b) After the
product card has been finalized, there might still be some updates made for the product
card. These updates can include for example price reductions or increases, as well as
additional pictures of the product. The customers might also have the possibility to add
user-generated content, such as reviews or photos, to the product page, which updates

the information on the product page constantly. (H&M, 2024)
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Figure 4: Process overview visualizing the logistics of product presentation in fashion e-commerce. The
green parts are active parts regarding the product presentation, whereas the white and yellow parts are
connected to the overall fashion e-commerce supply chain. This figure aims to create an overview of the
process and visualize the connection of product presentation to fashion e-commerce’s supply chain, and
therefore, doesn’t include all detailed information or types of information that might be communicated in

fashion e-commerce product cards.

2.4 Product presentation in fashion resale e-commerce

Whereas the previous chapter addressed the impacts high-quality product presentation
has in fashion e-commerce and the different tools used for product presentation, this
chapter will look in more detail at the unique impact factors and product presentation

elements in fashion resale e-commerce.

2.4.1 Unique product attributes for second-hand fashion products

The impact and ideal ways of product presentation for fashion e-commerce apply also to
fashion resale e-commerce, as the same details about the product should be
communicated to the consumer. These details include for example the material and color
of the clothing item, how it looks in terms of the clothing model and cut, and the sizing

details, as discussed in the previous chapters. However, in fashion resale e-commerce,
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there are additional product features that need to be presented and communicated to the
consumer. These additional product features include for example product history and
product condition, which are discussed in more detail in the following chapters. This
highlights that second-hand fashion products don’t only have standard attributes, but
also usage-based attributes. (Xu et al., 2022) This wider amount of product information
required in fashion resale e-commerce is also highlighted due to the uncertainty present
in the resale shopping experience. When compared to fashion e-commerce, product
presentation and quality information can be even more important when selling second-
hand fashion products instead of new fashion products, due to higher levels of uncertainty
experienced by online second-hand shoppers (Fernando, 2018). The following chapters
address the unique product information that needs to be communicated in fashion resale

e-commerce in addition to typical product information.

2.4.1.1 Product and usage history

Even though fashion resale e-commerce does feature some new products, most of the
products sold in fashion resale e-commerce have been in use previously and therefore, do
have usage history (Xu et al., 2022). Product usage history can for example communicate
who has used and owned the product before, and how and where it has been used
(Gabbott, 1991). Utilizing the specific usage history of a product in fashion resale e-
commerce can be seen as a positive factor impacting the customer’s purchasing decision.
A study on US consumers and their response to product history in fashion resale e-
commerce revealed that communicating the unique history of a product improved
customers’ perceived trust towards the second-hand fashion store/platform. The study
found that by providing product history information, consumers' trust in the entire
circular fashion system was improved, and risk for buying was mitigated. The study also
found a correlation between disclosing product history information and pleasurable
feelings, such as nostalgia and treasure hunt. The study concluded that utilizing and
sharing product history information is one of the ways to build storytelling in the business
of fashion resale. (N. (Lauren) Kim et al., 2021) Storytelling is proven to be an effective

marketing way by multiple industry studies, and consumers who can learn the brand story
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are proven to feel a deeper brand experience (Lundqvist et al., 2013). However, in the case
the seller who is stating the historical information about the product is not the one who
has used the product themselves, consumers might be more skeptical about the
information. A study conducted on Chinese consumers suggested there be a difference in
consumer’s attitudes towards historical information about the product depending on who
is the one communicating the information. In the case the information is provided by the
previous user of the product, the consumer trusts the information more. But when it is
communicated by a third party, for example, a consignment reseller who is selling the
second-hand product on behalf of the consumer, the consumer can be more skeptical
towards the information provided. The study highlighted that when the seller had used
the product, the consumer perceived the historical usage information as being more
persuasive in their buying decision than the factual information about the product.
Whereas if the seller had not been the user of the product, the consumer perceived the

factual information as more important. (Xu et al., 2022)

Clear examples of product history making a positive impact in selling speed in fashion
resale e-commerce, and impacting the value of the clothing increasingly, is when fashion
items of a certain influencer or a celebrity are being sold. Stores selling fashion products
from influencers and celebrities are found to enhance trust in customers, speed up sales,
and increase product value by building a personal narrative around products. (Parisi,
2023a) US-based Dora Maar, a second-hand marketplace, has been completely built
around selling fashion products from influencers’ and celebrities’ closets (Dora Maar,
2024). Whereas communicating the faults, changes, and patina in fashion products,
which is discussed in the next chapter, might be seen as having more of a negative impact
on fashion resale e-commerce, utilizing and communicating product history details can
be seen as a positive factor. Compared to traditional fashion e-commerce, where products
don’t have a usage history, in fashion resale e-commerce this information can be used as

leverage when done right.
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2.4.1.2 Faults, changes and patina

In addition to usage history details, fashion resale products differ from typical fashion e-
commerce products also in terms of product condition. In fashion resale, the products
might have possible signs of wear, faults, changes, or patina. According to previous
research, these signs of wear can be seen either as a positive or a negative factor in the
purchasing decision. Often, this information about signs of wear or faults in the clothing
item can be seen as information that negatively impacts the purchasing decision. (Xu et
al., 2022) However, in certain situations and clothes, patina and times of wear can also
be seen as a positive indicator and as a symbol of quality for the clothes, and individuality

for the wearer (Cervellon et al., 2012).

For fashion resale e-commerce players, the need to communicate the possible signs of
wear, faults, changes, or patina in the product brings another communication and
logistical challenge. The condition of a clothing item is communicated in fashion resale e-
commerce typically by giving a grade for the condition of the clothing item, showing the
condition of the item via photos, and/or describing the condition with words (Sellpy,
2024; ThredUP, 2024a). The inspection of a clothing item for signs of wear and then
communicating the information adds another tedious logistical phase to the entire
process of fashion resale e-commerce product presentation. This communication of the
product’s condition is present for all fashion resale e-commerce players, as well as for
well-established players who might already have comprehensive product information.
For example, brands like Inditex-owned Zara and H&M Group’s Arket, which have
recently launched their fashion resale platforms, possess detailed records of their clothing
items. These records include for example product photos, descriptions, measurements,
and material information, allowing them to utilize this information when creating listings
for second-hand items on their platform. However, even these players still face challenges
when it comes to the usage-based attributes of second-hand clothes. In addition to
fetching the existing product information, they need to pair the information with verbal
or visual information about the current state of the clothing item and possible faults,

changes, or patina of that precise clothing item. (Arket, 2024; Zara, 2024b)
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3 Research Methodology

The motivation and the initial idea of this study arose from the author’s interest in the
fashion resale e-commerce industry, especially about the observations made of second-
hand fashion e-commerce stores and the lack of their competitiveness in product
presentation when compared to traditional fashion e-commerce. The motivation for the
research was further enhanced by the interest of participating second-hand fashion e-
commerce companies, who saw the topic of product presentation being a significant and

timely challenge for the entire industry.

This chapter will investigate the research methodology used in this thesis. The chapter
consists of four parts. The first part will discuss the chosen research method, qualitative
multiple-case study, and its benefits. The second part will address the research questions
and explain the process for the data collection. The third part will explain how the data
has been analyzed, and the fourth part will address the trustworthiness and limitations of

the study.

3.1 Research method: Qualitative multiple-case study

The chosen research method for the study is a qualitative, multiple case study interview.
A qualitative case study, featuring multiple cases, was chosen as the method to provide a
more comprehensive understanding of the topic and the problems. Qualitative research
methods aim to understand topics and issues comprehensively and reveal patterns and
insights that might not be apparent through quantitative methods (Gummesson, 2005).
Case studies can provide rich and detailed information about real-life phenomena and the
complexity of them (Eisenhardt, 1989). Studies utilizing multiple-case approaches can
lead to deeper insights by recognizing patterns, similarities, and differences among the
different cases (Eisenhardt, 1989). This thesis aims to understand the complexity of the
impact of product presentation in fashion resale e-commerce and to reveal the logistical
process of product presentation in fashion resale e-commerce. Therefore, a qualitative

multi-case study approach was chosen as a relevant methodological approach for this
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research. The multiple-case study in this thesis consists of semi-structured interviews
with five different fashion resale e-commerce companies. Multiple cases were chosen for
this study to provide a more comprehensive understanding of the problem. The case study
approach is also particularly useful in novel topics, especially in new fields that are not
researched extensively (Eisenhardt, 1989). This perspective of case study supports the
chosen research method for this thesis, as the topic of product presentation in fashion

resale e-commerce is a novel and fairly little researched area.

3.2 Research design and collection of empirical data

This chapter will address the research questions, and how the collection of empirical data
was handled. In the first part, the research questions will be stated, and in the second
part, the interview process and the characteristics of the interviewed companies will be

elaborated.

3.2.1 Research questions

The goal of this thesis is to better understand the impact and the process of product
presentation for second-hand fashion e-commerce players, and based on the results,
make intelligent observations about the process and its impacts, and the crucial elements
of the process to improve the competitiveness of second-hand fashion e-commerce. A
clear definition of research questions is crucial to focus efforts and guide the data

collection (Eisenhardt, 1989). In this thesis, there are two main research questions:

1) How does high-quality product presentation contribute to the competitiveness

of fashion resale e-commerce?

