
 



 

 







 



 

 

quarter of the world9s carbon budget by 2050 (United Nations Environment Program, 2021)

in the areas of 8climate and 
energy9, 8 9, 8circular economy9, and more. 

 

8How can the FMF motivate the inhabitants of Friesland 
?9
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Capability is defined by Michie et al. (2011) as <
individual9s psychological and physical capacity to engage in the activity concerned=, motivation as <

=, 
and opportunity as <

=. 

have a strong influence on someone9s perception of, for instance, second

ses). This division is also made in the 8system 1 and 
system 2 thinking9 theory, in which system 1 is our brain9s fast and automatic response to stimuli 



 



 

 

people9s

since threatening people9s feelings of autonomy could have an 

Highlighting other people9s behaviour can increase the perceived collective action, 



is known as the 8self
concept9 or 8self identity9

8Self

8Reshare your memories9 campaign 
During the 8week of second hand textile9 in 2021, people 



is called the 8long time horizon9.

Using visual images and analogies (e.g., < garbage heap the size of the Empire State Building=) can 

 

(2014) defines nudging as 8steering people in particular directions

. He warns that 8nudges9 should be transparent in intentions, and that they should never 



In his paper 8Nudging; 
A very short guide9, Sunstein explains 

 

 

 

He calls 8informing
behaviour of others9 one of the most effective nudges. 

 

 

They also mention 8 9 as a form of nudging (e.g., sustainability



 

 

this is Milieucentraal9s 930 days challenge9

 

 

people9s 



 

e SHIFT framework, Sunstein mentions emphasizing people9s (envir

 

 people9s subconscious behaviour

 

 



 

the 8Theory of planned behaviour9, the 8Self efficacy theory9, 
the 8Cognitive dissonance theory9 the 8Self perception theory9, the 8Social learning or 
theory9 ( the 8Self determination theory9 (

value theory9 

efficacy theory explains some strategies to increase people9s self

Increases someone9s feeling of self

a feeling of discomfort is created when a person9s 

perception theory explains that people9s b

Marketers first try to change people9s attitude towards the 



 

one9s abilities

one9s abilities). Role models 

change an individual9s attitude t



Use 8cute appeal9 

Prompting people9s 

 





 

strategies 8Feedback and education on how to change behaviour9 and 8Feedback and goal 
setting/commitment9 w



 

unsustainable action, after performing one or multiple sustainable actions (<I can travel by plane this 
clothes this year=) (Rebel, 2023).  This is 

as an important factor for behaviour. People9s (feeling of) autonomy should not be threatened by the 



 

 

the 8design thinking9 method

the 8Design 9
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 –
 –
 –



 

8
large and needs to be reduced by changing consumer behaviour9



8willingness9 and 8performance9 of each behaviour 

information gathered during the research phase, a list of 8
9 

a 8lack of skills9 as a barrier, these c rough the IO 8Teaching
skills9)



 

 

problem for this project is defined as 8The environmental 
impact of the clothing industry is too large.9 Changes in consumer behaviour are needed 
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8 9. This



the term 8Consuminderen9 (to consume less), can be used to describe t

Another aspect of quality clothing is 8timelessness9; Clothing, 
since it has a longer 8social lifespan9.  (Rebel, 2023) 

 

 

 



 

 

 

 

 

 

 

ne9s age or social standing anymore, can all lead to boredom towards these 



 

 

 Consuming less can feel like a loss. The theory of 8loss aversion9 teaches that the pain of losi

 

8Negative spill over effect9, which happens when the availability of sustainably technologies 

 

 

 

Barkel also mentioned possible future scenarios like a digital avatar which can be used to buy 8made 
to order9 clothes in one9s exact size, and 3D printing of clothes to personal size, to reduce the amount 

 



humanitarian problems it causes, like 8Remake our world9 

., like the Dutch tv program 8keuringsdienst 
van waarden9). He said that when people know they are being manipulated to buy something, they 

if consumers would dislike this, he answered: <If 
product.=

ents can be called 8sustainable9. However, when 

 

nt9s lifespan is 

hand clothing is 8Hot and happening9, a



 



8vintage9 look. Others see second

One last thing to note is that, although the terms are used interchangeably, 8vintage9 does not equal 
8used9. Vintage9 officially means clothing items originating from and in the style of a bygone era 

shops tend to call themselves 8Vintage9 because 

 

