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As sustainability awareness, evolving consumer trends, and affordability have placed 

second-hand fashion e-commerce consumption into one of the fastest-growing market 

segments, it becomes essential to understand how consumers experience these e-commerce 

brands and how the brand experiences are shaped.  

The objective of this bachelor’s thesis is to examine how Finnish consumers experience 

second-hand fashion e-commerce brands, focusing on how digital touchpoints throughout 

the customer journey influence brand experience and evoke consumer responses. The 

theoretical framework is based on existing research on brand experience, digital touchpoints, 

the customer journey, and statistics on second-hand fashion e-commerce. The empirical 

study was conducted as qualitative research, with the data collected through semi-structured 

interviews with Finnish consumers. The data was analysed using thematic analysis, which 

revealed four key themes that influence the brand experience.   

The findings indicate that Finnish consumers generally have positive brand experiences with 

second-hand fashion e-commerce. Brand experience is shaped by factors such as digital 

marketing, platform design and functionality, sustainable practices, and trust towards the 

platform, which determine whether the overall brand experience is positive or negative. 

These themes significantly impact consumer satisfaction, loyalty, and drive long-term 

platform engagement. The study’s findings enable second-hand fashion e-commerce brands 

to enhance their experiential marketing, encouraging consumers to consume second-hand 

fashion to support the circular economy and the fight against climate change. 
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Lisääntynyt tietoisuus kestävästä kuluttamisesta, muuttuvat trendit ja edullisuus ovat tehneet 

second-hand muodin verkkokaupoista yhden nopeimmin kasvavista markkinasegmenteistä, 

joten on tärkeää ymmärtää, miten kuluttajat kokevat nämä alustat ja mitkä tekijät 

muokkaavat heidän brändikokemuksiaan.  

Tämän kandidaatintutkielman tavoitteena on tutkia, miten suomalaiset kuluttajat kokevat 

second-hand muodin verkkokauppabrändit, miten digitaaliset kosketuspisteet asiakaspolun 

aikana muokkaavat brändikokemusta ja millaisia reaktioita digitaaliset kosketuspisteet 

herättävät. Tutkimuksen teoreettinen viitekehys pohjautuu aiempaan tutkimukseen 

brändikokemuksesta, digitaalisista kosketuspisteistä, asiakaspolusta ja tilastoihin second-

hand muodin kulutuksesta. Empiirinen tutkimus toteutettiin laadullisena tutkimuksena, ja 

aineisto kerättiin puolistrukturoiduilla haastatteluilla suomalaisilta kuluttajilta. Aineisto 

analysoitiin temaattisella analyysillä, jonka avulla löydettiin neljä keskeistä teemaa, jotka 

vaikuttavat brändikokemuksen muotoutumiseen. 

Tutkimuksen tulokset osoittavat, että suomalaisilla kuluttajilla on yleisesti positiivisia 

brändikokemuksia second-hand muodin verkkokaupoista. Brändikokemukseen vaikuttavat 

keskeisesti digitaalinen markkinointi, alustan design ja toimivuus, kestävät toimintatavat 

sekä luottamus alustaa kohtaan, jotka määrittävät, koetaanko brändikokemus positiivisena 

vai negatiivisena. Nämä tekijät vaikuttavat kuluttajien tyytyväisyyteen, 

asiakasuskollisuuteen sekä pitkäaikaiseen sitoutumiseen. Tutkimuksen tulokset tarjoavat 

second-hand muodin verkkokaupoille konkreettisia keinoja kehittää kokemusperäistä 

markkinointia, kannustaen kuluttajia vastuullisempaan kuluttamiseen edistäen kiertotaloutta 

ja ilmastonmuutoksen torjuntaa.  
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1  Introduction 

The growth of the second-hand fashion market is one of the most significant consumer 

behaviour trends in recent years, driven by the rise of environmental awareness, evolving 

consumer trends and affordability. The value of the second-hand apparel market is predicted 

to rise significantly in the coming years, reaching over 350 billion U.S. dollars globally by 

2028. (Thredup, 2024.) Consuming second-hand fashion is a significant step toward 

mitigating climate change as it restores clothing into circulation, reduces resource use, waste, 

and the need for new production, thereby lowering carbon emissions (Machado, Almeida, 

Bollick & Bragagnolo, 2019).  

The digital transformation of the retail sector has further accelerated the growth of second-

hand e-commerce, making it the fastest-growing segment in the market (Fernando, 

Sivakumaran & Suganthi, 2018). Second-hand fashion e-commerce revenue has increased 

from 16,8 to 99,1 billion U.S. dollars in five years and is forecast to continuously grow and 

reach 448 billion U.S. dollars in 2029 (Statista, 2024). The same trend has been seen in 

Finland, as 53 percent of Finnish consumers sold their clothing online in 2021 (YouGov, 

2021). Furthermore, the downloads of second-hand e-commerce applications have increased 

rapidly in Finland, reaching over 100,000 in February 2024, compared to roughly 25,000 in 

January 2023. Vinted was the most downloaded second-hand retail app in Finland with over 

64 000 downloads in February 2024. (AppMagic, 2024.) These statistics highlight the 

growing consumer interest in sustainable fashion consumption and the engagement of 

second-hand fashion e-commerce platforms.  

As the second-hand fashion online market grows, understanding consumers’ brand 

experiences becomes an essential part of building effective marketing strategies and creating 

differentiation in the price-sensitive and competitive market environment (Mondal & 

Chakrabarti, 2021). Providing unique and memorable experiences to consumers has become 

crucial to enhancing customers’ perceived value, brand strength (Wiedmann, Labenz, Haase 

& Hennings, 2018), consumer satisfaction, and brand loyalty (Faria, Ferreira, Gomes & 

Gabriel, 2022). By understanding consumers’ brand experiences, second-hand fashion e-
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commerce platforms can enhance consumer satisfaction, strengthen competitive advantage, 

and support the shift towards circular economy and sustainable consumption in the fashion 

industry.  

1.1  Key Concepts 

Brand Experience is defined as consumers’ internal direct or indirect cues related to a 

brand’s design, identity, communications, and environments, which vary in strength and 

intensity, and are distinct from other brand constructs (Brakus, Schmitt & Zarantonello, 

2009).  

Digital Channels are online platforms generated by companies, their partners, or customers 

that work as connection points between consumers and companies, aiming to engage 

customers digitally, deliver diverse content, and enhance communication (Straker, Wrigley 

& Rosemann, 2015; Lemon & Verhoef, 2016).  

Digital Touchpoint refers to an individual digital channel that facilitates interaction between 

a customer and a company throughout the customer journey, including websites, mobile 

apps, email, digital marketing, social media platforms, forums, blogs, and customer feedback 

channels (Straker, Wrigley & Rosemann, 2015).  

Second-hand Fashion E-commerce refers to online platforms that specialise in second-hand 

fashion retail, including platforms operating through various business models, such as 

business-to-consumer (B2C) and consumer-to-consumer (C2C) (Calvo-Porral, Orosa-

González & Viejo-Fernández, 2024).  

1.2  Previous Research 

Previous research on consumer behaviour in second-hand fashion online context has focused 

on consumers’ purchasing motivations (Guiot & Roux, 2010), determination of the 

perceived value of fashion brands (Sihvonen & Turunen, 2016), assumptions related to 

second-hand consumption (Cervellon, Carey & Harms, 2012), and the role of digital 

technologies increasing consumer acceptance (Charnley, Knecht, Muenkel, Pletosu, 
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Rickard, Sambonet, Schneider & Zhang, 2022). However, Faria et al. (2022) explored the 

relationships between brand experience, trust, and perceived risk in second-hand e-

commerce, finding that brand experience is positively shaped by brand trust, while perceived 

risk has a negative impact on brand experience.  