2) What are the steps in the logistical and creative process of creating online

product listings for fashion resale e-commerce players?
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These two research questions conduct the themes for the interviews. On top of these

themes, detailed topics and questions have been constructed.

3.2.2 Interviews

For this thesis, five companies operating in the field of fashion resale e-commerce were
interviewed. Companies were selected according to their presence in the fashion resale
market, type of operations, and motivation toward the research topic. All the interviewed
companies operate in the field of fashion resale e-commerce, and they handle all their e-
commerce operations from sourcing the clothes to photographing and sending them. This
was a crucial requirement in choosing the interviewed companies to make the comparison
between the companies possible. In addition, all the interviewed companies recognized
the problem in the lack of competitiveness of fashion resale e-commerce and product
presentations’ impact on it. The full list of interviewed companies, and their company
characteristics in terms of business model, revenue stream, market of operation, and the

size of the company can be found in Table 1.

The conducted interviews can be described as semi-structured interviews. The question
sheet used in the interviews was structured based on previous literature and the findings
made in Chapter 2. The question sheet included three main topics, which all included
multiple detailed questions. The topics were: 1) the impact of pictures in fashion e-
commerce, 2) the process of selecting clothes for selling, and 3) the logistic and creative
process in the product presentation, and the equipment used in the process. An example
of a question sheet used for the interviews can be found in Appendix 1. The semi-
structured structure allowed small modifications of the questions according to the
interviewed company. Small modifications were made in the question sheets regarding
the operations and type of interviewed company. The interviews were conducted
separately and all of them lasted about one hour. All the interviews were conducted in
Finnish and the author was present in all the interviews. The interviews were recorded
and transcribed after. Recording and transcription allowed comparison of the responses

easily, leading to better analysis of the gathered information.
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Company | Business model Revenue Market of | Size
stream operation

1 Reseller buying products Sales margins | Finland Yearly revenue
directly to their own inventory <1 million €

2 Reseller buying products Sales margins | Finland Yearly revenue
directly to their own inventory <1 million €

3 Reseller buying products Sales margins | Finland Yearly revenue
directly to their own inventory <1 million €

4 Reseller buying products Sales margins | Finland Yearly revenue
directly to their own inventory <1 million €

5 Reseller buying products Sales margins | Finland Yearly revenue
directly to their own inventory <1 million €

Table 1: Characteristics of companies interviewed for the empirical study

The companies interviewed for the study were similar in terms of all their operations, and
therefore they were easy to compare. All the companies run webstores, which sell second-
hand clothes and accessories. The companies source their products to their inventory,
photograph and carry out all the product presentations by themselves, and handle all the
logistics regarding shipping and returns. The primary market of operation for all the
companies is Finland. All the companies are small players in the market, operating with
a yearly revenue of under one million euros. The customer base for all the companies is
similar according to the shopping behavior of the customers; customers are interested in
style and fashion, and it plays a big part in their shopping behavior. The similar company
structure and nature of business operations of the interviewed companies make the
comparison of data easy. However, the small company size and the small size of
operations bring limitations to the applicability of the findings of the study, which is

elaborated more in Chapter 3.4.

3.3 Analysis of empirical data

In the process of analyzing the data from the interviews, a thematic analysis approach was
utilized to systematically explore the different perspectives provided by the interviewees.

Thematic analysis is a method for identifying, analyzing, organizing, describing, and
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reporting different themes from a specific set of data. It has been argued that the thematic
analysis approach is a useful method for analyzing the perspectives of different
participants, recognizing and comparing similarities and differences, and considering
unexpected insights. (Nowell et al., 2017) Thematic analysis was seen as the best way to
analyze the data from this study, where it is important to compare the perspectives of five
different participants and to find the similarities and differences in participants' answers.
Also, it was important to allow room for analyzing unexpected insights that might come

up with the nature of semi-structured interviews.

The process of analyzing the data followed a six-step process of thematic analysis process
(Nowell et al., 2017). The data gathered from the five interviews was first transcribed, and
after transcription, it was important to familiarize with the gathered data to be able to get
a deep understanding of each different interview. The transcripts of the interviews were
read through multiple times to become familiar with each case and to gain an initial
understanding of the data. After familiarization with the data, initial codes were
generated to identify and label key features of the data. After initially coding all the data
from the interviews, this coded data was organized into themes. With themes, individual
components or fragments, which might be meaningless alone, can be brought together to
form a meaningful analysis (Nowell et al., 2017). After theme identification, the themes

were reviewed and named before being produced into a report.

3.4 Trustworthiness and Limitations

It is highly important to acknowledge the limited data set of this study. The study featured
interviews from five companies, which is a small data set in the entire field of fashion
resale e-commerce. In addition, the companies interviewed are small, local players in the
Finnish market, which must be acknowledged when analyzing the data and drawing
conclusions. The nature of operations and problems for the interviewed companies can’t
be directly translated to companies operating in different markets, or companies who

have multiple times bigger operations.
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The difficulty of objectivity must also be noted in this study, as true objectivity is nearly
impossible, even though it would be strived for (Ketokivi & Choi, 2014). It must be also
noted that the interviews and analysis of the interviews were conducted by only the
author. Even though objectivity was aimed for, data being gathered and analyzed by a sole
person can further impact the importance given to certain observations or data points
that might reflect the author's existing views and possible hypotheses. For this reason, it
is important to note that the author’s existing views and possible hypotheses from the
past might have impacted the focus of the study, even though it has been actively tried to

mitigate.
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4 Findings

This chapter will describe the findings of the empirical part of this thesis. This chapter is
divided into three parts. The first part will look at the findings related to the role of
product presentation in fashion resale e-commerce. These findings are directly related to
the first research question of this thesis. The second part will look at the findings about
the creative and logistics process for product presentation in fashion resale e-commerce.
These findings are then again related to the second research question of this thesis. The
third part will look at additional findings regarding the clothing attributes sold in fashion

resale e-commerce.

4.1 The role of high-quality product presentation in fashion resale e-
commerce

All respondents had a convergent view on the fact that high-quality product presentation,
especially in the format of product photos, has an extremely significant impact on all
fashion e-commerce, including fashion resale e-commerce. In addition, multiple
respondents pointed out that the lack of high-quality photos in second-hand fashion e-

commerce presents one of the biggest challenges for the growth of the industry.

“I think the impact of pictures in fashion e-commerce is really significant. I believe one
of the biggest challenges in second-hand fashion e-commerce is exactly the lack of high-

quality product pictures.” (Respondent 5)

“I believe pictures are extremely important in all fashion e-commerce, and it is a shame
»

we need to make compromises in our business in terms of the quality of the photos.

(Respondent 1)

Regarding the most important functions for having high-quality product presentation,
five differing, yet overlapping, motivations were pointed out by the respondents. The first
reason was to communicate how the product looks in terms of the color, cut, material,

and other specific features inherent in the specific piece of clothing. The second was to
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give the buyer an understanding of the size and fit of the clothing piece. The third reason
was to communicate the brand image and the “store atmosphere”, which is often lacking
or toned down in the online shopping experience. The fourth reason was to give the
customer fashion and styling advice, e.g. how they could style the product for their use.
The fifth reason was to meet the expectations customers have about what product
presentation, and especially product photos, should look like in fashion e-commerce and
to not disappoint them. These different reasons for high-quality product presentation in

fashion resale e-commerce are visualized in Figure 5.

Reasons for high-quality product
presentation in fashion resale e-commerce

Meet the
expectations
customers have
about the quality of
product photos in
fashion e-
commerce

Communicate
the product
color, cut,

material, and

other features

Communicate Give the

Communicate
the product size
and fit

the brand image customer
and "store fashion and
atmosphere" styling advice

Figure 5: Reasons for high-quality product presentation in fashion resale e-commerce

Naturally, one of the most important reasons for having high-quality product
presentation was to communicate how the precise product looks in terms of product
attributes such as color, material, and cut. This was highlighted especially in having clear

and detailed product photos.

“In typical fashion e-commerce, the photos are really clear, which helps the customer to
see the product in detail. We’ve focused especially on having very clear and detailed

product photos to imitate this effect.” (Respondent 3)
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In addition, another evident reason for having high-quality product photos for the
respondents was to communicate the sizing and the fit of the clothing for the user. It was
highlighted that in terms of the current options for communicating the fit of the clothing,
pictures are an effective format for it, and the best way to do it is to have a picture of a
model wearing the product. The importance of product pictures in communicating the fit
of the clothing highlights the uniqueness of fashion resale problems compared to the

resale e-commerce of other products, such as electronics or books.