8leather9, Lyocell, organic hem

Plant 8leather9 can be used as an alternative to real leather or 8leather9 



: <

need the market to make a shift to recycled materials.=

Thus, buying clothes made from sustainable raw materials reduces one9s environmental impact, 

Many brands use claims like 8sustainable9 and 8green9 to promote the sustainability of their products. 

to make sustainable choices. Therefore, they have created a list of 5 8rules of thumb9 

 

 

 

 

 

 



recycled, or in other words, that the behaviours 8Buying clothing made from recycled materials9 and 
8buying second hand9 are also performed. It is also important for companies and organizations to use 

Recycling Network Benelux (RNB) criticizes this new law. They argue that the word 8prevention9 is not 



plead for a 8prevention goal9 which limits the amount of 

 

8theirs9. Renting may also not be able to replace the hedonistic pleasures of shopping 



 

Sharing clothing could increase the number of uses during an item9s lifetime, which reduces its 

part of the owner9s identity. This is called the concept of 8the extended self9. This extension can both 



 

government lead 8make and mend9 campaign promoted mending techniques using limited res

2014). This has increased some people9s interest in mending their own clothes. The term 8Visible 
mending9 is trending both inside and outside of these communities (Rollot,

ing repair does not fit one9s identity (Zhang et al., 

; <The scheme could include durability and repairability disclosures or 

and whether the item is suitable for repair. (&) A step further could be setting minimum design standards 
— hing.=

 



 

 

 



Behaviour 

As can be seen, the behaviours 8Renting clothing9, 8Lending clothing9, and 8Donating damaged 
clothes9, are given a

 

 



 

 

To test the respondents9 knowledge about the environmental impact of the clothing industry, they 

<The clothing industry is one of the most polluting industries in the world. The production of new clothes 

around the world by car 85.000 times! (milieucentraal)=

25% answered 8Yes, very much9 and % answered 8Yes, a little9. 

buying better quality clothing9, 8buying less clothing9, 8Donating more clothing9, 8buying more 
9, and 8buying more sustainable materials9

For the behaviour 8buying good quality clothing9 it is important to know what the target group sees 



8mediocre9, and no respondent thinks the quality is 

 

hand store have the highest CP9s, and 8wearing clothing more 
often9, 8not throwing clothing away9, and 8self repairing clothing9 the lowest. 

0 0,2 0,4 0,6 0,8 1

1. Wearing clothes more before discarding

2. Renting

3. Borrowing

4.Lending

5. Buying secondhand

6. Selling

7. Donating (Secondhand store)

8. Donating (container)

9. Not throwing away

10. Checking quality

11. Investing in quality

12. Repairing (self)

13. Repairing (helping others)

14. Repairing (Tailor)

CHANGE POTENTIAL

Performed behaviour Change Potential



mentioned in this chart, namely 8Buying less clothing9 and 8Buying 
sustainable materials9

(8how often do you buy less clothing?9)

8Buying sustainable materials9 was added to the list of sustainable behaviours after the survey w

our 8buying sustainable materials9. 

0 0,05 0,1 0,15 0,2 0,25 0,3 0,35

1. Wearing clothes more often/untill they are…

9. Not throwing away

12. Repairing (self)

10. Checking quality

11. Investing in quality

2. Renting

3. Borrowing

13. Repairing (helping others)

5. Buying secondhand

8. Donating (container)

6. Selling

7. Donating (Secondhand store)

4.Lending

14. Repairing (Tailor)

Change Potential, Ranked



8buying less clothing9 from this study will be used as the CP for this behaviour during thi

 

CP and PEG is 8Buying less clothing9.

Behaviour 

0 0,1 0,2 0,3 0,4 0,5 0,6 0,7 0,8 0,9 1

15. Buying recycled materials

16. Buying sustainable materials

17. Buying mono materials

CHANGE POTENTIAL

Performed behaviour Change Potential
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: 8What would motivate you to perform this behaviour (more often)9. 

…

…



…

…



…

…

…

I don9t want to do this



…

…



 

sustainability goals. Solving the most mentioned concern <clothing needs to be better quality= might 
exceed the FMF9s abilities, but they could, for example, assist

The issues <there need to be 
expectations regarding clothing= mentioned in the survey, and the barriers of 8Highly accessible 

ion9 and 8the desire of consumers to follow trends9 mentioned in the literature review 
may also lay beyond the FMF9s scope, but they could try to convince people to create their own style, 

This may also affect the barrier of 8lobbying by the industry9 mentioned in the literature review. 

