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Secondhand fashion retail is a critical driver of the global fashion industry’s pressing sustainability transition,
while also offering substantial economic market potential. Yet, a key growth segment has been largely over-
looked: Non-users and their barriers to brick-and-mortar secondhand fashion retail. This paper aims to support
the fashion industry in effectively segmenting and targeting non-user groups, thereby considering recent trends
in the sector. Drawing on in-depth semi-structured interviews and an exploratory follow-up online survey among
27 non-users of brick-and-mortar secondhand retail, a novel non-user segmentation is proposed, which indicates
distinct barriers of four non-user groups (i.e., unaware supporters, disillusioned supporters, skeptic hedonists,
and skeptic outsiders). Moreover, the paper develops recommendations and store concepts for specific non-user
groups and assesses the appeal of recent retail trends (e.g., luxury secondhand, kilo stores, mixed assortments) in
targeting non-user groups. This study makes several contributions to the literature on diffusion of innovation,
consumer adoption, and customer segmentation both within and beyond the context of secondhand retailing.
Specifically, it provides novel insight into relevant non-user groups, enabling managers to identify and target
non-user groups, and advances future research avenues.

Non-users
Segmentation
Adoption barriers

1. Introduction

The global fashion industry is a significant contributor to environ-
mental degradation, causing approximately 8 % of all carbon emissions
(Quantis, 2018). Secondhand retail can advance the pressing sustain-
ability transition of the global fashion industry (e.g., Arrigo, 2021;
Biittgen et al., 2023; Perry et al., 2025; Zechiel, 2024) owing to its
immense economic and ecological potentials. It is expected to account
for up to 10 % of the worldwide fashion market in 2025 (with a gross
merchandise value of US $264 billion) and double its market share
within the next decade (ThredUp, 2024). This growth promotes reuse
and lowers the consumption of new fashions, thereby reducing the
environmental impact of the global fashion industry (e.g., Sandin and
Peters, 2018; Trzepacz et al., 2023).

Brick-and-mortar secondhand retail plays a crucial role in unlocking
this growth potential. As secondhand pieces are often unique and have
been worn by others, customers tend to thoroughly inspect their quality
and try them on before making a purchase. PricewaterhouseCoopers
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(2023) recently showed that roughly 40 % of German customers, of
whom 15 % use brick-and-mortar secondhand stores, seek such oppor-
tunities when buying secondhand clothes (e.g., in stores, flea markets,
and clothing exchanges). As secondhand retail gains popularity,
secondhand offerings in regular fashion stores (e.g., Globetrotter, n.d.
Zalando, 2022), online secondhand retailers in brick-and-mortar stores
(e.g., Depop and Sellpy; Schygulla, 2023; Young, 2023), and new
secondhand boutiques or chains in city centers are increasing (e.g.,
PICKNWEIGHT and Think Twice; Bach and Romer, 2024; Teichert,
2024).

Extant research has mainly focused on the supply chains of second-
hand business models (e.g., Turunen and Gossen, 2024) and on identi-
fying regular secondhand shoppers’ motivations (e.g., ecological and
economic motives) to buy secondhand fashion, with earlier studies
investigating barriers (e.g., hygiene and quality concerns) (e.g., Edbring
et al., 2016; Ek Styvén and Mariani, 2020; Evans et al., 2022; Hur,
2020).

Both theory and practice in the interconnected fields of diffusion of
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innovation, consumer adoption, and customer segmentation suggest
that encouraging non-users to buy secondhand has significant economic
and ecological potential (e.g., Kristensson et al., 2020; Rogers, 2003;
Talke and Heidenreich, 2014; Wind and Bell, 2008). More than a third of
the global population is receptive to secondhand retail (YouGov, 2024).
To effectively target relevant non-users, their systematic differences and
similarities must first be identified and then used to segment them and
classify their distinct barriers to shopping at brick-and-mortar second-
hand retail stores (e.g., Ross et al., 2023; Wind and Bell, 2008). Second,
retailers must understand how to target relevant non-user groups.
Recent trends in brick-and-mortar secondhand retail, such as luxury
secondhand or kilo stores, may attract new customers. However,
research has not yet addressed their potential impact on non-users.

Hence, to design appealing secondhand offers and win over non-
users, a better understanding of non-users’ perceptions of brick-and-
mortar secondhand retail and how to target them is necessary (e.g.,
Ross et al., 2023). To address this gap and put forth novel insights for
secondhand retail research and practice, this study (1) develops a
non-user segmentation, considering non-user barriers; (2) derives gen-
eral and non-user group-specific recommendations, including concrete
store concepts, for retailers according to the different dimensions of
brick-and-mortar retail to target relevant non-user groups by over-
coming their barriers; and (3) assesses the role of recent trends in
secondhand fashion retail. To this end, it conducts in-depth, semi--
structured interviews and an exploratory follow-up online survey among
27 non-users of brick-and-mortar secondhand retail.

This paper contributes to the literature on diffusion of innovation,
consumer adoption, and customer segmentation both within and beyond
the context of secondhand retailing. First, drawing from and conflating
theories of diffusion of innovation, consumer adoption, and customer
segmentation frameworks for market analysis, our work offers a sys-
tematic approach for understanding non-adoption and non-user groups.
Applying this approach to secondhand retail literature, we introduce a
newly developed non-user segmentation that reveals differences among
customers based on several segmentation criteria. Second, the addi-
tionally derived recommendations and store concepts enable more tar-
geted approaches to win over these groups. Third, the paper explores
current trends in the evolving brick-and-mortar retail environment.
Although these trends have not yet been established in the retailing
literature so far, they may help overcome barriers faced by specific non-
user groups and improve the overall customer experience.