“I think pictures play a big role in fashion e-commerce. Pictures are the best way to
communicate what the clothing item looks like, but also how it fits. The best way to

showcase how a clothing item fits is to see it on a model.” (Respondent 1)

“Having high-quality product photos has been really important for us from the
beginning, and that is why we photograph all products with models. We have received
feedback from customers especially, that the photos help estimate the fit of the clothing
better.” (Respondent 2)

Pictures were seen as one of the only ways to create a unique brand image and webstore
atmosphere in fashion e-commerce, as the ways of creating this in e-commerce are very
limited due to the experience relying almost exclusively on two-dimensional view and
often non-interactive experience. This is one of the factors differentiating second-hand
fashion e-commerce and brick-and-mortar stores. Whereas in brick-and-mortar stores,
the atmosphere and brand feeling might be easier to achieve with interior architecture
and styling, music, smells, lighting, and customer service, in e-commerce the
communication of the brand feeling almost solely relies on the pictures. It was also
pointed out that how a product is presented in the photo can have a direct impact on the
perceived value of the item. The perceived value of an item is a known phenomenon in
brick-and-mortar stores, where the space where the product is presented and the way it
is presented can have a major impact on its perceived value, and therefore its desirability

and price.
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“I believe pictures in fashion e-commerce are really important. It is one of the only ways
to create the feeling in e-commerce that you would in a brick-and-mortar store get from

the store atmosphere.” (Respondent 2)

“I believe the impact of photos in fashion e-commerce is really big. I think it also
communicates about how the product is cared for, so how the product is presented can

directly have an impact on its perceived value.” (Respondent 4)

Pictures were also seen to give users styling and fashion advice on how to wear and pair
the fashion item, and in that way, further build on the brand image and atmosphere. One
of the respondents pointed out that in second-hand fashion e-commerce, the customer’s
style and familiarity/expertise in styling plays a big role in the need for high-quality
product photos. In this case, for a customer who is not familiar with their style and relies
on the store to provide them with fashion advice, product photos play a much bigger role
than for the customer who knows their style and knows exactly what they are looking for

and how to style that item.

“In case the customer is not sure about their own personal style, they might need high-
quality product photos photographed on a model to understand the clothing item better.
So, in this way, I believe the need for high-quality photos in second-hand fashion e-

commerce depends a lot on the customer group.” (Respondent 5)

Multiple respondents pointed out that consumers' expectations for high-quality, state-of-
the-art product photos in fashion e-commerce create high expectations also for second-
hand fashion e-commerce. The respondents highlighted that consumers expect a certain
level of quality for fashion e-commerce photos, which can translate to a perceived
negative shopping experience in second-hand fashion e-commerce when the expectations
of high-quality product photos are not being met. This suggests that currently having
high-quality product photos is necessary to compete with typical fashion e-commerce
players. It was also pointed out that often product photos in fashion resale e-commerce
are not as alluring and persuasive as in typical fashion e-commerce. In typical fashion e-
commerce product photos are usually used to communicate to the user the feeling and

lifestyle they will get when buying the product, alluring and persuading the user to buy
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the product to redeem this lifestyle for themselves. This lack of allurement and clear, high-
quality product photos was seen to have a negative impact on purchasing behavior in

fashion resale e-commerce.

“I believe the impact of pictures in fashion e-commerce is extremely big. Consumers are
also used to magnificent, clear, and high-quality photos in fashion e-commerce.”

(Respondent 3)

“The typical photos in fashion resale e-commerce are not alluring in any way, compared
to typical photos in fashion e-commerce. Overall, I think pictures have a big impact on
fashion e-commerce. Consumers also expect a certain quality in fashion e-commerce.”

(Respondent 5)

“I believe that low-quality photos do impact the purchasing behavior negatively in

fashion resale e-commerce.” (Respondent 2)

Regarding branded fashion items and the differing need for high-quality product
presentation for branded fashion items, the respondents had differing views.
Respondents saw two sides to the product photos needed for branded items. On the other
hand, it was seen that the product photos are not that important for globally recognized
branded items, such as certain models of Levi’s jeans or continuously sold models of a
Patagonia fleece jacket. But then again, in the case, that a branded item has been sold
through multiple decades, like a certain model of Levi’s jeans, and the fit or details of the
model have changed during the decades, there might be even a bigger need for product
photos. This is due to the perception the customer might have of this certain model of
clothing piece. For example, in the case of Levi’s jeans certain model, the customer might
understand the fit of the model sold today, and they might think the fit of the model is the
same that was sold in the past decades. In this situation, the user’s existing information
is flawed, and product photos, or other ways of product presentation, should be used to
correct this information. However, none of the respondents focused on selling
internationally well-known luxury items, such as Louis Vuitton handbags or Rolex

watches, where the need for high-quality product photos might again differ.
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“If we take jeans as an example; I do believe that it is more important to have high-
quality photos in the case the jeans are unbranded than if they are for example Levi’s

501 model, which is universally recognized.” (Respondent 1)

“In case the sold item is a well-known brand item or in another way a special item, there
might not be as big of a need for high-quality product photos, or at least not a need to
see the product styled and on a model.” (Respondent 2)

“I believe that in some cases the customer might even need more photos in the case the
product is a commonly known brand item. If the product is for example a certain jeans
model, but that model has changed in measurements over the decades and the customer
understands the measurements for one decade’s model, but we are selling another
decade’s model. So, the customer might rely too much on their alleged information,

which in this case would be wrong.” (Respondent 3)

4.2 Creative and logistics process for product presentation in fashion
resale e-commerce

This chapter will look at the findings of the study relating to the creative and logistical
process of product presentation in fashion resale e-commerce. The principal process for
product presentation was similar among all respondents, the main differences being in
the nuances of the process. Logistical differences occurred in terms of some respondents
moving the products from studio to store in between the photographing and shipping for
the customer, which of course decreased the effectiveness of the process. Regarding the
process of a product from photographing to a ready-made product card in the webstore,
respondents had slightly differing steps in their process, which translated to some
respondents using more time in certain parts of the process, whereas others might have

saved time by dropping some steps of the process completely.

Some of the respondents performed the entire logistics process in one place, whereas

others had a separate store/shipping space and studio space. In the case of the latter, the
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products needed to be moved to the studio to be photographed which naturally took more
time. These differences among the respondents were natural as the respondents all had
small fashion resale stores where the process optimization might not be possible, but also
the lack of it doesn’t bring significant downside to the process due to the small scale. We
can assume that this sort of logistics process would be a major challenge when the process

would be scaled.

“We handle the entire logistics process in one place, so the products are stored,

photographed, and sold from one place.” (Respondent 1; 3; 5)

“First all products are delivered to the store, from where they are transferred to the

studio to be photographed. After this they are returned to the store.” (Respondent 2)

“First we choose the products that are photographed on that day, then the products are
moved to the studio and photographed, from where they are again moved back to the
store.” (Respondent 4)

When looking at precisely the process of photographing the product and creating the
online product presentation, the process included seven homogenous steps for all
respondents: 1) Washing/cleaning the product, 2) Steaming/preparing the product for a
photo shoot, 3) Photographing the product, 4) Importing/uploading the product photo,
5) Checking the product’s condition and material, 6) Writing the product information
card, and 77) Publishing the product for webstore. The order of these steps differed among
respondents, but each respondent had these steps in their process. Some respondents also
edited their product photos before step number four, and most of the respondents took
precise measurements of the product before step number six. For the respondents who
photographed their products with models, the process also included styling the clothes
before step number three. The process of styling the clothes was naturally lacking for
respondents who photographed their product photos on a hanger, or in a flat lay. The
process, including all the possible steps respondents fulfilled in the process, is visualized

in Figure 6.
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Process of product presentation in fashion resale e-commerce

3. Styling the product
(some of the respondents)
5. Editing the product photo
(some of the respondents)
8. Taking measurement
(some of the respondents)

Figure 6: Process of product presentation in fashion resale e-commerce. Dark green steps were included in

the processes for all the respondents, light green steps were included only for some of the respondents.

“I first steam the clothes, then write down all product information in a product Excel,
organize the clothes ready for photographing, photograph all clothes with a model, edit
and upload the product photos to the webstore, and then publish the products for the
webstore.” (Respondent 5)

“In the process first, all clothes need to be washed, and then steamed. Then the clothes
are prepared for the photoshoot and styled. Then the clothes are photographed with a
model. After this, one by one, the clothes are measured, the product description is
written, and product photos are imported. After this, the products are published for the

webstore.” (Respondent 2)
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“In our process, we first choose the clothes that are going to be sold, this is one part of
the process that can happen separately. After these, all clothes are washed, steamed,
and prepared for the photoshoot. After these steps are done, our photographer
photographs all the products, and at the same time they upload the product to our
webstore and input all the needed information such as faults and measurements. This
process happens entirely via phone. After this, in the last step, all products are checked
and published to the webstore.” (Respondent 1)

“In our process, we prepare/steam, photograph, take measurements, and create the
product card one by one. In case the product has faults, those details are written on the
product card at the same time as well. However, general product descriptions are often

created afterward in bulk. The entire process is done with a phone.” (Respondent 3)

“We first choose and prepare all the photographed items, then one by one each product
is photographed, checked for measurements and faults, the product description is
written, and the product card with all information is created as a draft. After all
products have gone through this process, the products are published in bulk.”
(Respondent 4)

The next chapters, 4.2.1 and 4.2.2, focus on viewing specifically two parts of the process:
the way respondents photographed their products, and the way respondents gathered and
imported the product information (measurements, material, etc.). Differences in the
cleaning and preparation process of each product weren’t further inspected among the

respondents, as there were no differences among the respondents.