Brand experience and the factors influencing it have been studied before in both offline and 

online contexts. Brakus, Schmitt and Zarantonello (2009) developed a brand experience 

scale including four dimensions – sensory, affective, intellectual, and behavioural – that 

influence consumer loyalty directly and indirectly through brand personality. Beig and Khan 

(2018) found that social media marketing has a significant influence on all the dimensions 

of brand experience. Social media marketing can be seen as a funnel that engages the 

customers during the purchasing process (Opresnik, 2021), shaping brand experience along 

with various touchpoints through the customer journey (Mondal & Chakrabarti, 2021). Van 

de Sand, Frison, Zotz, Reiner and Holl (2019) also studied touchpoints, emphasising the 

importance of digital user experience in shaping a positive brand experience.  

Despite the growth of second-hand fashion e-commerce, there are limited studies of 

understanding consumers’ experiences and engagement with these platforms. The impact of 

digital touchpoints in shaping brand experiences has not been studied in this context before. 

In Finland, research on the overall brand experience with second-hand fashion e-commerce 

platforms remains unexplored. This study aims to address this research gap by exploring 

Finnish consumers’ brand experiences, and identifying how digital touchpoints shape these 

experiences, thereby providing valuable insights for second-hand fashion e-commerce 

brands.  

1.3  Research Objectives and Questions 

As second-hand fashion e-commerce continues to grow in Finland, it becomes important to 

explore how consumers perceive and interact with these platforms. Unlike traditional 

second-hand fashion retail, second-hand fashion e-commerce operates primarily online, 

where consumers engage with brands mainly digitally, such as through websites, mobile 

apps, digital marketing, and advertisements. These interactions in the digital channels, 
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known as digital touchpoints, are essential in shaping customer experiences and perceptions 

of a brand (Salvietti, Ieva & Ziliani, 2021). 

The main objective of this study is to understand Finnish consumers’ brand experiences of 

second-hand fashion e-commerce platforms through online interactions. In this context, 

brand experience refers to the perceptions and experiences that consumers have when 

engaging with second-hand fashion e-commerce brands. This study aims to identify the key 

factors that shape brand experiences through digital channels, as these platforms operate 

primarily online. To achieve the research objectives, the study examines the following main 

research question: 

RQ1: How do consumers experience second-hand fashion e-commerce brands through 

digital channels?  

To explore deeper insights into consumers’ brand experiences, the study further examines 

the topic with two sub-research questions. The first sub-research question aims to analyse 

how digital touchpoints in digital channels shape consumer brand experiences. Furthermore, 

the second sub-research question explores the types of consumer responses evoked by digital 

touchpoints, utilising the Brand Experience Dimensions framework developed by Brakus, 

Schmitt and Zarantonello (2009). This framework provides a comprehensive approach to 

understanding how digital touchpoints shape consumer responses and brand experiences. To 

further examine the main research question, the following sub-questions are studied:  

Sub-RQ1: How do digital touchpoints in the customer journey shape the consumer brand 

experience of second-hand fashion e-commerce platforms? 

Sub-RQ2: What consumer responses do digital touchpoints with second-hand fashion e-

commerce platforms create? 

1.4  Research Methodology and Limitations  

The research is conducted as a qualitative case study to achieve a deep understanding of 

Finnish consumers’ brand experiences with second-hand e-commerce platforms. The data is 

collected through semi-structured interviews with Finnish consumers. This method allows 

the exploration of consumers’ experiences while maintaining flexibility with pre-determined 

themes, allowing participants to share their perspectives freely (Tuomi & Sarajärvi, 2018). 



 5 

The collected data is analysed with thematic analysis, with the objective to develop, analyse, 

and interpret themes from the qualitative data by following the research objectives (Braun 

& Clarke, 2022). This approach ensures that the key themes from the interviews are 

thoroughly identified and examined, providing insights into how consumers’ brand 

experiences are shaped in second-hand fashion e-commerce.  

The study is geographically limited to understanding the brand experiences of Finnish 

consumers, acknowledging that cultural and regional factors may influence brand 

experiences. Additionally, the participants are limited to consumers, who regularly use 

second-hand fashion e-commerce platforms. The research focuses on platforms that operate 

primarily in the second-hand fashion retail sector, excluding other categories of second-hand 

goods. Examples of these platforms operating in Finland include Vinted, Tise, Sellpy, Zadaa, 

Depop, and Vestiaire Collective. However, this study does not focus on any specific platform 

but aims to understand the brand experience and the factors shaping it through digital 

channels with the platforms emerging from the interviews. The research focuses on digital 

interactions with the brands, excluding offline interactions, such as packaging, delivery 

experiences, pop-up events, or the physical quality and customer satisfaction associated with 

the delivered products. 

1.5  Structure of the Study 

This study is organised into six main chapters, each providing a detailed examination of the 

research topic. The first chapter introduces the research context, outlines research objectives, 

questions, and limitations, and presents the chosen research methodology. Chapter two 

illustrates the theoretical framework, exploring key concepts that are relevant to the research, 

such as digital channels, digital touchpoints, customer journey, and brand experience. 

Additionally, the second chapter provides an overview of second-hand fashion e-commerce 

platforms, highlighting their characteristics, consumer behaviour, and the different digital 

touchpoints in the customer journey. Chapter three describes the research methodology, 

including data collection and data analysis methods used to examine the research topic. The 

fourth chapter presents the results of the empirical research, and chapter five provides a 

discussion of these findings with their limitations and implications and suggests possible 

ideas for future research. Finally, chapter six provides the conclusions of the study.   
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2  Theoretical Framework 

This chapter outlines the key theories and concepts that are essential for understanding 

consumer brand experience through digital channels. The first sub-chapter provides a brief 

introduction to second-hand fashion e-commerce platforms to familiarise the reader with the 

context of the study. The second sub-chapter focuses on the customer journey and digital 

touchpoints, discussing the different types of digital touchpoints, explaining how consumers 

interact with digital touchpoints throughout the customer journey, and illustrating the digital 

customer journey in second-hand fashion e-commerce. The final sub-chapter focuses on 

previous literature on experiential marketing, highlighting its influence on the development 

of the brand experience concept, and introduces a central theory used in this research: Brand 

Experience Dimensions developed by Brakus, Schmitt and Zarantonello (2009). The 

theoretical framework of this study is presented in Figure 1, which illustrates the 

relationships between these key phenomena.  

 

Figure 1. Theoretical Framework  
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2.1  Second-hand Fashion E-commerce Platforms  

The second-hand fashion industry has grown significantly in recent years, driven by the 

fashion sector’s exploration of sustainable recycling alternatives and consumer awareness of 

sustainable consumption practices (Machado et al., 2019). The rise of online retailers, 

redistribution channels, and specialised digital platforms has led to the rise of various new 

formats that circulate used products through online channels. To target diverse consumer 

groups, these second-hand e- commerce platforms utilise different business models such as 

business-to-consumer (B2C), where companies sell used products directly to customers, and 

consumer-to-consumer (C2C), where individual users can buy and sell products directly to 

each other. (Calvo-Porral, Orosa-González & Viejo-Fernández, 2024.) Online second-hand 

fashion platforms offer a wide range of products at different stages of their lifecycle, from 

products that are nearly new to those approaching the end of their usability (Parker & Weber, 

2013). 

Examples of second-hand fashion e-commerce platforms in Finland that primarily focus on 

second-hand fashion include for example Vinted, Tise, Zadaa, Sellpy, Depop, and Vestiaire 

Collective. Vinted is the most popular of these, with the most application downloads in 

February 2024 (AppMagic, 2024). Vinted is an online marketplace, where consumers can 

purchase and sell second-hand products directly to each other, facilitating transactions by 

charging a buyer’s protection fee, which enhances security. Vinted uses a preference system 

to display personalised recommendations to consumers based on their previous interactions. 

Users can access Vinted via personal account on the mobile application or through the 

website. (Vinted, 2024.) Similarly, Tise, Zadaa, and Depop function as consumer-to-

consumer (C2C) platforms through mobile applications or websites, allowing users to 

manage transactions directly. In contrast, Sellpy and Vestiaire Collective operate as a 

business-to-consumer (B2C) model through mobile applications or websites, managing the 

selling process on behalf of users.  