2. Literature review
2.1. User segmentation in secondhand retail

Investigating how and why different customers are adopting new
products and services over time is rooted in theories of diffusion of
innovation and consumer adoption (e.g., Kristensson et al., 2020;
Rogers, 2003; Talke and Heidenreich, 2014). Diffusion of innovation
theory suggests that there are distinct adopter groups (e.g., innovators,
early adopters, early majority) with varying characteristics, who adopt a
new product or service over time (Rogers, 2003). Furthermore, research
emphasizes that these groups evaluate new products or services differ-
ently and that their adoption behavior is therefore not generalizable (e.
g., Bohlmann et al., 2010; Wijekoon et al., 2021). Thus, applying
customer segmentation approaches for new products and services is
valuable to distinguish heterogeneous customer groups for effective and
accurate targeting (e.g., Chen et al., 2025; Gilboa et al., 2024; Liu et al.,
2024; Ozuem et al., 2024). Typical customer segmentation criteria
include demographic information, general psychographics, and product
or service-specific perceptions and behaviors (e.g., in this study,
brick-and-mortar secondhand retail-related attitudes, behaviors, and
barriers) (Wind and Bell, 2008). Customer segmentations in the context
of general sustainable consumption (Guiot and Roux, 2010), including
sustainable fashion behaviors (e.g., Haines and Lee, 2022), have already
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been developed. Ferraro et al. (2016) identified four user segments
based on demographic information, general psychographics, and
secondhand retail-related behaviors and perceptions. Three user seg-
ments are more or less driven by fashionability motives, emphasizing
that secondhand shopping is not only sustainability or economically
driven (Ferraro et al., 2016). One user segment had no particularly high
economic, sustainability, or fashionability motivations (Ferraro et al.,
2016). The authors conclude that their segmentation offers opportu-
nities to enhance shopping experiences and increase the frequency of
secondhand shopping among the different segments. However, extant
segmentation approaches predominantly focus on actual users, their
motives and behaviors, while neglecting late or non-adopters and their
respective barriers, leading to adoption resistance.

2.2. Barriers to secondhand retail

Research in the fields of diffusion of innovation and consumer
adoption explores the reasons why certain groups of people (e.g., lag-
gards) choose not to use or actively reject specific products or services (e.
g., Hazée et al., 2017; Hur, 2020; Rogers, 2003; Talke and Heidenreich,
2014). A key insight from this body of work is the significant role that
customer barriers play in shaping adoption behavior and that they are
valuable to segment customers. Understanding the barriers of different
customer groups is essential for developing strategies to encourage the
acceptance and use of new products and services (e.g., Hazée et al.,
2017; Talke and Heidenreich, 2014). In the context of secondhand
fashion, research has already investigated different customer barriers,
including hygiene, quality, fashionability, and social image concerns (e.
g., the embarrassment of wearing secondhand clothes), lack of economic
advantages (e.g., low price difference to new products), lack of stores
and accessibility, unavailability of specific products and sizes, high
shopping effort (e.g., time-consuming), and messy or unpleasant stores
(e.g., Calvo-Porral et al., 2024; Das et al., 2024; Edbring et al., 2016;
Frahm et al., 2025; Hur, 2020; Liu et al., 2023; Luo and Park, 2024;
Rathi et al., 2023; Silva et al., 2021; Tangri and Yu, 2023; Wang et al.,
2022). However, the literature also indicates that barriers appear
customer-type specific and context-dependent. For example, younger
customers have different barriers than older customers, there are dif-
ferences in the online and offline context, and also between luxury and
non-luxury secondhand shopping (e.g., Calvo-Porral et al., 2024; Evans
etal., 2022; Luo and Park, 2024; Rathi et al., 2023; Tangri and Yu, 2023;
Wang et al., 2022). In sum, secondhand studies have identified different
current customer segments (Ferraro et al., 2016) and general motiva-
tions and barriers to online or offline secondhand shopping (e.g., Cal-
vo-Porral et al., 2024; Edbring et al., 2016; Ek Styvén and Mariani,
2020) but have overlooked the potential of various non-user groups,
their barriers, and provided no specific insights for brick-and-mortar
retail (PricewaterhouseCoopers, 2023; YouGov, 2024). We provide a
overview of the literature and its current gaps in Appendix A.

2.3. Non-user segmentation in secondhand retail

Building on established insights from the literature on diffusion of
innovation theory and consumer adoption, examining customer barriers
has proven to be a valuable method for understanding why potential
users do not (yet) use a product or service, and accordingly segment
customers into groups of different types and levels of non-adoption (e.g.,
Bohlmann et al., 2010; Hazée et al., 2017; Rogers, 2003; Talke and
Heidenreich, 2014; Wijekoon et al., 2021; Wind and Bell, 2008). In the
context of secondhand retail research, knowledge is scarce on why some
customers do not adopt secondhand retail offers. Hence, there is a sig-
nificant need to investigate non-users and their barriers in this context,
to understand which barriers heterogeneous non-user groups distinguish
and whether they might have certain barriers in common. Com-
plemented by insights on how to overcome these barriers, retailers can
be enabled to address these segments more effectively and unlock their
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growth potential (PricewaterhouseCoopers, 2023; YouGov, 2024).