4.2.1 Photographing process

This chapter looks at in more detail the photographing processes the respondents have,
and what kind of differences were found amongst the processes. The biggest and clearest
difference was the setup in which the products were photographed. Whereas most of the
respondents photographed their product photos either as a flat lay or on a hanger, two of

the respondents photographed the products on real human models. In addition to this
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difference, there were different approaches to photo editing among the respondents. All
the respondents photographed all the product photos with a phone, which was seen as the

most efficient way for photographing.

The respondents who photographed their products with models had a clear motivation
for doing so. They both wanted to change the perception of second-hand fashion by
having product photos closer to typical fashion e-commerce, and they wanted to
communicate the value and potential of the clothing item to the customer. Both
respondents had received positive feedback from their customers for showcasing the
products on models, and one of the respondents had also noticed that when they

photographed products on models instead of hangers, the products sold quickly.

“We want to reach a customer who is not used to buying second-hand fashion, which is
why we photograph all products on models to make the pictures look more like typical
fashion e-commerce product photos. Weve also received positive feedback from
customers, especially regarding the fact that we photograph products on models. The
main motivation for photographing the products on models was to better showcase the

value of the product.” (Respondent 5)

“We photograph almost all products on a model, and the products photographed on
models sell better than the ones photographed on a hanger. Photographing products on
a model also provides us with good social media material, so we don’t need to use other
resources for that. We have also received praise from our customers for photographing

clothes on models.” (Respondent 2)

Whereas the photographing process differed for these two respondents using models, was
the visibility of the model’s face. The other respondent didn’t show the model’s face in any
of the photos, whereas the other respondent had photos that featured the model’s face
and photos that didn’t. Regarding time used for the photographing, not featuring the
model's face was seen as easing the process and saving time in the photographing.
However, the photos which also showed the model’s face were seen as more effective in

selling the product.
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“In some of our product photos, the model’s face is visible, and in some not. Generally,
the products that are photographed with the model’s face visible, sell better.”
(Respondent 5)

“We photograph all products on models, but the models' faces are not visible. It eases
the photographing process a lot as we don’t need to pay any attention to facial
expressions, hair, or makeup. It would be nice to have photos that show the model’s face,

but right now it would be too much work.” (Respondent 2)

Both respondents who photographed their products on models, styled the products
lightly, combining the sold product to a full outfit. The more styled and finished the
photos were, the easier it was to sell the products. Although, the quickest way to style the
products was to utilize similar “base outfits”. This meant that if the photographing day
included for example photographing of blazers, the trousers and the top, and the possible
other parts of the outfit, was decided to fit every blazer that was photographed. However,
here as well it was recognized that the more time was invested in the styling of the piece,

the quicker the product sold.

“All pictures are lightly styled. We might keep the same trousers on a model all the time,
but the top changes.” (Respondent 2)

“The more we invest in the product photos - the easier and quicker it is to sell the

products. So, more styling and focus on details definitely helps to sell the products.
(Respondent 5)

Both respondents had received positive feedback from photographing the products on
models. One of the most important types of feedback was that the fit of the clothing was
much easier to see and understand when the clothing was photographed on a model,

Versus on a hanger.

“In the feedback we have received, customers have highlighted especially the ability to
see the fit of the product when it’s photographed on a model.” (Respondent 2)
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The respondents who didn’t photograph their product photos at the moment with models
assumed that if they did it would have a positive impact on sales. One of the respondents
had also received feedback from their customers who wished the products would be

photographed on models.

“We photograph products on models only for editorial-style marketing photos. If we
would photograph all webstore products on models, it would most likely have a

beneficial impact on sales, but it would create a lot of extra work.” (Respondent 4)

“We have received feedback from customers who have wished we’d photograph the
products on models. At first, we had a plan to photograph all products on models, but

we gave it up as it takes so much time.” (Respondent 3)

“The best situation for us would be that we’d be able to photograph all products on

models, but right now we don’t do that because of the time it takes.” (Respondent 1)

The reason for the respondents who photographed their products on flat lay/hangers
instead of models was the time and resources it would take. Regarding the time used for
product photographing, the respondents were divided clearly into two categories based
on this: 1) the respondents photographing the products on a hanger or flat lay, and 2) the
respondents photographing products on models. The respondents who photographed the

products on models naturally used more time in the photographing process.

“Photographing 50 products took us about half a day. (this time estimate did not include
steaming the clothes or writing product descriptions)” (Respondent 5, photographs

products on a model)

“The entire process with steaming, photographing and writing product descriptions
takes us a few minutes per clothing item.” (Respondent 3, photographs products in flat

lay)
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Even though photographing the products on models can be seen communicating the fit
of the clothing better, it was surprising that all the respondents had similar, small return
percentages in their webstore even though they photographed products on models or flat
lay/hangers. And for most of the respondents, the main reason for returns was the
product not fitting the customer. Although, these small return percentages can be due to
all the companies being small players, and big differences in returns not being visible due

to the size of operations.

“Our return percentage is about 10% and the most common reason for a return is
definitely that the product just didn't fit the customer.” (Respondent 3, photographs
products on flat lay)

“The most significant reason for webstore returns is the fit of the clothing. Our return

percentage is about 10%, and the fit is the reason for about 90% of all our returns.

(Respondent 2, photographs products on models)

“For us, the biggest reason for returns is the fit of the clothing. Because each product is
unique, and we don’t photograph the products on models, it is really difficult for the

customer to understand how the product fits.” (Respondent 1, photographs products on
flat lay)

When it comes to photographing equipment, all the respondents exclusively use phones
to photograph their products. Almost all respondents had changed from using a camera
to using a phone for photography in recent years. The switch from camera to the phone
made the photography process more convenient and faster but also decreased the time
spent on editing and importing the photos. Some of the respondents mentioned also the
recent development in editing tools and bulk editing as an expedited component in

product photography.
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“Our photographing process used to be extremely heavy as we photographed all
products with a camera and edited each photo one by one. Today we photograph all
products with a phone and use existing applications to bulk edit the photos, which has

streamlined the process a lot.” (Respondent 4)

“We used to photograph all products with a camera, but now we have changed to
entirely photographing with a phone. This has not only decreased time in

photographing, but also in editing and importing the photos.” (Respondent 2)

“In our old process, we photographed all products with a camera, but now we
photograph everything with a phone. With a phone, we get high-quality photos that

don’t need to be edited and the importing is quicker than with a camera.” (Respondent

1)

“We photograph everything with a phone. We sometimes tested photographing with a
camera, but the phone was so much quicker in terms of editing and importing the

photos, that we continued with the phone.” (Respondent 3)

“Photographing with a phone is much quicker and convenient, and the image quality is

basically the same.” (Respondent 5)

4.2.2 Product info gathering process

This chapter looks at the ways the respondents gathered product information, such as size
and material details, from the webstore products. The chapter compares the different
ways respondents had for gathering the product details. Along with photographing, the
gathering of product information was another part of the product presentation process
where the respondents had significant differences, especially regarding the
communication of the product size. The product information and the different ways of
gathering and communicating these pieces of product information are visualized in

Figure 7.
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Regarding the size of the product, most of the respondents took precise measurements of
all the clothing items, whereas two of the respondents didn’t measure (all) the clothes.
The fundamental reason for not taking precise measurements of the products was to save
time in the process of inputting the products to the webstore, but along this, both
respondents who didn’t take precise measurements had noticed, that not giving
measurements didn’t impact their customers’ behavior in any way. The other respondent
also allowed customers to ask for precise measurements directly, but this was done very

rarely.

“We don'’t take any measurements of the clothes. We noticed in the webstore that a
customer could ask for the measurements in case they wanted them, although very

rarely anyone asked for the measurements.” (Respondent 5)

“We take measurements only from bottoms, we don’t take any measurements from tops.
In the beginning, we had measurements for all the clothes, but as we decided to give
them up, we didn’t notice any change in the customers' behavior. The reason for not
taking measurements was the time spent on them. It was a significant part of the

photographing process in terms of time.” (Respondent 1)

Most of the respondents did take measurements from all their products, and this was
highlighted especially important for vintage clothing pieces, which might have misleading
sizing tags, have sizing tags that don’t correspond to the sizes of today, don’t have sizing
tags at all, or the products might have been altered in some ways. Although most of the
respondents took precise measurements of the products, there was some speculation
regarding the need for the measurements and customers' tendency to pay attention to the

measurements.

“We do take measurements from all products. In vintage clothes, it is inconvenient if the
customer relies on their perception of for example the model of a certain clothing brand,
as vintage pieces might have been modified, the trouser legs might have been shortened,

etc.” (Respondent 3)

“We do take measurements from each clothing item that is added to our online store.

Sometimes in vintage clothing, there might not even be any sizing information, in that
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case, we would need to estimate the size, so we think it’s easier to just take the
measurements of the clothing item. However, we do assume that not many customers
look at the measurements or compare them to their own body before purchasing.”

(Respondent 2)

Regarding faults/tears/modifications in the clothing items, which are common in second-
hand/vintage clothing, all the respondents communicated these in their product details,
but they had different ways of communication. Most of the respondents communicated
the faults with a photo and additional text describing the fault, whereas one of the
respondents took a photo of the fault and in addition to that graded the condition of the

product on their “condition grading system”.