Previous research indicates that consumers are motivated to shop second-hand for various 

reasons, including affordability, ethical and environmental consciousness, entertainment, 

pleasure, and desire for uniqueness (Aycock, Cho & Kim, 2023). Among these, 

environmental consciousness has been studied to be the most important driver for second- 
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hand online purchases, but also trust towards the online second-hand platform plays a crucial 

role (Calvo-Porral, Orosa-González & Viejo-Fernández, 2024). A study on Vinted found 

that nearly half of its users shop for economic reasons, 25 percent make purchases 

impulsively, and 20 percent choose second-hand for ethical principles (Vinted & Vaayu, 

2022).  

Compared to traditional second-hand retail, online platforms provide significant 

opportunities, such as convenience, accessibility, a wide range of products, detailed product 

information, and the ability to compare prices easily (Calvo-Porral, Orosa-González & 

Viejo-Fernández, 2024). However, these platforms also face challenges due to the lack of 

physicality, such as higher product risk, uncertainty towards the platform or seller (Calvo-

Porral, Orosa-González & Viejo-Fernández, 2024), exchange and return policies, and 

concerns about product authenticity (Aycock, Cho & Kim, 2023).  

2.2  Customer Journey and Digital Touchpoints 

Consumers engage with second-hand fashion e-commerce brands primarily through digital 

channels, where perceptions and experiences of these platforms are shaped. Digital channels 

are technology-based communication platforms that work as connection points between 

consumers and companies (Edelman, 2010), categorised into paid, owned, and earned 

channels based on who generated the content. Paid channels are generated by the company 

or its representative, owned channels are managed by the company within its platforms, and 

earned channels are independently generated by customers or other external parties. 

(Stephen and Galak, 2012.) The primary goal for digital channels is to engage customers 

through digital technology, deliver diverse content for different purposes, and enhance 

communication at various levels of interaction. Consumers have become active participants 

in these channels, openly sharing their opinions, and positive and negative experiences 

without the company’s direct control, affecting to companies’ reputations, customer 

attractiveness, and competitiveness. (Lemon & Verhoef, 2016.)  

A digital touchpoint refers to an individual digital channel that acts as a communication tool 

between a company and its consumers, influencing consumers’ experiences either directly 

or indirectly (Straker, Wrigley & Rosemann, 2015). Consumers interact with digital 
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touchpoints before, during, and after purchase, developing brand associations that influence 

their loyalty, future purchases, and word-of-mouth (Opresnik, 2021). Digital touchpoints 

include for example websites, email, search engines, social networks, photo and video 

content communities, discussion forums, and blogs (Hallikainen, Alamäki & Laukkanen, 

2019).  

2.2.1  Categories of Digital Touchpoints 

Digital touchpoints can be categorised into four types based on their interaction style and 

purpose: functional, social, community, and corporate. Each category plays a significant role 

in the consumer experience, providing various ways for consumers to connect with brands. 

Each touchpoint category interacts with one another to form a cohesive brand 

communication strategy. (Straker, Wrigley & Rosemann, 2015.)  

Functional touchpoints are straightforward and usually one-way, with communication 

directly from the company to the consumer. Functional touchpoints include for example 

websites, email newsletters, search engines, and live chats where the primary goal is to 

communicate essential interaction or encourage an action (Straker, Wrigley & Rosemann, 

2015). According to Hallikainen, Alamäki and Laukkanen (2019), functional touchpoints 

are the preferred digital touchpoints among consumers.  

Social touchpoints allow for two-way communication in real-time, where consumers can 

engage with posts through comments, likes, and shares, while administrations manage the 

content (Straker, Wrigley & Rosemann, 2015). These touchpoints include social networking 

sites such as Facebook, Twitter, and LinkedIn, and various forms of photo and video content 

communities, such as Instagram, Pinterest, Flickr, and YouTube (Hallikainen, Alamäki & 

Laukkanen, 2019). Social touchpoints empower consumers to create content, providing 

valuable insights and feedback for companies in real-time (Straker, Wrigley & Rosemann, 

2015).  

Community touchpoints are platforms that allow users to actively engage in deeper 

discussions, often concentrated around shared interests. These touchpoints, including blogs 

and forums, are managed by user groups rather than the company itself, promoting a sense 
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of community and connection that aligns with the company’s lifestyle and values. (Straker, 

Wrigley & Rosemann, 2015.)  

Corporate touchpoints focus on delivering structured, one-way communication with 

minimal interaction. The purpose is to provide consumers detailed and transparent 

information about the company through digital media releases, frequently asked questions 

(FAQ) sections, corporate reports, digital magazines, campaigns, and advertisements. These 

touchpoints aim to shape consumer perceptions by offering reliable and detailed information 

that enhances trust in the brand. (Straker, Wrigley & Rosemann, 2015.)  

2.2.2  Customer Journey 

Consumers interact with touchpoints through customer journeys, where they access 

information, view products or services, purchase, pay, complain, connect with other 

consumers, and learn about the brand (Silveira, Sandes & Xara-Brasil, 2023). The customer 

journey can be seen as a dynamic process with a company over time during the purchasing 

cycle across multiple touchpoints. The customer journey starts before purchasing intentions 

and ends after purchasing, making it an iterative and dynamic process that is connected to 

past and future experiences. Understanding customer experiences in the customer journey 

models empirically the effect of different touchpoints on customer experience. (Lemon & 

Verhoef, 2016.)  

Lemon and Verhoef (2016) conceptualised the customer journey in three stages: pre- 

purchase, purchase, and post-purchase, where consumers interact with different touchpoints 

that are either owned by the company, customer, partners, or external factors, presented in 

Figure 2. The pre-purchase stage includes all interactions with a brand from the beginning 

of awareness to consideration of satisfaction, including the need recognition, search, and 

consideration. The purchase-stage includes all interactions with the brand and its 

environment during the purchase event including choice, ordering, and payment. Even 

though purchase-stage usually lasts for only a couple of minutes, there have been several 

studies highlighting the importance of this stage to the consumer experience. After purchase 

becomes the post-purchase stage, which covers all interactions with the brand and its 
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environment following the actual purchase, such as usage, consumption, post-purchase 

satisfaction, and engagement. (Lemon & Verhoef, 2016.)  

For companies, it is essential to understand the customer journey from both the consumer’s 

and company’s perspectives, recognising key elements of each stage, and identify specific 

touchpoints throughout the customer journey. Identifying the impact and significance of 

each touchpoint is essential for understanding what drives consumers to continue or 

discontinue their purchasing journey. Additionally, it is essential to examine how past 

experiences at earlier stages of purchasing and previous customer journeys influence 

consumers’ current experiences. (Lemon & Verhoef, 2016.)  

2.2.3  Customer Journey in Second-hand Fashion E-commerce 

To understand consumers’ brand experiences of second-hand fashion e-commerce 

platforms, it is essential to explore the digital touchpoints they experience throughout their 

customer journeys. Digital technologies have significantly influenced the customer journey, 

creating new roles for consumers, introducing multiple new touchpoints, and making the 

overall process digitalised. These advancements make customer journeys more interactive, 

collectivistic (Lundin & Kindström, 2023), and non-linear, allowing customers to interact 

with different touchpoints at different stages. Although the customer journey is dynamic and 

complex, it is important to identify critical touchpoints at each stage to design effective 

customer journeys and achieve long-term customer loyalty. Each touchpoint has direct and 

indirect effects on consumer behaviour, shaping their perceptions and influencing brand 

experience. (Lemon & Verhoef, 2016.)  

In the pre-purchase stage, consumers interact with digital touchpoints related to need 

recognition, search, and consideration through customer-initiated and firm-initiated 

channels. Customer-initiated channels include direct search, search engines, and referral 

sites, and firm-initiated channels include display ads in different digital channels, email 

marketing, and other paid ads. (Li & Kannan, 2014.) Valente and Nogueira (2023) 

highlighted the importance of social media, digital advertising, electronic word-of-mouth 

(eWOM), and brand websites to drive consumer awareness in the online shopping journey, 

and Silveira, Sandes and Xara-Brasil (2023) emphasised influencer marketing in the first 
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stages of the customer journey. These pre-purchase touchpoints, illustrated in Figure 2, are 

relevant in the second-hand fashion e-commerce context, where they shape consumer 

perceptions and attitudes towards the brand, influencing the overall brand experience.  