Starting to fill this gap, Hur (2020) offers insight into non-user seg-
ments of online and offline secondhand fashion retail by identifying four
non-user groups based on secondhand retail-related behaviors and
perceptions. These groups avoid secondhand fashion and shopping
because of social embarrassment, dirty and low-quality clothing items, the
perception that secondhand clothes are unfashionable and unattractive,
and time-intensive searches for suitable clothes in unpleasant charity stores,
respectively (Hur, 2020). Whether different groups can share the same
barriers while differing in other segmentation criteria remains unclear.
Hur’s (2020) study also provides firsthand insights to optimize shopping
for secondhand clothes, considering distribution, product sourcing,
quality control, and marketing.

Our study builds on literature on the theories of diffusion of inno-
vation and consumer adoption, as well as empirical insights from
secondhand retail, to develop a more detailed segmentation with more
actionable managerial implications (see Appendix A). First, it adds de-
mographic information and general psychographics to the segmenta-
tion. Second, it employs a method to identify the barriers shared
between the non-user groups and unique to each group. Third, it pro-
vides general and group-specific actionable recommendations,
including concrete store concepts, on how to attract non-users and
overcome the barriers according to the dimensions of brick-and-mortar
secondhand retail. Fourth, it assesses recent trends in brick-and-mortar
secondhand retail to provide concrete actions to win over current non-
users.

3. Methodology
3.1. Research design

To include demographic information, general psychographics, and
brick-and-mortar secondhand retail-related attitudes, behaviors, and
barriers as segmentation criteria (Wind and Bell, 2008), this study
combined a qualitative exploratory approach, using in-depth interviews,
and a quantitative follow-up online survey, following established liter-
ature (e.g., Braun and Clarke, 2006, 2012; Brinkmann and Kvale, 2015,
2018; Flick, 2018; Hazée et al., 2017). Ethical approval was obtained
from the ethics committee.

3.2. Data collection

For sufficient diversity among interview participants to develop a
non-user segmentation, we used demographic criteria to ensure, for
example, an equal distribution of age and gender (following, e.g., Flick,
2018; Hazée et al., 2017; Suri, 2011). Participants were mainly recruited
by sharing and forwarding an information slide on social media (espe-
cially LinkedIn and Instagram), as well as via email distribution lists and
instant messaging groups. If any age or gender groups were found to be
overrepresented, we paused recruitment for those groups. Finally, we
interviewed 13 men and 14 women aged 18-71 years from Germany
(reaching theoretical saturation at 27 interviews) who do not use
brick-and-mortar secondhand retail stores (see Appendix B). The online
and offline semi-structured interviews typically lasted between 30 and
60 minutes.

In the interview (see Appendix C), the participants were asked to
identify barriers to brick-and-mortar secondhand shopping and ways to
overcome them, first, generally and then with respect to different di-
mensions of brick-and-mortar stores (e.g., Purohit et al., 2021). Subse-
quently, they were asked to name their most critical barriers and assess
five current secondhand retail trends: luxury secondhand, kilo stores,
mixed assortments of new and secondhand clothing, secondhand shop-
ping events and pop-up stores, and guarantees. The interviewer noted
barriers and corresponding ideas on a whiteboard with sticky notes
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(inspired by qualitative service design methods; e.g., Cai¢ et al., 2018) to
visualize the interview results in real time and avoid misunderstandings.

The follow-up online survey included demographic information,
general psychographics (i.e., general shopping motivations [Wesley
et al., 2006], general ecological sustainability values [Buerke et al.,
2017]), brick-and-mortar secondhand retail-related attitudes and be-
haviors (i.e., attitude toward secondhand shopping; [Mohammad et al.,
2021], and secondhand shopping frequency [Hamilton et al., 2011])
variables measured on 7-point Likert scales, to add quantitative seg-
mentation criteria and enrich the qualitative data concerning barriers to
non-user segmentation, and further increase robustness through trian-
gulation of methods and collected data (Natow, 2020). All interview
participants took part in the follow-up survey, and there was no missing
data.

3.3. Data analysis

All interviews were audio-recorded and transcribed. We employed a
thematic analysis (TA) to examine the contents of the transcripts and
whiteboards, starting with the lead author performing an initial coding
of overarching topics related to barriers and recommendations to
overcome these (Braun and Clarke, 2006, 2012). Afterward, concrete
themes were identified within the topic codings (Braun and Clarke,
2006, 2012). The research team regularly discussed the coding process,
the identified topics and themes, and corresponding codings to refine the
TA and its results further (Braun and Clarke, 2006, 2012). In addition,
we leveraged a large language model (LLM; i.e., a custom GPT by
[Cardenas, n. d.], based on ChatGPT4o0), providing it with the anony-
mized transcripts and specific prompts, to identify and cluster barriers,
develop recommendations to overcome them, and assess the second-
hand retail trends, based on the interview transcripts (prompts are
provided in Appendix D; adapted from Arora et al., 2025). This approach
enhanced the reflexive character of TA (Braun and Clarke, 2019) and
can lead to unique knowledge creation and coding advantages,
including increased coder triangulation (Arora et al., 2025; Natow,
2020). It is important to note that LLMs can produce biased or mis-
informing content (Arora et al., 2025). Therefore, it is vital that content
produced by LLMs is critically reviewed and that LLM output is aligned
with human coding and data analysis. In our case, the LLM did not
identify any problematic or new thematic perspectives, indicating that
our TA was conclusive. For the trend assessment, the corresponding
interview excerpts were coded by two authors into positive, neutral, and
negative perceptions. Any ambiguities were discussed and resolved.