Something which can be addressed by design is <making people aware of the clothing they already 
own=, which was mentioned a few times as an idea by survey respondents. This may incline people 

challenging. They could, for example, be guided towards 8buying more 9, and 8buying 
recycled materials9, instead. 

 

 

 

 

 

 

 Guide 8hedonistic shoppers9 towards 



 

 

 

 

8Checking for quality9, 8investing in quality9, and 8refusing to buy bad quality9 are

This is supported by the fact that many participants of the survey mentioned 8being able to recognize 
good quality clothing9 as the main 



 

 

 

 

 

 

 

Most of the mentioned barriers are people9s 

Yan et al. (2015) mentioned that a (perceived) lack of availability can impact consumers9 feelings of 



 

 

 

 

 

 

 

 

 

 

 

 



 

the most mentioned issue 8donating needs to be easier9 wi

 

a summary of the Intervention Objectives (IO9



Assumed 
Importance 

COM-B 
factor 

IO 
nr.  

Intervention objective BCS 

Guide 8hedonistic shoppers9 towards second

 
    



 

 

brainstorming techniques 8brainwriting9 and 8cued brainstorming9 were used during these sessions. 

 



8 9

8buying sustainable materials9 was added to th

(E.g., 8Habit9, 8Transparent9, and 8Information9), and w
random word generator (E.g., 8Flower9, 8Jury9, and 8Brain9).



 

themes, such as 8International or national policies9 and 8 ion9



 

 



 

matrix with four quadrants: The 8Yes9 quadrant for ideas which are expected to have a high impact, 
and are within the abilities of the FMF, a 8Maybe9 quadrant for ideas 
have less impact, a 8How 9 quadrant for ideas which are expected to have a high impact but are not 
(yet) doable for the FMF, and a 8No9 quadrant for ideas which are both hard to execute and not 

8 9
8 9

8 9

8 9



 

, and which the FMF can achieve (the 8Yes!9 section 
(the 8How?9 section). 



follows: 8How often are you going to wear this item?9 8Do 
you really need this?9 8Do you really like it?9

Consumers can also be encouraged to ask themselves questions before purchasing an item. 8Will I still 
a couple of years?9 8Am I going to wear this more than X times?9  8Do I have something 

similar in the closet already?9 



 

 

Prompting people9s intentions

go over when judging clothing on its quality, like 8The fabric is not 9, 8The zippers are 
metal9, and 8The er9. Visual aids can help them understand 



Teach people how to recognize good quality clothing

Give people a tool which helps them recognize good quality clothing





can be highlighted is the experience of 8treasure hunting9 when searching for second

For the behaviours 8Buying clothing9, 8Buying sustainable fabrics,9 and repairing 



behaviours, as well as prompting peoples9 intentions

Prompting people9s intentions





 



 

*Answer to the question 8How often do you take sustainability into account 
9 

 



people9s 

 



 



 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 



 

8 9 8 9



8 9

 



8 9

8
9

 



 

 

Including 8defining behaviours9



pen question for each behaviour; <What 
would motivate you to perform this behaviour (more often)?=

, for the section 8reflective motivation9, one can ask questions about their 



people9s awareness about the availability is



8Brainstorming9, 8Concept selection9, and 
8Concept evaluation9. However, during the project, a smaller selection of concepts was made during 

steps 8brainstorming9, 8idea selection9, and 8evaluation9 
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• 
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 oti atie
 e rui  signalen om 
on e ust ge rag te 
stimuleren

 utomatisch

 i  .  i len of  oets oren o  
 e gron 

1 

 oti atie
 eran er  e  resentatie

 utomatisch

 eran er het uiterli   of 
an ere sensorische factoren 
 an  ro ucten of  e 
omge ing om het ge rag 
aantre  eli  er te ma en

  

 oti atie
 eran er hoe het  ro uct 
functioneert

 utomatisch

 eran er hoe iets   ro uct  
locatie  etc.  functioneert om 
automatisch  uur amer 
ge rag te cre ren.  i  . een 
a  araat met  uur amer 
 er rui 