During the purchase phase, consumers interact with touchpoints related to product selection, 

ordering, and payment at the purchase event itself, as presented in Figure 2. Touchpoints, 

such as demonstration of products, price, customer service, convenience, functionality, and 

choice of payment method become important in this stage of the customer journey. (Lemon 

& Verhoef, 2016.) In the second-hand fashion e-commerce context, purchase stage 

touchpoints that shape consumer brand experience could relate to the platform’s usability, 

filtering options, reviews, aesthetics, product selection and descriptions, and personalised 

suggestions created by the algorithms.  

In the post-purchase stage, consumers interact with touchpoints that relate to the brand or 

product itself. The product itself becomes an important touchpoint, as well as service 

recovery, packaging, consumption experience, repurchase, loyalty programs, and different 

forms of engagement, such as word-of-mouth. (Lemon & Verhoef, 2016.) Although this 

study does not focus on offline touchpoints, such as the physical product itself, touchpoints 

such as order tracking, service recovery, loyalty programs, digital marketing in different 

channels, electronic word-of-mouth, and engagement in digital channels such as social 

media are important factors shaping consumers brand experience, as presented in Figure 2.  

 

Figure 2. Potential Digital Touchpoints in Second-hand Fashion E-commerce Platforms. Utilising 

insights from Lemon and Verhoef (2016), Li and Kannan (2014), Valente and Nogueira (2023), and 

Silveira, Sandes and Xara-Basil (2023). 
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2.3  Brand Experience 

Digital touchpoints in the customer journey affect how consumers perceive and experience 

the brand-related cues they interact with. This, brand experience, has become a central 

concept in the marketing field, where consumers interact with various opportunities and 

endless amounts of information, making it increasingly challenging for brands to remain 

competitive. (van de Sand et al., 2019.) Consumers tend to prefer brands that offer distinctive 

and memorable experiences over those that simply provide functional products and services 

(Faria et al., 2022). Understanding consumers’ experiences and creating memorable brand 

experiences are therefore essential for businesses to create differentiation and capture 

consistent and loyal consumers for the brand (Bapat, 2020).  

Brand experience refers to the feelings and perceptions customers develop as a result of any 

direct or indirect interaction with a brand, evoking specific responses that go beyond general 

attitudes toward the brand. Consumers develop perceptions of brands directly through 

searching, purchasing, and using products or services, and indirectly through advertisements, 

browsing digital media, or associating brand experiences with imagined scenarios (Saari & 

Mäkinen, 2017). Unlike customer experience, which focuses on the overall interaction with 

the company, brand experience emphasises the consumer’s engagement with the brand itself 

(van de Sand et al., 2019). Brand experience can occur in situations, where consumers do 

not show interest, and the strongest experiences may even be with brands that consumers do 

not have a personal connection with. Brand experience is not primarily an emotional 

relationship concept, but rather an internal response to the stimuli that create experiences. 

(Brakus, Schmitt & Zarantonello, 2009.) Brand experiences vary in intensity, strength, 

valence, and time (Brakus, Schmitt & Zarantonello, 2009), and stronger experiences increase 

customer satisfaction as well as loyalty, as consumers want to repeat experiences that led to 

satisfaction (Nysveen, Pedersen & Skard, 2013).  

The concept of brand experience is based on experiential marketing research, which started 

when Hirschman and Holbrook (1982) explored the concept of sensory, fantasy, and 

emotional aspects of product-related consumption experiences (Shamim & Mohsin, 2013). 

Later the focus expanded to explore consumers’ experiential needs with brands, moving 

beyond analytical and cognitively oriented branding approaches, such as brand equity, brand 
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value, brand associations, and brand personality. Today, consumers expect brands to be 

distinct, engage their senses and emotions, and provide authentic experiences that go beyond 

functionality. (Schmitt, 2009.) 

2.3.1  Experiential Marketing 

The previous research in experiential marketing influenced the development of brand 

experience (Schmitt & Zarantonello, 2013), although brand experience remains distinct from 

other concepts of branding literature (Brakus, Schmitt & Zarantonello, 2009). Traditional 

branding literature primarily emphasised functional brand elements as the identifiers and 

differentiators of the products, however, modern approaches to branding have recognised 

the importance of a brand as a source of various associations that create memorable 

experiences for consumers (Schmitt, 1999).  

Previous research on experiential marketing emphasises that value is created through 

hedonic and experiential elements, and from the experience of consumption itself, making it 

one of the central aspects of marketing. Key research areas on experience include consumer 

experience, product and service experience, offline and online experience, and brand 

experience. (Schmitt & Zarantonello, 2013.) Experiences refer to subjective perceptions, 

feelings, and direct observations (Schmitt & Zarantonello, 2013), that can arise directly from 

interactions with products and services during shopping, purchasing, and consuming, or 

indirectly through exposure to advertising and marketing communications across different 

channels (Brakus, Schmitt & Zarantonello, 2009).  

Pine and Gilmore (1999) studied experiential marketing, emphasising the importance of 

providing memorable experiences to create value in the experience economy, where 

experiences engage consumers on emotional, sensory, and intellectual levels. They 

highlighted that creating memorable experiences requires considering different levels of 

customer participation and the degree of involvement. Schmitt (1999) also emphasised that 

the most impactful experiences are those that create strong consumer responses. He 

identified five dimensions of experiential marketing appealing to either consumers’ senses, 

emotions, creativity, physical behaviours and interactions, or consumers’ desire to be part of 

a social context.  
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2.3.2  Brand Experience Dimensions 

Based on the previous research on experiential marketing, Brakus, Schmitt and Zarantonello 

(2009) identified four dimensions of brand experience that shape consumer perceptions, 

satisfaction, and loyalty: sensory, affective, intellectual, and behavioural. The research 

highlighted that brand experience is a multidimensional concept that involves various types 

of interactions consumers have with a brand. These experiences are created by brand-related 

stimuli that appear as a part of the brand’s design, identity, packaging, marketing 

communications, and environment where the brand is displayed. Brand-related stimuli 

include the brand’s design, colours, shapes, elements, slogans, mascots, and brand 

characters, and each of these cue’s shapes how the brand is perceived and experienced. 

(Brakus, Schmitt & Zarantonello, 2009.)  

The sensory dimension of brand experience includes the stimulation of the senses – sight, 

sound, touch, taste, and smell – during brand interactions. Sensory brand experience may 

occur when a brand creates a strong visual impression or engages with other senses 

effectively, is interesting in a sensory way, or is not appealing sensorially. (Brakus, Schmitt 

& Zarantonello, 2009.) Aesthetic brand elements, such as the brand’s designs, color scheme, 

images, style, materials, visual signs, and slogans influence consumers’ sensory perception 

and experience (Mostafa & Kasamani, 2021), but to remain competitive, businesses need to 

go beyond individual elements and create sensory brands. The objective of sensory branding 

is to engage consumers in a more personal way, ensuring that the integration of these sensory 

stimuli enhances the entire interaction process. (Grigoras, 2018.)  

The affective dimension of brand experience refers to the emotional responses that a brand 

evokes in consumers. Affective brand experience can arise when the brand evokes feelings 

and sentiments, creates strong emotional reactions, or is perceived overall as emotionally 

engaging. (Brakus, Schmitt & Zarantonello, 2009.) Consumers can experience a brand either 

positively, leading to emotions like delight, desire, or devotion, or negatively resulting in 

feelings of anxiety, fear, or disgust. Experiential marketing plays a key role in shaping 

affective brand experiences and influencing consumer decision-making, making it essential 

for businesses to identify the key stimuli that generate positive emotional responses in 

consumers. (Mostafa & Kasamani, 2021.)  
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The intellectual dimension of brand experience is the cognitive stimulation a brand 

generates. Intellectual responses are activated when the brand encourages consumers to 

think, sparks their curiosity and problem-solving, or engages in deep reflection and thought 

during interactions with the brand. Consumers who experience a brand intellectually may 

later recall memories related to the brand when encountering similar stimuli in different 

contexts. (Brakus, Schmitt & Zarantonello, 2009.)  