After analyzing the data, we combined the identified themes with the
follow-up survey results for the non-user segmentation. In an initial step,
the quantitative data from the follow-up survey were analyzed
descriptively (e.g., in the form of scatter plots) and differences in the
participants’ demographics, attitudes toward secondhand shopping,
sustainability values, and general shopping motives were identified; for
example, we identified a group of people with comparatively higher
means of sustainability values and a more positive attitude toward
secondhand shopping (group 1a and b). To form the final segmentation,
we conducted an iterative process combining insights from both the
quantitative and qualitative data. First, we allocated the identified
barriers from the qualitative TA to preliminary non-user groups based on
the quantitative data. After that, we iteratively identified differences
and similarities between non-users to define the final non-user groups
considering both the quantitative and qualitative segmentation criteria.
For instance, within group 1, the qualitative data revealed differences in
barriers, leading to the formation of subgroups la and 1b. After that,
recommendations, including potential store concepts, were made, and
the role of recent trends in overcoming these barriers was determined.
Finally, the authors discussed the results and made final adjustments.
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4. Findings
4.1. Non-user segmentation

The first non-user group consists of two subgroups: 1a) unaware
supporters and 1b) disillusioned supporters. The group has a balanced
gender ratio and mean age of 39 years. This group tends to have higher
sustainability values, lower recreational shopping motives, and average
quality and trendiness shopping motives compared with the other in-
terviewees. The group exhibits a positive attitude toward secondhand
shopping and places importance on sustainability, although their spe-
cific motivations for shopping (i.e., recreational, quality, and trendiness
shopping motives) are less pronounced. Concerning the main barriers to
brick-and-mortar secondhand shopping, we found differences between
subgroups a and b (see Fig. 1 for non-user groups and their associated
barriers; for a detailed overview see Appendix E). While the subgroups
share barriers concerning clothing selection and location and reachability,
one barrier (feeling of not belonging to the target group) exclusively adheres
to unaware supporters (group 1a).' This barrier emerged because the
participants were aware that they could afford more or because they
were worried about taking from others.

... I've had scruples about that too. I don’t want to take something away
from someone who is in need ... (Interview 1 3)?

Moreover, group 1b (disillusioned supporters) faced more extensive
barriers, as they actually entered and experienced the stores but were
left disillusioned by the store presentation and offerings, as indicated by
a corresponding question in the follow-up survey that asked participants
how often they visit a brick-and-mortar secondhand shop without
buying anything and corresponding statements in the interviews.
Therefore, the following barriers additionally pertain to group 1b:
clothing styles, disorder in the store, (time) effort, quality and condition of
clothing, and store interior.

Non-users in the second group (skeptic hedonists) are younger (26
years old on average) and mostly women (in our study, 100 %). The
group’s sustainability values are average, and their recreational, quality,
and trendiness shopping motives are higher than average. This group
enjoys shopping and discovering high-quality, trendy fashion pieces.
Their attitude toward secondhand shopping is generally more negative.
Their main barriers are clothing styles, cleanliness and odor of the store,
disorder in the store, hygiene of clothing, price-to-value ratio, quality and
condition of the clothing, and store interior (see Fig. 1).

The third group (skeptic outsiders) is the most difficult to win over for
brick-and-mortar secondhand retail. This group tends to include older
individuals and more men. Moreover, it has lower sustainability values
and holds a neutral attitude toward secondhand shopping. As shopping
is generally perceived more as a duty than an enjoyable recreational
activity, secondhand shopping is not viewed in a very positive light, and
sustainability is relatively unimportant, making it difficult to reach this
group. The remainder of the paper focuses on groups 1 and 2, as it is
more realistic and cost-efficient to attract these groups to brick-and-
mortar secondhand retail.

4.2. Recommendations for attracting non-users to brick-and-mortar
secondhand retail

Our general and group-specific recommendations for secondhand
retailers are organized according to seven dimensions of brick-and-
mortar retail (inspired by service and retail marketing; e.g., Purohit
et al., 2021): clothing assortment, store design, location, pricing, frontline

! For an overview of all barriers with a description, please refer to Appendix
F.

2 The following excerpts from the interview were smoothed and translated
into English.
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staff, marketing & communication, and store operations & customer service.
We provide a rapid overview of the dimensions that have the potential to
overcome which barrier, as indicated by “X” in the respective field in
Appendix G. It emphasizes the relative importance of clothing assort-
ment as well as marketing & communication to overcome the identified
non-user barriers. Our general recommendations are summarized in
Table 1. Finally, we present group-specific recommendations and
developed targeted approaches to tailor secondhand store concepts to
each group (see Figs. 2 and 3).

4.2.1. General recommendations

The general principles of visual merchandising must be improved (e.
g., Basu et al., 2022). Secondhand stores follow store design rules other
than those followed by regular fashion stores. For example, disorder is
not necessarily a negative characteristic in secondhand stores, as it can
evoke the positive effect of treasure hunting (Ross et al., 2023). How-
ever, current non-users prefer spacious, bright, minimalist decorations
and a clear layout and selection (see Table 1).

... Space and selection are conditional, (...) if the store is kept minimalist,
ceiling, walls, floor, for example, are in one color and that makes it look
cleaner and there aren’t a thousand things hanging on the wall, (...)[so]
it’s not such an overload of stimuli. (Interview 18)

Non-user groups prefer locations downtown or near other stores (e.
g., shopping centers) or close to typical gathering places (see Table 1).