 1

 ermogen
 aa  het ge enste 
ge rag ma  eli  er uit te 
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li  

 ysie 
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 oti atie
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containers
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ge raging meteen  unnen 
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8 9, of 8buying few pieces of clothing per year9)





could be to 8design a tool which helps 
consumers recognize quality9, but it could also be to 8

8Design something which makes consumers 
the impact of sustainable clothing consumption.9

 

 



 

The main research question for this project was: 8How can the FMF motivate the inhabitants of 
Friesland to act more sustainably regarding clothing?9 



 

 

Some 8performed behaviour9 and 8willingness9 questions did not match
8willingness9 

current behaviour of the target group, but the lack of accompanying 8willingness9 questions meant 

The change potential for the behaviour 8Buying less clothing9 could not be extracted from the data 

taken to match the 8performance9 and 8willingness9 



The behaviours 8buying sustainable materials9, 8buying mono materials9, and 8buying recycled 

were 8Never9, 8Almost never9, 8Sometimes9, 8Often9, 8Very often9, and 8Always9. This 

that the answers depend on the participants9 
instead of new might be defined as 8Often9, 

while for another participant, this might be defined as 8Sometimes9. Clear definitions of the answers 

 

The target group was defined at the beginning of the project as 8inhabitants of Friesland9

 

for which the PEG was assumed are 8wearing clothes more before discarding9, and 8
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 Awareness tool about how to take care of clothing exists, but people don9t do it
 

they don9t feel like they have to go shopping. But how are you going to do this?
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 8Textile should also fall in the category plastic, since it contains a lot of plastic9
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• 8Like a fire needs fuel, heat, and oxygen9 
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profit organization which aims for a <nature

and share knowledge about sustainable clothing production. There 8areas of action9 are a lower 

organizes a yearly 8week of secondhand textile9 to unite the textile branch and 



During the 8week of secondhand textile9 in 2021, ReShare organized a campaign during which people 

Milieucentraal9s 30 days challenge

other campaigns against textile waste. They want to focus on a 8positive 
change9 and want to show that people can cause societal change when working together. (GROFF, 



–

The Finnish city of  of Lathi have created a program called the 8Texile Deposit scheme9. Citizens 

 

 



6,642857143 1,253860019

6,867346939 1,622253461

  

8Do you think you and other 
civilians are responsible for the prevention of climate change?9

 

 



6,705263158 2,268534461

4,831578947 1,711367697

I don9t believe in climate change
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They were asked to answer on a scale from 8Never9 to 8Always9.  







0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

1. Wearing >20 times

2. Not discarding before damaged

3. Renting

4. Borrowing

5. Lending

6. Buying secondhand

7. Searching for second hand

8. Selling

9. Donating (Secondhand store)

10. Donating (container)

11. Not throwing away

12. Checking quality

13. Not buying bad quality

14. Investing in quality

15. Repairing (self)

16. Repairing (helping others)

17. Repairing (Tailor)

PERFORMED BEHAVIOUR

Never Almost never Sometimes Often Very often Always



 

given to question 8On a scale from 1 to 8, how willing are you to perform the following behaviours?9, 





0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

1. Buying few clothes

2. Wearing clothes more

3. Renting

4. Borrowing

5. Lending

6. Buying secondhand

7. Selling

8. Donating (Secondhand store)

9. Donating (container)

10. Not throwing away

11. Checking quality

12. Investing in quality

13. Repairing (self)

14. Repairing (tailor)

15. Repairing (helping others)

WILLINGNESS

1 2 3 4 5 6 7 8



 

 Performed behaviour Willingness 

1* 2. Not discarding before damaged 0,69795918 2. Wearing clothes more before 

discarding

0,77988338 0,081924 

2 3. Renting 0,0244898 3. Renting 0,21574344 0,191254 

3 4. Borrowing 0,16938776 4. Borrowing 0,38338192 0,213994 

4 5. Lending 0,2244898 5. Lending 0,53206997 0,30758 

5 6. Buying secondhand 0,35918367 6. Buying secondhand 0,59475219 0,235569 

6 8. Selling 0,27142857 7. Selling 0,54664723 0,275219 

7 9. Donating (Secondhand store) 0,50816327 8. Donating (Secondhand 

store) 