“Nowadays we photograph the faults as well as possible. We used to focus more on
trying to describe the faults in the product description, but we noticed that that didn’t
give enough information to the customers. Now we just take the photos, and then we
have our own “condition grading system” in the webstore where we estimate the
condition of the clothing. This takes work away from needing to write anything about

the faults.” (Respondent 1)

“If the product has a fault, we write it in the product description in addition to taking a
photo of the fault.” (Respondent 3)

It was also pointed out by one of the respondents, that the time it takes to communicate
the fault in the product depends on the chosen photographing method. Whereas
photographing the product on a model was seen by all the respondents as the best way to
communicate the fit and increase the value of the item, it might be easier and quicker to
communicate the faults in the clothing by photographing it in a flat lay setting rather than
on top of a model where faults might be hidden.

“For us, photographing all products in flat lay is the quickest way to photograph the
products. In flat lay photography it’s also easy to bring out the faults in the product.”
(Respondent 4)
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4.3 The clothing attributes: what kind of clothes should be sold in
fashion resale e-commerce?

Even though the product attributes of sold products were not specifically focused on the
research questions, it was evident from the interviews that all respondents had specific
criteria for the clothing items they sourced to their webstores. These additional findings
are presented in the following chapters where the product attributes are inspected from
three different perspectives: price of the item, the product category of the item, and the
brand of the item. The respondents pointed out that product attributes are important to
consider in building a sustainable fashion resale e-commerce business model and to
understand what kind of products make it difficult to sustain a business model with a

healthy profit structure.

4.3.1 Price of the clothes

This chapter looks at the prices at which the respondents sell their products and especially

the minimum price for which they can add the product to their webstore to have a
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sustainable business model. All the respondents operate at a fairly similar price point,
which makes it easy to compare the respondents' answers to each other. All the
respondents sell products in the medium-priced vintage/second-hand fashion category,
which includes unlabeled vintage products in addition to familiar mid-priced brands such
as Levi’s, Ralph Lauren, Nike, Adidas, and Carhart.

The lowest price point for which the sellers added products to their webstore was similar,
but two different groups could be identified among the respondents. For the other
category (2/5 of the respondents), the lowest price point was 25€ with which they would
add a product to the webstore. For the other category (3/5 of the respondents) the lowest
price point for webstore products was 45-50€. The minimum price points the
respondents had for their products are visualized in Figure 8. It was brought up by the
respondents that it didn’t make sense in terms of business to add products under a certain
price to the webstore as it wouldn’t cover the time spent on styling and photographing the
product. It was also brought out that webstores can have higher expenses than brick-and-
mortar stores when looking at an individual purchase. Webstore purchases for example

always need packing material, whereas store purchases don’t.

Miniminum price for products sold in fashion resale e-commerce

€25 €45 €50

Respondent | Respondent 3

Respondent 2 Respondent 4
Respondent 5

Figure 8: Minimum price for products sold in fashion resale e-commerce
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“The average price of a product in our webstore is 45€. Median price is around 55€. If
the price of a product is under 45€, it does not make sense to style and photograph the
product for the webstore.” (Respondent 5)

“The lowest price for products in the webstore is 45€. It just doesn’t make sense to
photograph, measure, and make product cards for products that cost under this.”

(Respondent 4)

“We don’t have a set price point for the webstore, but the lowest price is about 25€.

Products priced under this are not sold online.” (Respondent 1)

“We prioritize better products for the webstore as the expenses, for example, packing
materials, in the webstore are higher than in brick-and-mortar. The lowest price for a
webstore product now is 25€, but the median price for webstore products is about 55€.”

(Respondent 2)

“In the beginning, we had even 10€ products in the webstore, but now we have realized
it doesn’t make business sense. Currently, we are aiming for 50€ being the minimum

price for webstore products.” (Respondent 3)

Two of the respondents also brought out that compared to the physical store, in an online
store the customer profile differs, and often they are also willing to pay higher prices for
the products. This would support the reasoning for having more expensive products in

online stores, in addition to the business sense regarding the cost structure.

“Special and rare products, which are often more expensive, are usually easier to sell in
the webstore. In the physical store, customers tend to be more critical about the price,
whereas online there seem to be buyers who are ready to pay even higher prices.”

(Respondent 1)

“We mostly have more rare and unique pieces in the webstore, and the price point is

naturally higher in these.” (Respondent 4)
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4.3.2 Product categories

This chapter looks at the different product categories the respondents feature in their
store and for what reasons they have decided to favor certain product categories. Whereas
the precise product categories differed among the respondents, it was clear that the
respondents generally preferred tops (jackets, hoodies, shirts) over bottoms (trousers,
skirts) in the clothing items they selected for sale. This was done due to three main
reasons. The first reason was that they are easier to buy, as the size doesn’t need to be so
precise. The second reason was that tops are also easier to photograph and style than
bottoms. The third reason highlighted again the more universal sizing of tops than
bottoms, as tops had lower return rates than bottoms. Many of the respondents stated
that especially jackets and coats are the easiest to sell, and one of the most desired product

groups.

“We have a lot of jackets and coats in the selection. We prefer tops over bottoms because

they are much easier to buy.” (Respondent 5)

“We don’t have that many bottoms in the webstore, as they are more difficult to
photograph, and the return percentages are higher. Also, we don’t have that many tops,
as the prices are so much lower in them (compared to jackets/blazers/outerwear), so it
doesn’t make sense to style and photograph them. We have a lot of jackets and coats in

the selection, they are the easiest to photograph and sell.” (Respondent 2)

“We do have multiple categories of clothes, tops, and bottoms. The selection, of course,
depends a lot on what we can buy in. Jackets and coats overall sell really well in our

webstore.” (Respondent 1)

“Tops are easier to buy (than bottoms) as the size doesn’t need to be so precise. We sell

hoodies and jackets/coats the most.” (Respondent 3)

Some of the respondents also brought out their focus on oversized and unisex clothing
models. As an oversized fit is meant to fit oversize, the size is not so precise, which makes

it naturally easier to buy, photograph, and sell.
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“We buy currently quite oversized models for our selection, although that is also at the

moment the preferred style.” (Respondent 2)

“We aim to have clothes that fit for different sized people, which is why many of our

clothes are fitted oversized. Many of the clothes are also unisex.” (Respondent 5)

“Tops, such as shirts and jackets, can be much more oversized, which makes them

easier to buy, photograph and sell.” (Respondent 3)

4.3.3 Branded products

This chapter looks at the differences among respondents regarding the specific brands
they sell in their webstores. None of the respondents focused on just specific brands in
their webstore selection, even though most of them featured and sourced certain brands
in case there was a supply of them. One of the respondents preferred branded items over

the others, whereas the others focused more on the quality, fit, and style of the clothing.

“I don’t focus on any certain brands. The materials and quality are the most important
for me in the selection, I want the materials to be high-quality, such as 100% wool, silk

or cotton.” (Respondent 5)

“We might have some individual branded items in the webstore, but I focus more on
high-quality items rather than branded ones. We've had some Levi’s and Burberry

products in the webstore.” (Respondent 2)

“We prefer a group of brands but also have some unbranded items. Even though we
would have demand for a certain brand, there might not be supply for it that we could

offer to our customers.” (Respondent 1)

“We do have certain brands that we look for when sourcing items, but we want to _focus
more on the other aspects of the clothing: what it looks like, from which decade it is, how

it fits, etc. But then of course there are some brands we are always looking for and ready
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to take to our selection, like Levi’s, Burberry, Ralph Lauren, Harley Davidson, and
Nike.” (Respondent 3)

“We focus more on the fit and style of the clothing than the brand of it.” (Respondent 4)
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5 Discussion

In this chapter, the findings of the empirical part of the thesis are discussed and reflected
on the perspectives presented in previous studies in the literature review. This part of the
thesis aims to find similarities and contradictions between the empirical findings and
existing literature, aiming to further elaborate on the importance of product presentation
in fashion resale. The research questions of this thesis were: 1) How does high-quality
product presentation contribute to the competitiveness of fashion resale e-commerce?,
and 2) What are the steps in the logistical and creative process of creating online product
listings for fashion resale e-commerce players? This part of the thesis will answer these

questions.

5.1 The role of high-quality product presentation in fashion resale e-
commerce

The findings from the empirical part confirmed the high importance of high-quality
product presentation in online fashion resale, which is supported by the previous studies
in the theoretical part. The interviews brought out five different ways high-quality product
presentation is used to build a brand-aligned webstore experience and to improve sales

in fashion resale. These five different ways are further elaborated in this chapter.

1. To communicate how the product looks in terms of the color, cut, material,
and other features

High-quality product presentation was naturally seen by the respondents as an important
way to communicate to the customer how the product looks in terms of the color, cut,
material, and other specific features inherent to a piece of clothing. As brought out in the
theoretical part, to fully understand the material and the fit of a fashion item, sensory
experience is required, which means the ability for the customer to see and touch the
clothing item (Song & Kim, 2012). As the ability for this is missing in e-commerce, it
highlights the need for high-quality product presentation to replace this missing sensory
experience and communicate the product features as well as possible. The previous

research also highlights that in fashion resale e-commerce this is even further highlighted,
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as the customers initially have higher levels of uncertainty for the shopping process in
second-hand online stores (Fernando, 2018). In conclusion, the respondents' answers
and the previous research in the theoretical part support each other in highlighting the
need for high-quality product presentation especially to communicate the clothing item’s

color, cut, material, and other specific features successfully.