We recommend considering clear price differentiation based on
clothing condition, quality, and brand price segments, as well as similar
price levels for similar brands. If brick-and-mortar stores target non-
users, they should be cautious with very low prices, as this can fuel
concerns about quality and the perception of taking from those in need.
Moreover, while discount campaigns can be beneficial overall, they may
also raise sustainability concerns (see Table 1).

... If the pricing was different so that I didn’t feel like I was taking
something away from someone. If I had to pay 15 euros for the pants now,
it would be a lot cheaper than in a new clothes store but a lot more than
buying used jeans from the Red Cross for a euro or so. (Interview 10)

Themes related to frontline staff emerged frequently in the in-
terviews. Participants negatively perceived staff who were dressed and
styled in a strikingly alternative and obtrusive way. Overall, staff should
be friendly and discreet in providing an overview of the store’s assort-
ment and advice to customers (see Table 1).

... I often have the feeling that they are a bit crazy in these stores ...
(Interview 14)

. That the employees, as I said, look good, look well-groomed ...
(Interview 5)

Lastly, store operations & customer service provide different options to
target non-users. These include clear guidelines for sorting and hygiene
processes related to clothing. Clothing labels can underpin these pro-
cesses. Furthermore, the store should be tidied and cleaned regularly
(see Table 1).

... Then you also need staff to clean up regularly. (Interview 1)

... (...) the things are just broken, or it’s just no longer justifiable that this
item of clothing can still hang in the store (...). (Interview 14)

4.2.2. Recommendations for unaware and disillusioned supporters

Our results suggest specific recommendations for group 1 regarding
clothing assortment options. First, brick-and-mortar stores could focus on
a selection of timeless, basic clothing, such as jeans and sweaters, with
multiple options for similar pieces in a single size category. Worn-out,
outdated, heavily printed, or overly fancy clothing should be sorted
out. Second, stores could specialize their assortment in one specific
clothing area (e.g., outdoor clothing) (see Fig. 2). Improvements in
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Fig. 1. Non-user segmentation of brick-and-mortar secondhand retail

Note. The person icons indicate either an equal distribution of men and women within a segment (both icons in solid black) or a clear majority of one gender (only
that gender’s icon in solid black). The number shown represents the average age in each segment.

clothing assortment are particularly important for disillusioned supporters
(group 1b), as this group can be persuaded to purchase by adaptations
that reduce barriers, such as clothing selection and styles. On the other
hand, unaware supporters (group 1a) must first be brought into the stores,
which makes marketing & communication measures more essential.

Regarding marketing & communication, three options emerged for
target group 1: focusing on the social or ecological purpose, assortment,
or location. Especially the unaware supporters (group la) considered
communicating location information, primarily through posters around
the location and print media in regional outlets, to be helpful. Moreover,
receiving information across various channels (e.g., websites, social
media, and regional print advertising) about the current items and
brands (i.e., assortment) before visiting the stores to determine whether
a visit would be worthwhile was deemed beneficial.

Then you see something online, so simply having an online presence makes
a difference. Then I don’t even have to go into the store to see if the clothes
I'm looking for are available. (Interview 22)

In contrast to group la, group 1b considered communication about
the store location less relevant. Thus, the focus can be placed on the
social and ecological benefits of secondhand clothing that are important
to non-users in this group.

From these recommendations, two store concepts for targeting un-
aware and disillusioned supporters emerged (see Fig. 2). First, the basics
store approach focuses on an assortment of basic clothing items that are
timeless classics and regularly needed. Second, the specialized store fo-
cuses on specific clothing groups (e.g., outdoor or menswear). To effec-
tively advertise these two concepts to target unaware and disillusioned
supporters, we recommend employing omnichannel marketing for the
assortment concept, with a strong emphasis on its social or ecological
purpose, and measures to specifically target local customers (see Fig. 2).

4.2.3. Recommendations for skeptic hedonists

The recommendations for the skeptic hedonists (group 2) differ from
those for the first group. This group preferred stores focused on either
premium basic clothing or select items from specific high-quality, luxury
brands (i.e., concept stores). Store design should then be adapted to suit
these brands. Store hygiene and clothing cleanliness are important for
non-users in this group and should be ensured.

... Every normal stationary retailer specializes in certain brands. So, for
example, I have these ten brands, and then there are only these ten brands,
not 50 different ones, you know, or five to ten brands would probably be
enough. So, to position myself a bit better, I'd say, and then I would
position them accordingly; of course, they have to be in the same price
segment. (Interview 14)

Omnichannel marketing should reflect fashionability motives and
emphasize an appealing shopping experience. Short video formats that
showcase complete, fashionable outfits or the in-store shopping expe-
rience are recommended for targeting this group. Furthermore, skeptic
hedonists value transparency regarding garment quality, hygiene, pre-
vious prices, and information on how long the item was worn. Again,
prior easy-to-access information about current items and brands across
channels could win over this group.

... So on Instagram, for example, all these reels, yes, how do I style the
outfit, I think you can do a lot there, too .... (Interview 14)

Thus, to target skeptic hedonists (see Fig. 3), we recommend a premium
basics store with high-quality basic items from known brands within a
similar price segment and a concept store that sells high-quality clothes
from selected well-known brands showcased in separate areas. For both,
we recommend omnichannel marketing and communication measures
with a strong focus on fashionability, the shopping experience, the
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Table 1
General recommendations for all non-user groups.