0,81341108 0,305248 

8 10. Donating (container) 0,58979592 9. Donating (container) 0,8483965 0,258601 

9 11. Not throwing away 0,61428571 10. Not throwing away 0,70553936 0,091254 



10 12. Checking quality 0,68979592 11. Checking quality 0,84693878 0,157143 

11 14. Buying more expensive 0,63877551 12. Investing in quality 0,81341108 0,174636 

12 15. Repairing (self) 0,45102041 13. Repairing (self) 0,59912536 0,148105 

13 16. Repairing (helping others) 0,20204082 15. Repairing (helping others) 0,42565598 0,223615 

14 17. Repairing (Tailor) 0,3244898 14. Repairing (tailor) 0,65014577 0,325656 

8Wearing clothes more often before discarding them9, which is why these behaviours are compared. It is 

0 0,1 0,2 0,3 0,4 0,5 0,6 0,7 0,8 0,9 1

1. Wearing clothes more before discarding

2. Renting

3. Borrowing

4.Lending

5. Buying secondhand

6. Selling

7. Donating (Secondhand store)

8. Donating (container)

9. Not throwing away

10. Checking quality

11. Investing in quality

12. Repairing (self)

13. Repairing (helping others)

14. Repairing (Tailor)

CHANGE POTENTIAL

Performed behaviour Change Potential



8Yes9 8Yes9 

0 0,05 0,1 0,15 0,2 0,25 0,3 0,35

1. Wearing clothes more often/untill they are…

9. Not throwing away

12. Repairing (self)

10. Checking quality

11. Investing in quality

2. Renting

3. Borrowing

13. Repairing (helping others)

5. Buying secondhand

8. Donating (container)

6. Selling

7. Donating (Secondhand store)

4.Lending

14. Repairing (Tailor)

Change Potential, Ranked





Renting Clothing 0,006 0,034

Lending clothing 0,06 0,21

Not throwing away 0,68 0,21

Buying second hand 0,03 0,23

Buying few pieces of clothing 0,25 0,41

Buying sustainable materials 0,14 0,43

Selling/donating 0,37 0,45

Buying recycled materials 0,06 0,61

Buying good quality clothing 0,3 0,7

Repairing damaged clothing -

The differences in data between this research and PBL9s research are discussed below. 

0 0,1 0,2 0,3 0,4 0,5 0,6 0,7 0,8 0,9 1

Renting Clothing

Lending clothing

Not throwing away

Buying second hand

Buying few pieces of clothing

Buying sustainable materials

Selling/donating

Buying recycled materials

Buying good quality clothing

CP (PBL RESEARCH)

Performed behaviour CP



behaviour as 8Buying less than 5 pieces of clothing (excluding shoes, 

underwear, socks, accessories) per year9, and asked participants whether they have performed this 
behaviour in the last 12 month (Yes/No). For 8willingness9 they asked participants whether they are 
willing to purchase less clothing (Yes/No).  
 
The score for the willingness to perform this behaviour can actually be used as the CP in this case, 
since this is the percentage of people who are willing to purchase less clothing than they currently do. 

Source Behaviour Performed 

behaviour 

N Norma

lized 

score 

Willingness N Normalized 

score 

Cp 

PBL Buying few 

pieces of 

clothing

Purchased 

less than 5 

pieces of 

clothing in 

the last 12 

months (excl. 

Shoes, 

underwear, 

socks, 

accessories) 

1441 0,25 Willingness to 

purchase less 

clothing

144

1 

0,66 41 

This 

survey 

Buying less 

clothing  

- - - 

 

98 0,73 

 

- 



Normally, the people who already perform the behaviour need to be subtracted from the amount of 
people who are willing to perform the behaviour, to end up with the people who are willing to perform 
a behaviour but are not yet doing it (the CP). In this case, the way in which this question is asked 
causes the willingness to already be compared to the current behaviour. The score of 0,66 (66% of 
the participants) can therefore be used as the Change Potential for this behaviour.  
 