The behavioural dimension of brand experience includes the physical actions or behaviours 

that a brand encourages consumers to perform. Behavioural responses arise when the brand 

engages consumers to take specific actions and behaviours or experience bodily experiences 

related to the brand. Behavioural experiences usually leave a lasting impression on 

consumers, making them an essential part of effective marketing practices. (Brakus, Schmitt 

& Zarantonello, 2009.)  

While certain brand-related stimuli often create specific types of experiential dimensions, 

there is no strict one-to-one correlation between them. For instance, sensory brand stimuli 

such as visuals, designs, colours, and typefaces often evoke sensory experiences but can also 

lead to intellectual or affective brand experiences. Similarly, brand elements like slogans, 

mascots, and brand characters, which are typically associated with intellectual brand 

experiences, may also generate emotional or behavioural consumer responses. Moreover, 

the dimensions of brand experience often review consumers’ long-term memory, being 

shaped by past interactions with brand-related stimuli rather than just immediate 

experiences. (Brakus, Schmitt & Zarantonello, 2009.)  

Zarantello and Schmitt (2010) further utilised the brand experience dimensions scale and 

identified five distinct groups of consumers that prefer different kinds of brand experiences. 

Holistic consumers seek a comprehensive experience including all dimensions of brand 

experience, while utilitarian consumers do not see brand experience as an important factor. 

Hedonistic consumers prioritise sensory and emotional experiences, action-oriented 

consumers value experiences that shape their actions and behaviours, and inner-directed 

consumers emphasise the importance of internal processes in their interactions with brands. 

Moreover, consumers’ brand experiences can vary significantly between companies that 

operate primarily online and those operating physically (Mondal & Chakrabarti, 2021). 

According to Morgan-Thomas and Veloutsou (2013), in the online environment, certain 
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sensory dimensions of brand experience are limited, as only sight and sound can effectively 

engage consumers.  

2.3.3  Online Brand Experience 

As the digital transformation has changed the way consumers interact, brands now have 

more opportunities than ever before to engage with consumers (van de Sand et al., 2019). 

Online environments are information-rich, dynamic, and crowded marketplaces, lacking 

physical cues, providing opportunities and challenges for businesses (Morgan-Thomas & 

Veloutsou, 2013). An increasing amount of information and the rise of new media platforms 

create new experiences before and after consumption (Schmitt & Zarantonello, 2013), 

creating brand experiences from various digital and mobile environments (Morgan-Thomas 

& Veloutsou, 2013). For businesses and marketers, digital transformation requires a deep 

understanding of how different platforms and media can be used to create memorable brand 

experiences, and determine which channels are the most effective to generate specific types 

of experiences (Schmitt, Brakus & Zarantonello, 2014).  

Online brand experience can be seen as an extension of traditional brand experience, 

evolving from the constructs of online consumer experience, although remaining the core 

focus on the brand itself. The way brands operate in digital spaces is notably distinct, 

especially for brands that operate almost exclusively on online platforms for end-to-end 

business operations. (Morgan-Thomas & Veloutsou, 2013.) These brands operate in digital 

media to manage all consumer interactions, from initial engagement to post-purchase 

communication. Like traditional brand experience, a positive online brand experience has 

been shown to increase brand satisfaction, which in turn contributes to higher brand loyalty. 

(Mondal & Chakrabarti, 2021.)  

Morgan-Thomas and Veloutsou (2013) found that brand reputation impacts trust and 

perceived ease, which positively affect online brand experience. They described the 

interaction with an online brand as a continuous relationship, where brand experiences create 

emotional connections between the consumer and the brand. Mondal and Chakrabarti (2021) 

studied brand experience in an online retail context, distinguishing 20 factors from previous 

research that influence consumer brand experience. These factors include for example app 
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design, aesthetics, ease of product search and billing, marketing communication, 

personalisation, user reviews, and product assortment, each making a measurable 

contribution to shaping the overall online brand experience.  

As online brand experiences have become essential in today’s digital world, understanding 

how these experiences are shaped digitally is crucial. Consumers’ expectations of companies 

have evolved significantly as they continuously interact with technology (Straker, Wrigley 

& Rosemann, 2015). New forms of communication, such as customer-to-customer 

interactions, provide challenges and opportunities for companies, that now have less control 

over the customer experience and journey (Lemon & Verhoef, 2016). 
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3  Methodology 

This study was conducted with qualitative methods as the objective is to achieve a deep 

understanding of consumers’ brand experiences of second-hand fashion e-commerce. 

Qualitative research strives for contextuality, interpretation, and understanding the 

perspective of actors, trying to find broader meanings from the phenomena (Hirsjärvi & 

Hurme, 2022), making it a suitable methodology for this study. Qualitative research is based 

on an inductive process, where it proceeds from detailed information to general information, 

aiming to understand and make conclusions from multiple simultaneous factors without 

preconceptions (Hirsjärvi & Hurme, 2022). The chosen methodology enables the collection 

of detailed data on consumers’ perceptions and behaviour, providing a deep understanding 

of how brand experience is shaped through the customer journey in second-hand fashion e-

commerce. 

3.1  Semi-Structured Interviews 

The data for this study was collected through interviews, which is one of the most common 

methods to collect qualitative data. In qualitative research, an interview is seen as an 

interactive process between the interviewer and interviewee, influenced by physical, social, 

and communicative factors. (Eskola & Suoranta, 1998.) As a data collection method, 

interviews offer flexibility, allowing the interviewer to repeat or clarify questions, modify 

the question order, and interact directly with the interviewee (Tuomi & Sarajärvi, 2018). 

This study employed semi-structured interviews, a method that suites well to explore 

individuals’ perceptions of certain phenomena. The objective of semi-structured interviews 

is to find meaningful responses relevant to the research objectives, research gap, and research 

questions. Semi-structured interviews are guided by previously chosen themes and clarifying 

questions, providing the flexibility to specify or deepen responses based on the participants’ 

answers. (Tuomi & Sarajärvi, 2018.) Semi-structured interviews enabled a detailed 

exploration of consumers’ brand experiences, allowed participants to share their perspectives 

freely while following the framework of chosen themes and interview questions.  
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The participants for the semi-structured interviews were selected through purposeful 

sampling to ensure that they had relevant experience purchasing second-hand fashion online. 

The objective of purposeful sampling was also to select participants with different 

demographic backgrounds to enrich the collected data and capture different perspectives. All 

participants were informed about the purpose of this study, and that the collected data is only 

used for academic purposes anonymously. To maintain the anonymity of the participants, 

interviewees are referred as “Participants” in this study.  

As the objective of interviews is to gather as detailed insights as possible, the interview 

questions can be sent to the participants before the interview (Tuomi & Sarajärvi, 2018), 

which was also followed in this study. The interview questions, attached in Appendix 1, 

were sent to each participant a few days before the interview, which allowed the 

familiarisation of the key themes before. Main themes, such as “Digital touchpoints” were 

explained to participants, attached to the previously sent interview questions to ensure that 

they understood them in the same way as described in this study.  

The data was collected from ten Finnish consumers, who use second-hand fashion e-

commerce platforms regularly. The number of participants was chosen as in the final 

interviews, no essentially new information emerged, also called as saturation (Hirsjärvi & 

Hurme, 2022). The interviews were conducted between 5.11.2024 and 14.11.2024 via Teams 

due to the geographical distances and interviewees’ preferences. The length of the interviews 

varied from 9 minutes and 53 seconds to 22 minutes and 4 seconds. Each interview was 

recorded and transcribed using Teams’ recording tool. The interviews were conducted in 

Finnish, all participants’ mother language, to achieve a deep understanding of their 

experiences. Therefore, the recorded and transcribed interviews were translated into English, 

and minor adjustments were made to the sentence structures to improve comprehensibility.  