Dimension of brick-and- General recommendations

mortar retail

Store design

Spacious and bright stores

No bold colors and floors

Minimalist and not overly old-fashioned decoration
Seating with possible coffee or drinks bar

Sufficient fitting rooms

Clear store layout, either by brand or type of clothing
item (e.g., jeans or t-shirts)

Sorted by size

Location - Near popular places to stay and other stores
- Close to the city center or in shopping centers
Pricing - Clear price differences for different clothing

conditions and quality levels and from the prices of
new items (corresponding to the price segment of the
brand)

Avoiding too low prices, which can fuel quality
concerns and the feeling of taking from those in need
(not the target group)

Offering discounts (as campaigns or in exchange for
donated clothing)

Friendly and discreet in giving advice, if necessary
Can provide a good overview of the store and its
clothing assortment

Unobtrusive clothing and styling

Label for “degree of wear” (for different quality and
condition levels)

Hygiene label (disinfection label)

Clear internal guidelines for sorting out clothing
(according to style, condition, etc.)

Regularly tidying and cleaning store

Opportunities for customers to upcycle and repair
(DIY or through the store)

Clothing return options

Frontline staff

Store operations &
customer service

current assortment, and high transparency on relevant clothing aspects.

4.3. Assessment of retail trends

We identified five trends in brick-and-mortar secondhand fashion
retail based on their emerging appearance in practice: luxury second-
hand, kilo stores, mixed assortment, events and pop-up stores, and
guarantees. The interviewees assessments of these trends were qualita-
tively classified as either positive or non-positive (i.e., neutral or nega-
tive). Three trends were either positive or non-positive, while the other
two provoked mixed reactions.

Luxury secondhand is a central trend in the secondhand retail envi-
ronment (e.g., Luo and Park, 2024; Rathi et al., 2023). In recent years,
several retailers focused on luxury items have been established (e.g.,
Vestiaire Collective; Wiebking, 2024). We found that non-users with
high quality, trendiness, recreational shopping motives, and lower sus-
tainability values assessed this trend more positively. Non-users with a
more negative attitude toward secondhand shopping tended to favor
luxury secondhand shopping. Consequently, 80 % of the skeptic hedonists
(group 2) rated this trend positively, while the other non-user groups
were mainly neutral about it. Luxury secondhand may help overcome
several barriers to brick-and-mortar secondhand shopping, such as
clothing styles, quality and condition of the clothing, hygiene of the clothing,
and price-to-value ratio. Clothing from luxury brands may be perceived to
be of higher quality and more fashionable, generally more expensive,
and handled more carefully and hygienically by their original owners.

And if you sell such brands, the probability that they are not so worn is
perhaps also higher. (Interview 22)

The second trend (kilo stores) pertains to stores that price secondhand
clothes according to their weight in kilos. Well-known and growing
secondhand chains use this trend (e.g., Vinokilo and PICKNWEIGHT;
Heyer, 2019; Strobele, 2024). In our non-user sample, this trend was

Journal of Retailing and Consumer Services 88 (2026) 104501

assessed positively only by one participant. Our exploratory follow-up
survey results provided little indication of which general psychograph-
ics or brick-and-mortar secondhand retail-related perceptions could
explain this. The respondents found the pricing system complicated and
opaque, that such stores are usually somewhat disorganized, and that
the quality of the clothing in these stores is generally poor. Therefore,
this trend could reinforce existing barriers, such as quality and condition
of the clothing, disorder in the store, and price-to-value ratio. Thus, kilo
stores or kilo-related pricing seems unsuitable for attracting present
non-users of secondhand retail stores.

It’s just like shopping in the rummage box again. And I think that’s cruel.
(Interview 9)

... That is so “Primark” in secondhand actually. (Interview 14)

Third, we asked the participants to assess the trend of mixed assort-
ments. This trend is relatively new but already used by major retailers
both online and offline (e.g., Zalando, H&M; Roler, 2022; Zalando,
2022). It was received positively by most (70 %) non-user groups, with
the highest approval from the unaware (80 %; group 1a) and disillusioned
supporters (87.50 %; group 1b). This trend is particularly well received
by non-users with lower quality shopping motives and a more positive
attitude toward secondhand shopping. By contrast, for people with
high-quality shopping motives, integrating second-hand items into a
store’s main assortment may raise concerns about overall perceived
product quality and reinforce the hygiene of the clothing barrier. Thus,
separating new and secondhand assortments at different locations
within the store might attract non-users. On the other hand, a mixed
assortment could help overcome the clothing selection barrier to
brick-and-mortar secondhand shopping, as it could help break previous
shopping habits and decrease the need to search for secondhand stores,
thereby reducing the location and reachability barriers.

I think that’s good. Because then I have the opportunity, when I buy it
new, to try it out and see what it looks like next to it. Is there something in
there even for me? I think that’s quite clever. (Interview 15)

Fourth, two further trends led to more mixed assessments. We asked
the participants to assess secondhand shopping events and pop-up stores (e.
g., Saloma and Gutenberg, 2025). This trend was positively assessed by
the unaware supporters (60 %; group la) and skeptic hedonists (60 %;
group 2), particularly by the interviewees with higher recreational and
trendiness shopping motives. As such events often take place in unique
locations, barriers such as store interior could be reduced, and the event
characteristic may make it more attractive to visit even more remote
locations, decreasing the location and reachability barrier.