2. To communicate the size and the fit of the clothing item

All the respondents stated the importance of high-quality product presentation’s impact
on communicating the size and the fit of the clothing. Successful communication of the
fit and size of the clothing can be seen as one of the most difficult aspects to communicate
through product presentation in fashion resale e-commerce. This can be seen for example
in the return reasons for the respondents; overwhelmingly the most common reason for
returns was the clothing item not fitting properly. This is also supported by previous

studies (He et al., 2020).

Whereas the importance of product presentation in communicating the fit of the clothing
is identified by this study and the previous literature, it is unclear what is the best format
of product presentation for communicating the size and fit of the clothing. It was evident
from the interviews that for the respondents, there are currently three main product
presentation ways to communicate the size and fit of the clothing: 1) communicating the
size stated in the clothing tag (S/M/L, etc.), 2) communicating the measurements of the
clothing piece, and 3) giving visual imagery of the clothing item. The respondents used
one or a mix of these ways for communicating the fit of the clothing, with most of the
respondents using all three ways. In the theoretical part, it was highlighted that especially
in fashion e-commerce, both visual and verbal product information are essential in
understanding the fit of the clothing item (Kim, 2019). As was evident from the
respondents’ answers, and from the previous literature, it is not clear which ways of
product presentation are the best for communicating the size and fit of the clothing.
Previous research has suggested visual product presentation being the superior way for
communicating the fit, especially in fashion e-commerce, whereas verbal information is

seen as supportive information (Kim & Lennon 2008; Kim, 2019; Chrimes et al., 2022).
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Yet, most recent research has suggested that verbal information, if in the format of user-
generated reviews, might be the superior way to communicate the fit of the clothing

(Chrimes et al., 2022).

In conclusion, the previous research and the respondents' answers support each other in
terms of highlighting the importance of high-quality product presentation in
communicating the size and fit of the clothing. Yet, defining the best ways to do this in
fashion resale e-commerce is unclear. These different ways are further elaborated more

in the next chapter, 5.2.

3. To communicate the brand image and the “store atmosphere”

It was evident from the interview responses, that product photos were seen as a significant
way also to communicate the brand image and to create a unique “store atmosphere” for
the online store. Product photos can be therefore seen as a way for brand storytelling. As
stated in the literature review, storytelling is proven to be an effective marketing tactic,
and consumers who can learn the brand story are proven to feel a deeper brand experience
(Lundgvist et al.,2013). Although, along with product photos fashion resale can find
unique competitiveness in utilizing and sharing product history information and build
storytelling in this way. Previous studies have found a correlation between presenting
product history information and pleasurable feelings, such as nostalgia. (Kim et al., 2021)
Whereas the respondents in this study saw product photos being the most significant way
of product presentation to communicate the brand image, other ways of product
presentation should be evaluated to build storytelling and brand image in fashion resale

e-commerce.

4. To give the customer fashion and styling advice

The interview respondents of the study pointed out also the importance of product photos
in giving the customer styling advice. This was especially brought out by the respondents
who photographed their products on models. Giving styling advice and creating mental
imagery of how to use a fashion product in daily life is a common practice in fashion e-
commerce. Successful industry players in fashion e-commerce, such as Zalando, use

product photos and videos in great significance to give the consumer styling ideas to

75



support a successful purchasing process (Zalando, 2022). It has been proven in previous
studies, that by presenting products in a realistic scenario, e.g. in an environment where
products might be used in real life, and styled in a way they could be styled in real life, the
customer’s experiential value is increased (Jeong et al., 2009; Yoo & Kim, 2014). This is
mainly due to more detailed and complex imagery reviving emotional and cognitive past
experiences or mental images for the customer (Jeong et al., 2009). In fashion resale e-
commerce, the challenge of using a significant amount of time for styling the fashion item
is the low profits. The interview respondents who photographed products on models and
styled the items, aimed to utilize the “light styling” procedure, where standard styling
props were used with similar products, e.g. wide-leg trousers were always styled with
high-heeled stilettos. In fashion resale, where time optimization must be done to prevail
the profits, this can be a way to offer customers styling advice through inspiring product

photos.

5. To meet the existing expectations customers have for fashion e-commerce
product photos

A big motivation for the interview respondents to have high-quality product photos was
to meet the expectations of customers for fashion online stores, and not to disappoint the
customers when they came to the store’s website. This communicates about the overall
competitiveness of today’s fashion e-commerce landscape and highlights how high-
quality product presentation and website one needs to have in today’s online landscape.
This also highlights the online shopping experience customers have gotten used to.
According to previous literature, using high-quality product photos with models is the
best way to capture customers' attention in fashion e-commerce. High-quality product
photos with models also increased the time customers spend on viewing the product, and
therefore increased their possibility for purchase. (Boardman & McCormick, 2019) This
highlights how important high-quality product photos in fashion e-commerce have
become, and how they are currently the most important format in capturing customers’

attention in the ever-growing sea of online products.
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5.2 The process of product presentation in fashion resale e-commerce

This chapter discusses the creative and logistical process taken for product presentation
in fashion resale e-commerce. The different steps in the process that were identified in
the empirical study were opened and visualized in chapter 4.2. In this chapter, significant

findings from the process are brought out and discussed in relation to previous literature.

The structural differences between the process of product presentation in

fashion e-commerce and fashion resale e-commerce

It was evident from the findings regarding the creative and logistic process of creating
product presentations in fashion resale e-commerce, that the process has significant
differences when compared to the process in typical fashion e-commerce, which was
identified in Chapter 2.3.4. In fashion e-commerce, the process of product presentation
is seen first and foremost as a marketing activity (Manvi & Venkataram, 2005), whereas
in fashion resale e-commerce, it can be seen more closely as a step in the product supply
chain, in addition to being a marketing activity. This is mainly due to two factors evident
from the empirical research. First, in fashion resale e-commerce each individual product
is washed or cleaned in the first step of the product presentation process, which adds a
time-consuming operational part to the process. In addition, in later steps of the process,
each item is individually checked for faults and measured, which adds the operational
aspect to each individual product. In fashion e-commerce these steps are naturally absent,
due to not needing to clean or wash the products, but also as the measurement and other
details are defined in earlier steps of the supply chain relating to designing and producing
the product and can be easily copied to the product card through product information
management system (Cokar, 2019; Ilavarasi, 2023). Second, the fundamental difference
of having multiple SKUs sold in traditional fashion e-commerce with the same product
presentation details highlights the process of product presentation in fashion e-commerce
being essentially a marketing activity (Jackson and Shaw, 2006; Parisi, 2023b). In
fashion resale e-commerce, the process of product presentation becomes furthermore
operational as the visual and verbal product presentation needs to be created individually

for each product.
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Minimizing the time spent on product photography while maximizing the

impact of product presentation

In photographing second-hand fashion products, the most significant difference among
respondents was photographing the products either on models or as flat lay/on hangers.
Multiple studies have concluded that customers prefer photos of fashion items on models
in the e-commerce setting (e.g. Cyr & Head, 2013; Wang et al., 2014; Boardman &
McCormick, 2019; Kim & Lennon, 2008). With photos of models wearing the fashion
item, customers can understand the fit, material, and movements of the clothing item in
more detail (Zalando, 2022). Of the respondents, only two photographed their products
on models due to the time-consuming process and therefore direct impact on the
operating profits. The respondents who photographed their products on models had
received positive feedback from customers and webstore visitors, although,
photographing products on models didn’t have a significant impact on sales volumes or
return rates when compared to the respondents who photographed their product photos
in flat lay or on hangers. This might point to the direction that product photos with models
are preferred by customers, and customers might spend more time watching product
photos with models, yet it doesn’t in volume impact their purchasing decisions. Whereas
most of the previous studies covered in the literature review highlighted the superior
importance of showcasing fashion products on models to catch customer’s attention (e.g.
Boardman & McCormick, 2019; Kim & Lennon, 2008), there have also been studies that
haven’t found a significant positive impact on sales when products were photographed on
models or not (Xia et al.,, 2020). Whereas for the fashion e-commerce industry
photographing fashion products on models is a standard procedure, it was pointed out by
all the respondents that in the fashion resale e-commerce, it is a time-consuming process
that impacts directly the profits and requires an operating team to run the procedure. This
was also the main reason why most of the respondents didn’t photograph their products
on models, even though all the respondents stated that it would be the ideal way to
photograph their products. Considering the challenges in fashion resale profit structure,
the lack of significant positive impact in sales volumes or return rates when using photos
with models evident from the empirical research, and a light indicator from previous

research that photos of models impact more in capturing the attention of customer than
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increasing sales, it should be considered is it possible or profitable to use photos with
models in fashion resale e-commerce. For further research, it could be examined which
other ways of product presentation or marketing tactics could similarly capture the

attention of customers as photos with models.