The first questions of the interviews related to participants’ backgrounds to explore their 

demographics and experience with second-hand fashion e-commerce brands. The 

demographic information of the participants is attached in Table 1. Three of the interviewees 

were male, and seven were women, born between the years 1964 and 2002. Eight 

interviewees were students, with some working part-time, full-time, or as an entrepreneur 

along with their studies. Two of the participants were employed and working part-time, with 

one participant on parental leave. The most used second-hand fashion platform was Vinted, 

with every participant using it. The second most popular platforms were Tise and Sellpy. 
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Participants had used second-hand fashion platforms for less than a year to over five years. 

The frequency for purchases from these platforms varied from 1-2 times a week to a few 

times a year. Table 1 shows that the participants present various demographic backgrounds, 

providing diverse experiences of second-hand fashion e-commerce platforms.  

 

Table 1. Participants’ demographic backgrounds.  

 

 

The following interview questions, attached in Appendix 1, followed structured themes and 

focused on examining the interviewees’ brand experiences of second-hand fashion e-

commerce platforms. The first theme examined how different digital touchpoints shape 

consumer brand experience throughout each stage of the customer journey as determined by 

Lemon and Verhoef (2016). Participants were given examples of potential digital 

touchpoints at each stage of the customer journey to help them connect their experiences to 

these. The second theme examined the brand experience dimensions developed by Brakus, 

Schmitt and Zarantonello (2009) to understand consumer responses digital touchpoints 

create. Participants were asked about their sensory, affective, intellectual, and behavioural 
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responses and to describe how these responses have affected their experience with the 

brands. The final questions focused on identifying improvement ideas for the platforms to 

enhance brand experience and asked whether participants wanted to share additional 

thoughts related to the research topic.  

3.2  Thematic Analysis 

The collected data from the interviews was analysed using thematic analysis, a method that 

aims to develop, analyses, and interpret themes from qualitative data through systematic 

coding. Developed themes are broader patterns, shared ideas, meanings, and concepts, built 

from codes, that typically capture specific meanings. (Braun & Clarke, 2022.) Thematic 

analysis highlights what has been said related to each theme by breaking down the data and 

grouping it according to various recurring themes. The aim is also to find reasons, why the 

developed themes are important. (Tuomi & Sarajärvi, 2018.) 

Braun and Clarke (2022) introduced a six-phase process to conduct thematic analysis, which 

provides flexible guidelines rather than strict rules for the analysis process. In the first phase, 

data familiarisation, the objective is to become deeply familiar with the data by reading it 

multiple times and making analytical notes. The second phase, coding, involves systematic 

examining of the data to identify significant, relevant, and meaningful segments related to 

the research question, which are labelled as codes. In the third phase, initial theme 

generation, shared patterns, meanings, and concepts are identified to form preliminary 

themes. The fourth phase, theme review and development, ensure that the themes accurately 

represent the data and highlight key patterns. This phase also includes examining 

relationships between the themes, integrating existing knowledge, and considering the 

broader research context. The fifth phase, theme refinement and definition, each theme is 

refined and aligned with the data to ensure clarity and coherence. The final phase involves 

completing and editing the writing, presenting a clear interpretation of the themes. 

Rather than analysing participants’ experiences based on the themes in the interview 

structure, this study focused on finding the most relevant themes that naturally emerged from 

the interviews. This choice was made to avoid overlaps, as consumers are often exposed to 

similar digital touchpoints in different stages of the customer journey (Lemon & Verhoef, 

2016), and similar brand-related stimuli can evoke different consumer responses (Brakus, 
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Schmitt & Zarantonello, 2009). Later, in the discussion chapter, these findings will be 

examined with the theoretical framework and research questions.  

The analysis process of this study followed the six-phase process introduced by Braun and 

Clarke (2022). First, the transcribed interview data, which contained 87 pages of data (Times 

New Roman, font size 12, spacing 1,5) was read multiple times and analytical notes were 

made. The notes aimed to identify relevant, and meaningful segments related to the research 

questions. The found significant segments were labelled to 204 codes, and preliminary 

themes were formed from these. After reviewing the developed codes and preliminary 

themes, a few codes were eliminated and combined to represent the research questions better. 

The relationships between the themes were evaluated and themes were clarified and aligned 

with the data. The themes that emerged from the analysis process were “Digital Marketing” 

with 52 codes, “Design and Functionality” with 78 codes, “Sustainability Practices” with 43 

codes, and “Trust and Reliability” with 31 codes. The formed themes, sub-themes, and 

example codes of each sub-theme are presented in Table 2.  

 

Table 2. Identified themes from Thematic Analysis.  
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4  Findings 

This chapter presents the results of the empirical study, focusing on how consumers 

experience second-hand fashion e-commerce brands and identifying the key factors that 

shape these experiences. The findings are analysed with existing research introduced in 

Chapter 2, aiming to achieve a deep understanding of the phenomena. This chapter is divided 

into four sub-chapters for each theme, which are reviewed using excerpts from the 

interviews, and findings from the previous research.  

At the beginning of the interviews, participants were asked to describe their overall 

experiences of second-hand fashion e-commerce platforms. All participants expressed 

positive emotions towards these platforms, which highlights the generally favourable 

perception of second-hand fashion e-commerce among consumers. Participants emphasised 

the convenience, wide range of products, and detailed product information, which Calvo-

Porral, Orosa-González and Viejo-Fernández (2024) also identified as the opportunities of 

these platforms compared to traditional second-hand retail. Participants mentioned several 

reasons for using these platforms, including sustainability, affordability, popularity, 

uniqueness, and easiness, which aligns with the findings from previous research made by 

Aycock, Cho and Kim (2023).  

4.1  Digital Marketing 

Digital marketing emerged as an important theme for creating brand awareness and shaping 

participants’ brand experiences of these platforms. According to Valente and Nogueira 

(2023), social media significantly increases consumer awareness in the pre-purchase stage 

of the customer journey, which aligns with the participants’ experiences. Several participants 

described that Instagram or TikTok advertisements were their first contact points with these 

platforms. Visually appealing or targeted advertisements created brand awareness, and 

curiosity, and led them to either download the application or explore the platform’s websites 

further.  

 



 25 

“If I see an ad on Instagram, it creates a feeling that the brand isn’t just a random company 

and leads me towards that brand.” – Participant 2 

“There are direct suggestions to me in social media according to some algorithm about 

products that I might like, and I am excited to explore new platforms when I can easily click 

on them.”- Participant 6 

“I downloaded the application when I saw an ad on TikTok.” – Participant 7 

 

In addition to pre-purchase engagement, Participant 7 mentioned that social media 

influences the brand experience in the post-purchase stage, as the brand’s presence on social 

media helps to maintain the brand image in the consumer’s mind. This highlights how 

continuous brand visibility across digital channels maintain consumer interest and 

strengthens loyalty and emphasises the dynamic nature of the customer journey where 

customers interact with same touchpoints at different stages of customer journey (Lemon & 

Verhoef, 2016).   

 

“When you have ordered something from a platform with really good experience, and you 

go to social media seeing constantly posts or ads from the same brand, it makes you 

subconsciously think about that [brand].” – Participant 7 

 

In addition to social media advertising, participants emphasised the value of user-generated 

content (UGC) on social media in creating awareness and building trust towards the 

platforms. User-generated content, defined as different forms of text, data, or content created 

and shared by users on digital platforms (Santos, 2022), was valued for its authenticity. 

Participants described that these real-life recommendations enhanced the perceived 

reliability of the platforms, increasing their willingness to explore them. Platforms, that were 

widely displayed and recommended on social media appeared more reliable and further 

increased participants’ interest. This finding aligns with Valente and Nogueira’s (2023) 

study, which emphasised the importance of electronic word-of-mouth in influencing 

consumer behaviour. Additionally, personal recommendations from friends were highly 

appreciated, making them more likely to explore a platform.   
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“If I see that someone has recommended a certain platform in social media, it has a positive 

effect on my experience and often leads me to this brand.” – Participant 1 

“The popularity of the platform impacts my experience, and how reliable it seems.” – 

Participant 4 

“If a friend recommends a platform, I will probably test it also.” – Participant 8 

“Recommendations on TikTok or other social media platforms impact my experience of the 

brand.” – Participant 10 

 

Participants had different emotional responses to digital marketing. As previously discussed, 

visually appealing, and widely displayed advertisements particularly on social media were 

perceived positively, building trust, and encouraging to explore the platforms. However, 

other forms of digital marketing were perceived more negatively. Overexposure, such as 

excessive newsletters, spam messages, or repetitive advertisements was seen as annoying 

and reducing interest towards the platform.  