Fifth, participants assessed guarantees (of authenticity or function) in
secondhand retail, which can be highly beneficial in mitigating pur-
chasing risks (Guiot and Roux, 2010). However, this trend was mostly
neutrally assessed in the interviews. This trend may attract mostly
non-users with a more negative attitude toward secondhand shopping.
Some statements suggested that it may help address the quality and
condition of the clothing barrier, as clothing that does not meet the cus-
tomer’s quality requirements can be returned, or a certificate can be
provided to reduce the risk of counterfeits.

5. Discussion
5.1. Theoretical contributions

This paper contributes to the literature on diffusion of innovation,
consumer adoption, and customer segmentation in and beyond the
context of secondhand retail. First, the paper contributes to the litera-
ture by integrating theories of diffusion of innovation and consumer
adoption with customer segmentation to analyze markets and identify
market segments. While work on diffusion of innovation and consumer
adoption focuses on why and when consumers adopt new products and
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Targeting approaches for unaware and disillusioned supporters

Approach 1:
Basics secondhand store

Clothing assortment

= Selection of timeless, basic
clothing, such as jeans,
t-shirts, sweaters

= Strive for availability of all
sizes

Approach 2:
Specialized secondhand store

Clothing assortment

= Specialization on a clear
clothing area, such as
sportswear, kids clothes,
formal wear (e.g., suits,
evening attire), outdoor

= Sort out worn-out, outdated, clothing
heavily printed, and overly »  Strive for availability of all
fancy items sizes
= o0 00 g8 m 4O B X
sl a5 Paofl = 2 & 9§

Marketing & communication

= Omnichannel marketing with focus on the assortment: information

on website, social media, or in print media advertising about the
current assortment of clothing items and brands

= Target local customers: focus on information on the store’s location:
posters around the location (with directions), locally targeted social
media, and print media advertisements

= Highlight the purpose: emphasize the social or ecological purpose

Fig. 2. Store concepts for unaware and disillusioned supporters.

services and introduces the notion of heterogeneous adoption barriers
across consumer groups (e.g., Bohlmann et al., 2010; Hazée et al., 2017;
Talke and Heidenreich, 2014; Wijekoon et al., 2021), segmentation has
traditionally been used to tailor marketing strategies (Wind and Bell,
2008). With our approach, we demonstrate the conceptual value of
bridging these theoretical approaches for market analysis. Our approach
allows us to map non-user groups into classical groups from the diffusion
of innovation theory. Specifically, groups 1a and 1b could be positioned
as early majority, group 2 as part of the late majority, while group 3 aligns
with laggards (Rogers, 2003). Building on this broad categorization, our
in-depth analysis further identifies heterogeneous sub-segments within
these broader adoption groups based on distinct adoption barriers and
demographic characteristics. This is particularly evident in the differ-
entiation between the non-user groups la and 1b, highlighting the
nuanced diversity that exists even within the early majority, indicating
the need to target them differently. Using this approach, our in-depth
analysis of non-user groups of brick-and-mortar secondhand fashion
retail makes a specific contribution to secondhand literature. We pro-
vide a detailed description of three distinct non-user groups, identifying
group-specific barriers to brick-and-mortar secondhand retail. Going
beyond extant work (Hur, 2020), we additionally segmented non-users
according to their characteristics, demographics, and general psycho-
graphics, enabling a more detailed understanding of different non-user

groups (Wind and Bell, 2008), which can be leveraged to build more
targeted approaches to win these groups over.

Second, we contribute to the marketing and retailing literature by
developing clear recommendations for go-to-market strategies that go
beyond mere market segmentation. Applying segmentation to innova-
tion diffusion research reveals how different consumer segments adopt
innovations over time and under distinct conditions that speak to
varying preferences (e.g., store design, clothing selection, communica-
tion). Based on this, our study contributes to secondhand literature by
deriving explicitly general and group-specific recommendations and
store concepts to address the relevant non-user groups and overcome
their barriers with appropriate marketing mix approaches. Thereby, we
bridge the gap between problem identification and solution, mapping
the identified non-user groups and their barriers with tailored recom-
mendations to overcome them, contributing to developing existing in-
sights and frameworks (e.g., Calvo-Porral et al., 2024; Luo and Park,
2024; Tangri and Yu, 2023). Our approach in conducting non-user
segmentation and deriving recommendations to target these groups
can thus inform other contexts where barriers of non-users occur, such as
with the adoption of novel retail technology or autonomous shopping
systems (Bellis and Venkataramani Johar, 2020; Pantano et al., 2022).

Third, this paper contributes to literature by incorporating current
trends from retail practices in the evolving brick-and-mortar retail
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Targeting approaches for skeptic hedonists

Approach 1: Premium basics
secondhand store

Clothing assortment

= Selection of timeless, basic
clothing, such as jeans,
t-shirts, sweaters from well-
known brands

= Strive for availability of all
sizes

=  Similar price segment

= Sort out worn-out, outdated,
heavily printed, and overly
fancy items

Approach 2:
Concept secondhand store

Clothing assortment

* Focus on specific brands
(e.g., premium, or luxury
brands)

*  Smaller selection of brands

= Comparable price segment

1 99 H0 =g

Marketing & communication

= Omnichannel marketing with a focus on fashionability: present the

particularly on social media

current assortment but showcase fashionable outfits and items,

= Focus on whole shopping experience online and offline: provide

long it has been worn)

information on the style options and in-store experience such as
store layout and dressing room