The most significant unifying factor among the respondents was the equipment they used
for photographing their product photos. All the respondents used a phone to photograph
the fashion products. Many of the respondents had tested photographing products with a
camera or had photographed all products with a camera in the past but had concluded
that with a phone the photo quality is as good as with a camera, yet the process of
transferring and editing the photos is faster. Therefore, in this study, it was evident that
quality phones should be favored over cameras in photographing products for fashion
resale e-commerce. According to previous literature, the size of the photo is one of the
most important features regarding the photo quality. Multiple previous studies have
concluded that large image size combined with a zoom function is the best format to give
the customer an understanding of the details of the fashion product (e.g. Song & Kim,
2012; Cases, 2002; M. Kim, 2019; Boardman & McCormick, 2019). Considering the
findings in this thesis and previous research, using a phone for photography is highlighted
especially in fashion resale e-commerce as it is highly important to minimize the time

spent on product photography to maximize profits.

Communicating the size and the fit of the product in the most effective and

informative way

It was visible from the conducted interviews, that the biggest, and in some cases even the
only reason for online store returns was the fit of the clothing, highlighting the
communication of size and fit of the clothing as one of the biggest challenges in fashion
resale e-commerce. From the previous literature, it was also evident that the fit of the
clothing is the biggest reason for returns in typical fashion e-commerce (He et al., 2020).
This highlights the need to find ways in product presentation to increase customers'

understanding of the fit and the sizing of the clothing items.
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In the light of previous research, three different ways for communicating the fit of the
clothing are highlighted: 1) verbal information, e.g. measurements, 2) visual information,
e.g. showcasing the product on different sized models, and 3) user-generated content
about the fit of the clothing (Kim & Lennon 2008; Chrimes et al., 2022). For the
respondents of the interview, there were currently three main product presentation ways
to communicate the size and fit of the clothing: 1) communicating the size stated in the
clothing tag (S/M/L, etc.), 2) communicating the measurements of the clothing piece, and

3) giving visual imagery of the clothing item.

Although all the respondents did present some visual information about the product, only
two of the respondents presented the product on top of a model, which naturally provided
more detailed information about the size and fit of the product. The respondents who
photographed their clothes on models had received praise from customers that the visual
imagery of photos with models helped them understand the fit of the clothing better.
However, there were no significant differences in return rates among the respondents
who photographed the products on models vs. flat lay/hangers. This would further
suggest that even though photos of clothes worn by models give customers a better
understanding of the fit of the clothing, they do not provide solely enough information to
understand whether the clothing piece fits the customer’s body. This would support
having visual as well as verbal information about the fit of the clothing to aim for more
successful communication. The previous research also suggested that visual product
presentation is a superior way for communicating the fit, especially in fashion e-
commerce, whereas verbal information is seen as supportive information for
communicating the fit of the clothing (Kim & Lennon 2008; Kim, 2019; Chrimes et al.,

2022).

All respondents provided verbal information about the size and fit of the product. The
verbal information included the measurements of the clothing item and/or the size tag
information. For most of the respondents, this verbal information was the most important
way of communicating the fit of the clothing. However, when it comes to providing precise
measurements of the product, the impact on customers' understanding of the fit through

the measurements wasn’t analyzed. Some respondents had stopped taking measurements
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from the clothing items, as it was very time-intensive and therefore a significant factor
impacting their profits; they hadn’t seen an increase in returns even though they had
stopped taking precise measurements. Some of the respondents who didn’t take any
measurements did provide measurements in the case the customer specifically asked for
them. This lack of impact on order volumes or return rates might indicate that clothing
measurement might not in reality transform into a better understanding of the fit of the
product for the customer. Some of the respondents estimated that the biggest reason
might be the customer's lack of measuring the item before purchasing. Therefore,
measurements might work only as perceived value for the customer, but do not increase
the customer's true understanding of the product’s measurements. Also, when it comes
to stating the size written in the size tag of the garment, as part of the verbal information,
respondents had skeptical views. All respondents did tell the size stated in the clothing
tag of the item, but this was also seen as one of the most highly unreliable ways of
estimating the fit of the clothing, as each brand has its sizing chart, and especially vintage

sizes differ vastly from today’s sizing tags.

Another way that was brought out by the respondent to decrease the returns because of
the size and fit, and overall fade out the importance of understanding the precise fit of the
product, was to focus on selling clothing categories where the fit and sizing were more
likely to suit many different body types, such as selling jackets instead of trousers, or
selling oversized clothing instead of fitted ones. This strategy might be useful for small
players in the fashion resale market but can become a challenge when scaling the

operations, which makes it an unsustainable strategy in the long run.

When it comes to the previous literature on the topic, the most ideal way for
communicating the fit of a product in fashion e-commerce has changed from using verbal
information to utilizing visual information, to eventually seeing user-generated fit reviews
as the superior way for communicating the fit of the clothing (Kim & Lennon 2008;
Chrimes et al., 2022). Whereas some research points to having clothing items shown on
multiple different body types (visual information) as a positive factor for customers
purchasing decisions, a recent study found that whereas pictures with different body types

increase the customer’s understanding of the sizing, it does not have a positive impact on

81



the purchasing decision. Instead, other customers' reviews about the fit of the clothing
had a positive impact on the fit of the clothing. (Chrimes et al., 2022) Customer reviews
of certain clothing items’ fit are nearly impossible in fashion resale as most of the clothing
pieces are one-of-a-kind pieces, which makes implementation of this strategy extremely

difficult for fashion resale.

In conclusion, currently the ways for communicating size and fit information for fashion
resale e-commerce players are visual and verbal information, although both these
solutions have limitations and problems. Whereas visual information, e.g. presenting the
product on a model, is seen as superior by the respondents and the previous research, it
is costly and requires extensive operations as stated in the previous chapter. Verbal
information, e.g. sizing tags and measurements, has problems relating to the reliability of
the information and the reality of customer’s behavior with this information. All in all, the
conflicting strategies from previous literature, and the clear pain point in the topic
identified by the respondents of the empirical study would suggest space for further

research in best practices in communicating the fit of the clothing in fashion resale.

Communicating the faults and patina in the product

Communication of modifications, faults, and patina is one of the unique product
presentation details for fashion resale e-commerce. The respondents had differing ways
of communicating the faults, modifications, and patina in the product; 1) taking a photo
of the fault, and/or 2) verbally communicating the fault, and/or 3) giving a grade to the
condition of the item. These three ways are also the most common in bigger fashion resale
e-commerce platforms, with photos and grading systems being the most common way for
communicating the possible faults (Thredup, 2024; Sellpy, 2024). It was stated also by
the respondents, that either taking a photo of the fault or using a product condition
grading system was the quickest way to communicate the fault. Writing about the fault
was seen by one of the respondents as unnecessary work that didn’t bring additional

value.
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5.3 The ideal product mix in fashion resale e-commerce

Although the question of how the chosen product mix sold in fashion resale e-commerce
stores impacts the competitiveness and sustainability of the business model was not a
precise research question, it became evident in the interviews that the product mix plays
an important part in creating a profitable and sustainable fashion resale e-commerce
business. Respondents had coherent views about the type of products and the price point
of products that should be sold in fashion resale e-commerce to secure sustainable profits.
Most of the respondents didn’t sell products under €45 in their webstore, whereas few of
the respondents did sell some products under this price point in their store. Although,
most of the products that were sold under this price point were easy to photograph or in
other ways, the product card was easier to make for the webstore. In the type of clothes
sold, the respondents favored tops over bottoms as they were easier to buy, photograph,
and sell, and in addition, the return percentages were smaller in tops than bottoms.
Regarding the type of clothes sold, many of the respondents also favored oversized clothes
over fitted clothes, as they are also easier to buy, photograph, and sell. These details about
the respondent’s product mix draw a good understanding of the product selection with
which building a sustainable and profitable fashion resale e-commerce business becomes
easier. Having a narrow and niche product selection in fashion resale e-commerce to
achieve profitability was also supported by previous research in the literature review
(Kestenbaum, 2024). In conclusion, to have a sustainable and profitable fashion resale e-

commerce business, the product mix of sold products should be taken into consideration.
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6 Conclusion

This chapter will conclude the findings of this thesis from the literature review and the
empirical part. The chapter is divided into four parts. The first part will address the main
findings of the thesis and discuss the academic contributions of the thesis. The second
part will discuss in more detail the managerial implications of this thesis. The third part
will address the limitations of the study, and the fourth part will make suggestions for

further research on the topic.