The willingness of the behaviours 8buying recycled materials9 and 8buying sustainable materials9 are 

See 8Buying clothing made from sustainable materials9

buying low quality clothing. The performed behaviour is defined as 8
years old9

clothing, since these are often more expensive. 8Checking the quality of clothing9 and 8spending more 
money on good quality clothing9 are amongst the highest performed behaviours, but lowest CPs in 

 

calculate the exact PEG9s, which is why the estimations of the PBL 



8source number9. The next table shows which source number is used for which behaviour in this 
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For each behaviour, the question 8What would motivate you to perform this behaviour (more)9 was 

Positive remarks (E.g., 8I am already performing this behaviour9, and





Don9t produce bad quality clothing



who can9t afford new

It9s hard to find something I like



It is hard to find men9s clothing second 







I don9t want to do this



 



6,909090909 6,818181818

7 7

1,445997611 1,940009372



18,18181818 0 0

9,090909091 27,27272727 9,090909091

45,45454545 54,54545455 27,27272727

27,27272727 9,090909091 45,45454545

0 9,090909091 18,18181818

0 0 0

Mean 1,818181818 2 2,727272727

Median 2 2 3

St. Dev 1,07871978 0,894427191 0,904534034

0 0 0

0 0 0

0 0 0

9,090909091 9,090909091 9,090909091



9,090909091 0 0

0 0 0

9,090909091 0 9,090909091

36,36363636 45,45454545 36,36363636

36,36363636 45,45454545 45,45454545

 
. 

Mean
6,636363636 7,090909091 7

Median
7 7 7

St. Dev
1,689540013 1,445997611 1,483239697

 

 

15 

16 

17 

0 0,2 0,4 0,6 0,8 1

15. Buying recycled materials

16. Buying sustainable materials

17. Buying mono materials

CHANGE POTENTIAL

Performed behaviour Change Potential
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be seen for 8Buying 
hand9, 8Selling/donating unworn clothing9, and 8Self repairing clothing9, which are all done 



question 8How often do you take sustainability into account during daily life (score 1 10)9. The groups 
are 8Least sustainable9 (scores 1 5), 8Medium sustainable9 (scores 6 7), and 8Most sustainable9 (scores 



0 0,05 0,1 0,15 0,2 0,25 0,3 0,35 0,4 0,45

1. Wearing clothes more before
discarding

2. Renting

3. Borrowing

4.Lending

5. Buying secondhand

6. Selling

7. Donating (Secondhand store)

8. Donating (container)

9. Not throwing away

10. Checking quality

11. Investing in quality

12. Repairing (self)

13. Repairing (helping others)

14. Repairing (Tailor)

More vs Less sustainable, CP

Most sustainable Medium sustainable Least sustainable



for 8Wearing clothes more before discarding9.  

0 0,05 0,1 0,15 0,2 0,25 0,3 0,35 0,4 0,45

1. Wearing clothes more before
discarding

2. Renting

3. Borrowing

4.Lending

5. Buying secondhand

6. Selling

7. Donating (Secondhand store)

8. Donating (container)

9. Not throwing away

10. Checking quality

11. Investing in quality

12. Repairing (self)

13. Repairing (helping others)

14. Repairing (Tailor)

Age, CP

60+ 41-60 26-40 16-25



 



 

 



 

Secondhand men9s 



I don9t have the skills for 



My mom thinks I9m 



 

 can donate, so I don9t 

 

 

 



Especially things that don9t 

fit anymore, like children9s 

doesn9t seem too hard 

hoodies or sweaters for 8us9, 



Some people can9t mend 

themselves and can9t pay 

others don9t



creatively with what you9ve 
really like, and can9t hold 

Not buying online, so I can9t 



answers to the question 8What would motivate you to do behaviour X?9  from the survey were given 

 

 

 



• 
 

• 
• 

 Focus <cool= clothing, pimping clothing
• 
• 

 Mentioning 8new price9 in secondhand stores
 

• 
 

• 
 

• 
• 
• 
• 

• 
• 
• 
• 
• 

• hand sections in 8normal9 clothing store
• 
• 
• 
• 

• 
 

• 
• 
• 



• 
 Like a YouTube 8scratch test9 
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• Being able to rent baby/children9s clothing
• 

 

• 
 

• 
• 



• 
• mulate 8Ask first, buy second9 for special occasion clothing
• 

 

• 
• 
• 

 

 

 

• Secondhand departments in 8normal9 clothing stores
• Stimulate appreciation of 8secondhand treasures9
• Get rid of the 8poor9 stigma around secondhand clothing, make it more luxuri
• 
• 

 

 

 

 

 

 

 



 





 









 







 



would stay in the back of people9s mind, and would influence them during purchase decision







 






