 

“If I got many messages from a brand, where I've bought clothes from, I mean a lot of spam 

messages and newsletters, it's not nice, because in a way I would hope that if I already use 

their platform, then I would be saved from pointless marketing messages.” – Participant 1 

“I hate newsletters more than anything else, so actually, the apps and websites that do not 

send me newsletters at any point, are very good in my eyes.” – Participant 3 

“It depends on what the advertising has been like whether the brand seems attractive. I did 

not like the TV advertisements, as the sounds are annoying. Advertisements on mobile, in 

contrast, don’t have the same sound effects.” – Participant 5 

 

Lemon and Verhoef (2016) highlighted the importance of loyalty programs, such as 

newsletters, in post-purchase stage of the customer journey, which is in contrast with the 
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participants’ answers. Participant 7 explains this with the increased role of social media as a 

primary communication channel.  

 

“Newsletters are probably what used to be important, but I feel like nowadays at least I don't 

read my e-mail if there are any newsletters. In fact, I might even be annoyed by it. Maybe 

they are not so valid anymore now that social media has become the most important 

communication channel.” – Participant 7 

 

Participants’ responses to digital marketing can be viewed using the Brand Experience 

Dimensions framework by Brakus, Schmitt and Zarantonello (2009), with digital marketing 

evoking all dimensions of brand experience. Participants described digital marketing as 

evoking positive emotions, such as excitement and interest, and negative emotions, such as 

frustration and dissatisfaction, which suggest affective responses. Participant 5 mentioned 

television advertisements’ annoying sound effects, suggesting sensory responses. 

Behavioural responses emerged as participants noted that social media encourages them to 

explore new platforms. Digital marketing evoked thoughts about the reliability of the 

platform, suggesting intellectual responses. The findings of this theme are presented in Table 

3.  

4.2  Design and Functionality  

The design and functionality of platforms were seen as important factors in shaping 

participants’ brand experience. According to Mostafa and Kasamani (2021), aesthetic brand 

elements such as design, colour schemes, images, style, and visual signs influence the 

sensory dimension of the brand experience. This was supported by participants highlighting 

visually appealing platforms enhancing their interest in browsing and purchasing. 

Participants perceived aesthetic platforms as approachable and reliable, while poorly 

designed platform reduced their interest and engagement, leading to dissatisfaction.  
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“Nice platform design, where different trends are considered, has a really positive effect on 

my experience” – Participant 1 

“The front page must look clear and lead me to purchase, then I easily browse for a long 

time. If the front page is messy, my enthusiasm ends very quickly. Calm colour schemes affect 

positively my experience.” – Participant 3 

“Ugly product photos give the impression that you don’t feel like buying and affects the 

overall experience of the platform quite a lot” – Participant 6 

“The visual look is important; I always search first from the platform that is visually 

clearer.” – Participant 9 

 

In addition to aesthetics, ease of navigation and effective filters were essential to 

participants’ evaluations of the platform’s functionality. Filters for size, category, style, and 

materials were frequently mentioned shaping the user experience. Difficulties in filtering or 

finding specific products often led to negative emotions such as disappointment, which 

impacted participants’ overall brand experience and willingness to continue the purchasing 

process. These findings align with van de Sand et al. (2019) research, which highlights the 

importance of digital user experience in shaping brand experience.  

 

“If I can’t find pants made of a certain material, it has given a bad experience” – Participant 

3 

“If using the platform is effortless and all the filters works well, it makes shopping easy.” – 

Participant 6 

“The filters must work, and there must be enough filters, so you can also filter the products 

by price.” – Participant 8 

 

Personalised recommendations were another aspect that shaped participants’ brand 

experience, which Mondal and Chakrabarti (2021) also found in their research. Personalised 

product suggestions evoked positive emotions, enhanced the customer experience, and 

encouraged them to complete purchases. Several participants mentioned that they primarily 
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made their purchases through personalised recommendations rather than navigating the 

platforms’ general product categories.   

 

“Good suggestions create positive feelings and a good customer experience. Then it feels 

like the platform serves the user and listens to me. “– Participant 3 

“It's nice that if you see clothes of your own style there, and it [the platform] can recognise 

what you like.” – Participant 6 

“If I have searched for products and liked some of them, and the platform starts suggesting 

products for me, that’s really good. I’ve bought a lot of products from that section.” – 

Participant 7 

 

Diverse product selection was also essential in creating a positive brand experience as 

participants appreciated the opportunity to find unique products. However, Participant 5 

highlighted that an overly broad product selection feels overwhelming. This observation 

aligns with Lemon and Verhoef’s (2016) research, which highlighted that in retail contexts, 

excessive options can lead to information and choice overload, which may lead consumers 

to stop browsing and complete the transaction. Irrelevant or generic product selections also 

evoked negative emotions, as Participant 1 noted that seeing only fast fashion affects 

negatively the brand experience due to personal preferences and values.  

 

“If the platform has only fast fashion in the product selection, it negatively affects my 

experience.” – Participant 1 

“The product selection is perhaps the most important thing. You must be able to find diverse 

products there.” – Participant 7 

“Although, sometimes when there are too many options, it brings overwhelming 

experience.” – Participant 5 
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Digital touchpoints related to the brand’s design and functionality are primarily experienced 

during the purchase stage of the customer journey, which often lasts for a short period, but 

has a crucial impact on the overall experience (Lemon & Verhoef, 2016). Participants’ 

answers aligned with this, as they emphasised that design and functionality significantly 

influenced their brand experiences while using the platforms. Using the Brand Experience 

Dimensions framework (Brakus, Schmitt & Zarantonello, 2009), participants’ responses 

reveal that design and functionality evoked sensory, affective, and behavioural reactions. 

Visually appealing designs, high-quality images, effective filters, and relevant product 

selections created positive sensory responses, which often led to positive affective responses, 

such as emotions of excitement or satisfaction. In contrast, poor usability, unattractive 

design, and irrelevant product selection evoked negative sensory responses and led to 

negative emotions, like frustration or feelings of overwhelm. Behavioural responses evoked 

as participants highlighted that negative experiences with design and functionality 

discouraged them from returning to the platform and often led them to quit the purchasing 

process. Table 3 provides an overview of these findings.  

4.3  Sustainability Practices 

Machado et al. (2019) emphasised the increasing consumer awareness of sustainable 

consumption, a theme that aligned with participants’ responses. Sustainability awareness and 

communication influenced participants’ experiences of second-hand fashion e-commerce 

platforms and impacted their consumption behaviour and purchasing decisions. Participants 

noted the platforms’ role in promoting the circular economy to address environmental 

challenges affecting their motivations to purchase, which Aycock, Cho and Kim (2023) also 

highlighted as the most important driver for second-hand online purchases.  

 

“The platforms have increased the awareness of overconsumption.” – Participant 2 

“When you buy used clothes, it gives you the feeling that you are making responsible 

decisions.” – Participant 6 

“I think those platforms are really good for supporting recycling.” – Participant 10 
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However, some participants recognised discrepancies between the platforms’ sustainability 

communication and actual operations, particularly related to international shipping for low-

cost items. This raised questions about whether second-hand fashion e-commerce platforms 

should limit international shipping for cheap products or implement minimum prices to the 

products to mitigate environmental impact.  