= Highlight transparency: provide as much transparency as possible
on the clothes (e.g., garment quality, hygiene, previous price, how

Fig. 3. Store concepts for skeptic hedonists.

environment that have been previously overlooked and integrating them
with our segmentation approach. Specifically, the paper examines cur-
rent trends and integrates them with non-user characteristics and bar-
riers to identify which trends help overcome the barriers faced by
specific non-user groups. In doing so, we reflect current market de-
velopments against the characteristics of identified consumer segments
(i.e., non-user groups) and reveal how specific trends resonate differ-
ently across those segments depending on their adoption barriers and
characteristics. We also reveal the counterproductive effects of certain
trends, further contributing to the secondhand retail literature. While
trends are volatile and might not be fully established in retailing liter-
ature, they are important to consider for customer segmentations as they
are in place in practice and have a significant impact on the overall
customer experience, as they pertain to core elements of the shopping
experience, such as the store design, assortment, and pricing.

5.2. Managerial implications

First, regarding market analysis, our non-user segmentation enables
marketers to differentiate between three main non-user groups (unaware
and disillusioned supporters, skeptic hedonists, and skeptic outsiders) to
better understand their distinct characteristics and thus identify the
most suitable target group for their retail offers. Our results indicate that

targeting non-user groups is likely to be most cost-efficient for different
retailers with varying concepts.

Second, regarding go-to-market strategies, our recommendations can
be used by marketing managers to tailor retail offers to different non-
user groups based on the recommendations and store concepts pre-
sented in our study. Furthermore, our recommendations for enhancing
marketing and communication are useful for certain groups that are not
receptive to or are not reached by traditional marketing and commu-
nication measures (see Figs. 2 and 3). Our derived store concepts offer
concrete approaches to targeting various non-user groups, serving as
blueprints and starting points for further adaptations. Specifically,
suppose retailers want to target group 1 (unaware and disillusioned sup-
porters), we recommend adjusting the clothing assortment by focusing
on timeless, basic pieces rather than heavily printed or overly fancy
items, or by specializing in a clear category such as sportswear or out-
door clothing. Regarding marketing and communication, retailers
should highlight the assortment, including brands and types of items, via
their website, in social media posts, or through print advertisements,
and emphasize social and ecological purposes. Especially for group 1a,
retailers should focus on location information in their communication. If
retailers want to focus on group 2 (skeptic hedonists), our results suggest
adapting the clothing assortment, focusing on premium clothing, and
either concentrating on a selection of basics or implementing a concept
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store with a handful of well-known brands. In terms of marketing and
communication, there should be a clear focus on fashionability and
shopping experience, as, for example, sustainability motives are signif-
icantly less important to this group in comparison. To do so, retailers
could produce shopping stories and showcase full outfits on social
media.

Third, we provide managers with an overview of current trends,
assess non-users’ perceptions of them, considering groups’ characteris-
tics and barriers. We show that non-users prefer mixed assortments of
new and secondhand fashion. To mitigate sustainability concerns (e.g.,
greenwashing) and quality issues, mixed assortments should incorporate
well-sorted secondhand items alongside high-quality, sustainable
brands, rather than fast fashion brands. Moreover, we observed coun-
terproductive effects of kilo stores or pricing by kilo on non-users.

5.3. Limitations and future research

The qualitative approach, which involved interviews and a follow-up
survey with 27 participants from Germany, has its limitations. The
small, purposively selected, and culturally homogeneous sample limits
the interpretability of the quantitative follow-up survey results and
generalizability. For instance, important cross-cultural or country-
specific variations in barriers might have been overlooked. Therefore,
larger-scale quantitative research should validate the findings, estimate
the size of non-user segments more precisely, and explore country-
specific or cultural differences to enhance generalizability. Moreover,
we used an LLM as an additional coder, which did not yield new the-
matic perspectives for our results. However, LLMs can produce biased or
misleading content (Arora et al., 2025), and despite critical review and
cross-checking with human coding, some nuances may have been
missed. Different models might have generated other insights. Future
research should responsibly test LLMs to explore their potential for novel
findings, compare model outputs, and establish best practices that pre-
serve interpretive depth and validity for qualitative data analysis.

Our results lay the groundwork for further research by updating
current barriers in the evolving brick-and-mortar secondhand retail
environment. While previous research has identified social risks as
important barriers (e.g., Liu et al., 2023), in our study they were only
mentioned once, suggesting that some barriers may become irrelevant
over time as the image of secondhand shopping and the retail environ-
ment evolve (Ek Styvén and Mariani, 2020). Hence, our qualitative in-
sights call for further longitudinal research to investigate how barriers
develop among users and non-users over time. To guide marketing
campaigns, further research should confirm whether the changing
brick-and-mortar retail landscape and shifting customer values have
raised awareness among customers to take action against environmental
problems by wearing secondhand clothing with pride. Moreover,
established measurement models (e.g., on assortment or store design)
may help refine our store concepts for specific non-user segments.

We highlight one promising avenue for future research: the negative
impacts of store frontline staff’s perception and behavior on certain non-
user groups and their stereotypical perceptions of secondhand shoppers
(e.g., alternative, not well-groomed). Moreover, other customers also
influence store atmosphere, which can be curated to enhance experience
and shop appeal (e.g., Basu et al., 2022). Virtual reality experiments (e.
g., Pizzi et al., 2019) could further investigate how staff or service robot
appearance and customer presence affect secondhand shopping
experience.
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