6.1 Main findings and academic contributions

This thesis looked at the role of high-quality product presentation, and the creative and
logistics process of product presentation in fashion resale e-commerce. Through
qualitative interviews with fashion resale e-commerce companies combined with
previous literature on the topic, this thesis created a framework for understanding the
role high-quality product presentation plays in fashion resale e-commerce. The
framework presented in this thesis includes five reasons fashion resale players aim for
high-quality product presentation in online store setting: 1) to communicate how the
product looks in terms of the color, cut, material, and other features, 2) to communicate
the size and the fit of the clothing item, 3) to communicate the brand image and the “store
atmosphere”, 4) to give the customer fashion and styling advice, and 5) to meet the
existing expectations customers have for fashion e-commerce product photos. This
overall framework can provide a good starting point for further academic research on the
topic. The thesis also showcased the creative and logistics process for creating product
presentations in fashion resale e-commerce. The process including ten different steps was
established based on the answers from the qualitative interviews with fashion resale e-
commerce players. This detailed process overview of all the required steps to create a
high-quality product presentation and the entire product card in fashion resale e-
commerce can provide a good starting ground for further research on the topic. The
process overview included tasks such as preparing the product for photographing,
photographing the product, and gathering the product information, e.g. measurements,

material, and faults. The thesis also further builds upon these process steps, evaluating
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the different solutions fashion resale e-commerce players have considering the empirical
findings of this thesis and previous literature. For further academic research, the process
overview can give a clearer point of view of different logistical steps in the process of
product presentation in fashion resale e-commerce, and therefore enable further research

in all these different steps.

In addition to establishing frameworks for further academic research on the topic of
fashion resale e-commerce product presentation, the findings of this thesis can be
generalized to address more broadly different parts of the circular fashion economy. The
addressed reasons for creating high-quality product presentations as well as the logistics
process for product presentation can work as a guiding framework also for further
research in peer-to-peer second-hand fashion marketplace selling and product
presentation, as well as more broadly in research about the logistics of circular business

models in the fashion industry.

6.2 Managerial implications

This thesis gives valuable managerial implications for fashion resale e-commerce players.
The framework for understanding the role of high-quality product presentation in fashion
resale e-commerce can help managers of fashion resale e-commerce to come up with new,
creative solutions in product presentation. This thesis underlined the five reasons fashion
resale e-commerce players aim for high-quality product presentation. The overview of
these reasons can help managers test different ways of product presentation that could
communicate all these five points to the customer yet be cost-efficient. This is important
in order to increase the competitiveness of fashion resale e-commerce and find new ways,
that are cost-efficient yet informative enough in communicating the product attributes to
the customer. The process of product presentation for fashion resale e-commerce this
thesis also presents can help managers to inspect and streamline their product
presentation process, but also work as a good overview of the process for new companies
in the field. The existing managers can compare the process overview presented in this

thesis to their process, and find parts they could streamline, remove, or change to create
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a more efficient process. For new managers in the field, the process and the details of it
can give a good overview understanding of the different steps needed to take in fashion
resale e-commerce product presentation. The overview of the process can also work as an
acceleration for innovations in the fashion resale e-commerce space, as it helps to identify

the bottlenecks and most time-consuming steps in the process.

6.3 Limitations

This thesis looks at the role of product presentation in fashion resale e-commerce and
outlines the creative and logistics process in product presentation of fashion resale e-
commerce products. It must be noted that the empirical part of the study is very limited
in terms of the size of the study and the characteristics of the interviewed companies.
There were only five companies interviewed in the study, which can be seen as a relatively
small set of interviewees. All the interviewed companies are small players, who operate
mainly in the local Finnish market. This limited set of interviews does give a good
understanding of the local Finnish market but faces limitations for implications for bigger

companies or different markets.

Even though there are limitations in the usability of the findings, it does not mean that
there is a complete lack of usability. This thesis, with the empirical part combined with
the literature review, paints a good overview of motivations and challenges for high-
quality product presentation in fashion resale e-commerce. The challenges related to the
business model sustainability and profit structure, and therefore the limited resources for
product presentation, are present for nearly all fashion resale e-commerce players,

regardless of the size of operations or market of operation.

6.4 Suggestions for further research

The topics discussed in this thesis and the findings of the empirical study open the
possibility for further research on multiple different aspects of the second-hand fashion

industry, and precisely of fashion resale e-commerce.
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This thesis addressed the motivations for fashion resale e-commerce players to aim for
high-quality product presentation, especially high-quality product photos. At the same
time, this thesis addressed clearly that creating continuously high-quality product photos
diminishes the profits and the sustainability of fashion resale e-commerce’s business
model significantly. For further research, this opens an opportunity to further research
this topic from two points of view. Acknowledging the high cost of high-quality product
presentation, further research can focus and search for alternative ways to reach the goals
fashion resale e-commerce players have for using high-quality product photos.
Alternatively, there are clear motivations for further research into how new technologies,
such as artificial intelligence, could decrease the cost of high-quality product photos, and
therefore allow high-quality product presentation for fashion resale e-commerce while
supporting high enough profits and sustainable business models. The topic of utilizing
artificial intelligence in fashion resale e-commerce product presentation can evolve

quickly, as the development of the technology is currently extremely speedy.

Regarding the different product attributes that are communicated with product
presentation, this thesis highlighted that communication of fashion products’ size and fit
was one of the topics that was most unclear and lacked best practices for the industry.
This was evident from the respondents’ answers in this study and in the previous
literature, where there was no clear coherence in the best way to communicate a fashion
product’s size and fit. The conflicting strategies from previous literature for best ways for
communicating the fit of a clothing item, and the clear pain point in the topic identified
by the respondents of the empirical study of this thesis, would suggest space for further

research in best practices in communicating the fit of the clothing in fashion resale.

In addition to presenting further research topics for precisely different aspects of product
presentation, the thesis also opens the possibility for a fundamental point of view change
for researching product presentation in the field of fashion resale e-commerce. In
traditional fashion e-commerce, product presentation, including high-quality
photography, is typically viewed as a marketing activity. Its primary goal is to showcase
the products and enhance the attractiveness of them to boost sales. As highlighted in this

thesis, for fashion resale e-commerce, the situation becomes more complex due to the
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unique challenges associated with the variability and one-off nature of items. This shift in
point of view could make it for example compulsory to always consider the vastly different
profit structure of fashion resale when studying product presentation in fashion resale e-
commerce. Viewing product presentation through a logistical instead of marketing lens
in future research might offer innovative operational improvements that could lead to

better customer experience and satisfaction in fashion resale e-commerce.

Overall, this thesis also brings out the challenges in the fashion resale e-commerce
business models. The industry’s low profits and challenging business models not only
make it difficult to establish sustainable business operations but also diminish the
industry’s possibilities for different kinds of financing models, such as venture capital
funding. Acknowledging these business model challenges inherent to the nature of
fashion resale e-commerce opens a further research possibility for the viability of fashion
resale e-commerce and a deeper understanding of the pain points and possibilities in the
business models. Further research could for example in more detail focus on the success
cases of the fashion resale e-commerce industry; highlighting what kind of processes the
companies have, what kind of product assortment they sell, and what kind of financial
structure they have created to successfully create a sustainable business model and scale

the business.

This thesis also touches upon the motivations and the barriers and bottlenecks for the
consumer in buying second-hand fashion. Compared to the structural business challenges
of fashion resale, there is much more previous research on the motivations and barriers
consumers have for buying and using second-hand fashion. Although, it must be
highlighted that it’s important to continue the research in the field of consumer
perceptions. The rising importance of sustainability and social issues yet combined with
the unstable financial situation of the world driven by the growing amount of geopolitical
and worldwide crises, are big themes that can impact consumer purchasing habits greatly
in a short period of time. Consumer motivations and barriers to buying second-hand
fashion might therefore quickly change, which highlights the importance of continuous

research in the field.
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Appendices

Appendix 1 — Interview structure

The following question sheet is an example of a question sheet used for the interviews
conducted for the empirical study of this thesis. The interviews were conducted as semi-
structured, and small modifications were made to the questions regarding the different

interviews.

Impact of product presentation in fashion and fashion resale e-commerce

1. What kind of impact do you think high-quality product presentation, and
especially high-quality photos, make in fashion e-commerce? Why?

2. What kind of impact do you think they make in second-hand fashion e-
commerce? Why?

3. What kind of impact do you think low-quality photos make in second-hand
fashion e-commerce? Why?

4. Do you think high-quality product presentations, and especially photos, are more
important for a certain type of product? Well-known brand products? Why? Why

not?

Selection of clothes for fashion resale e-commerce
1. What is the price point at which you sell products? Why have you chosen this
price point?
2. Do you have specific brands you sell or look for when sourcing the clothes? Why
is this?

3. Do you have certain product types you prefer in your selection? Why is this?

Product presentation process in fashion resale e-commerce
1. What does the product presentation process look like for your products? Can you
walk me through the process?
2. Where does the process take place? Is this a studio space? Is this the same place

where you ship the products from?
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What are the biggest pain points in the process for you? Why?

4. Has the process changed in the past? Why?

7.
8.

0.

Do you photograph your products with or without models?
a. If you are photographing the products with models, why is that?
i. Are you showing the faces of the models? Why?
ii. Do you “style” the outfits? Why?

b. If you are photographing the products without models, why is that?
How long does it take for you to create the product presentation details for one
product?

How long does it take for you to photograph one product?
Can you walk me through the photographing process?

Does the photographing process look similar for all clothes?

10. Have you thought about changing the process in the future? Why?

Photography equipment and technology in the product presentation

process of fashion resale e-commerce

1.

What kind of photography equipment do you use for photographing the
products? Why is that?

How do you upload the pictures to your webstore? Do you upload them straight
away to the webstore?

Are you planning on implementing any other equipment to the process?
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