 

“If you start thinking about it more, that the clothes are transported around the world and 

sold back and forth to different places, that reduces that feeling of responsibility, but as in 

general it gives a good feeling if you do buy rather used than new.” – Participant 6 

“It is a more ecological way to purchase, but when you buy products from 1 euro and they 

are delivered to you from another country, that’s not ecological. It would be easy if the 

products didn’t have to be transported anywhere and you could just pick up the clothes from 

the seller.” – Participant 9 

 

The platforms’ sustainability communication was another important factor shaping 

participants’ experiences of second-hand fashion e-commerce brands. Clear and transparent 

messaging about sustainability commitments made the platforms appear more reliable. 

Additionally, participants were more sceptical of platforms that advertised consumption or 

focused primarily on purchasing clothes from their platform rather than promoting the 

selling of excessive clothing. 

 

“If the brands don’t clearly communicate about sustainability, but about overconsumption 

and buying clothes, then it raises thoughts about the true responsibility of the brand.” – 

Participant 1 

“If the platform only advertises selling and not buying, it leads to positive thoughts 

considering sustainability, as it encourages to give up on unnecessary clothes and supports 

the fighting against fast fashion.” – Participant 3 
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Similarly, that Aycock, Cho and Kim (2023) found in their study, participants described how 

the increased awareness of sustainable consumption has influenced their purchasing 

behaviour. All participants described how they prefer to buy more second-hand online to 

support the circular economy. Additionally, Participant 3 described how sustainability 

communication also encouraged the selling of excess clothing, which reflects the broader 

trends: in 2021, over half of the Finnish consumers had sold their clothing online (YouGov, 

2021). 

 

“I have noticed that as these brands are everywhere, I buy more often from these. It is a 

good thing that they have used aggressive marketing because it has also led me to sell my 

products and support circulation. I just got the first 15€ from Vinted today.” – Participant 

3 

“I more likely go to the platform if I need something, for example, I bought my wedding 

shoes there when I first had tried them in store.” – Participant 5 

“My buying behaviour has changed as I prefer to buy more from these second-hand fashion 

platforms.” – Participant 8 

 

While sustainability awareness influenced participants’ purchasing behaviour, economic 

factors were also influential, aligning with Vinted’s research findings that nearly half of the 

users purchase for economic reasons (Vinted & Vaayu, 2022). Participants noted impulsive 

purchasing behaviour in these platforms due to the affordability and convenience of the 

purchasing process, sometimes leading to unnecessary purchases. Aycock, Cho and Kim 

(2023) similarly highlighted economic motivation as an important factor driving to purchase 

second-hand regardless of the channel, as it allows consumers to manage their money and 

get most value out of it.  

 

“It may be that you will more probably buy unnecessary things, and then sell them [old 

clothes] more easily, making the cycle faster. It’s a good thing that you can buy second-hand 

what you really need, but it increases the unnecessary purchases as well.” – Participant 5 
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“I noticed that when I first downloaded Vinted, I bought a few very cheap products that I 

have never used, only because I was so surprised how cheap the prices were.” – Participant 

9 

“I might buy more overall because the products are so much cheaper compared to new 

products. You can get 5 products from these platforms at the same price as one jacket in a 

normal store”. – Participant 10 

 

Participants’ responses revealed that touchpoints related to sustainability practices are 

experienced in each stage of the customer journey, appearing as thoughts, awareness, and 

behaviour related to this theme. Sustainability practices evoked affective responses as 

participants described positive emotions with buying second-hand and making responsible 

choices, intellectual responses as participants thought about discrepancies between the 

platforms’ communication and operations, and behavioural responses as participants noted 

changes in their consumption and purchasing decisions. These findings are summarised in 

Table 3.   

 

4.4  Trust and Reliability 

Trust and reliability were recurring themes impacting participants’ brand experiences of 

second-hand fashion platforms. Multiple previous studies have also highlighted the 

importance of trust in second-hand e-commerce, for example, Faria et al. (2022) found that 

brand trust and perceived risk are crucial factors to consider when managing consumers’ 

brand experiences. Second-hand e-commerce is often associated with uncertainty towards 

the seller and the product (Calvo-Porral, Orosa-González & Viejo-Fernández, 2024), but the 

platforms have addressed this risk by acting as a safe third party to secure purchasing and 

selling (Faria et al., 2022).  

Participants noted the platforms’ role as a third party between the seller and the buyer, 

describing that their trust was based more on the platforms’ actions rather than individual 

sellers. Participants emphasised the importance of effective customer support shaping their 

trust towards the platform. Efficient handling of issues, such as delivery problems, issues 
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with the seller, or inaccurate information about the product led to positive emotions and 

therefore affected positively to the brand experience. Participants highlighted that customer 

support is particularly important in the post-purchase stage of the customer journey, where 

most issues tend to arise.   

 

“If have been in touch with customer support, and I have got a clear answer quickly without 

any problems, that makes my experience positive. That has made me feel like the customer 

care really exists and are there to help, and it [the platform] is not only individuals who sell 

to and buy from each other.” – Participant 2 

“If affects how easy it is to communicate with the customer support if something goes 

wrong.” – Participant 4 

“Post-purchase interaction is what makes you return to that platform. If there has been a 

problem with the seller or the buyer, it’s important to have good customer support. This 

also increases the reliability of the platform.” -Participant 7 

 

Transparency in all interactions with the brands, such as clear product descriptions, tracking 

systems, and return policies was another important factor in building trust. Participants 

appreciated platforms that provided detailed and accurate information, and unclear or 

misleading descriptions created scepticism. Authenticity of products has been seen as a 

challenge of second-hand e-commerce (Aycock, Cho & Kim, 2023), which was supported 

by participants’ responses: they valued platforms that guaranteed product quality and 

authenticity, particularly for luxury items.  

 

“The communication after purchase, for example, messages to remember to take the 

package to post, or order tracking notifications created reliability towards the platform.” – 

Participant 5 

“The reliability of the platforms is directly proportional to what kind of products can you 

get there, and are they in good condition, and if they are not in good condition, then it has 

to be announced.” – Participant 8 
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“After I’ve bought a product, if you get up-to-date information where the order is going, it 

increases the trust towards the platform.”  – Participant 10 

 

Based on the participants’ responses, trust towards the platform is crucial in the purchase 

stage and the post-purchase stage of the customer journey. In the purchase stage, factors 

such as authenticated products, clear product descriptions, and return policies built trust, and 

in the post-purchase stage, effective customer support, consistent communication, and up-

to-date information about the purchase further made the platform perceived as reliable. 

Participants described trust evoking affective and intellectual responses: initially 

experienced as a positive feeling towards the platform and later transformed into an 

expectation of reliable service. Table 3 illustrates these findings.  

 

Table 3. Summary of the research findings. 
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5  Discussion 

This chapter integrates the findings of this study with the theoretical framework, providing 

a detailed analysis of the research outcomes. First, the chapter discusses the findings of this 

study by answering each research question comprehensively. The first sub-chapter outlines 

the practical and theoretical implications of the findings, and the second sub-chapter 

discusses the limitations of this study and suggests ideas for future research. 

The objective of this study was to understand consumer brand experience in second-hand 

fashion e-commerce in Finland. The results of the study are presented in the following order: 

first, the two sub-research questions are answered utilising insights from the theoretical 

framework and empirical findings, followed by addressing the main research question with 

the support of the previous answers on the sub-research questions. The first sub-research 

question is: 

  

How do digital touchpoints in the customer journey shape the consumer brand experience 

of second-hand fashion e-commerce platforms? 

 

Digital touchpoints shaped consumer brand experiences both positively and negatively at 

each stage of the customer journey. Semi-structured interviews and the empirical analysis 

revealed several recurring touchpoints that significantly impacted the brand experience: 

social media, platform design and functionality, and customer support were highlighted by 

nearly all participants. These results align with Beig and Khan’s (2018) findings that social 

media significantly influences all dimensions of brand experience and Mondal and 

Chakrabarti’s (2021) findings that app design and ease of product search shape the overall 

brand experience significantly. Additionally, similar touchpoints affected the brand 

experience at different stages of the customer journey, highlighting the dynamic nature of 

the customer journey (Lemon & Verhoef, 2016), and the role of digital transformation in 

creating diverse opportunities for consumer engagement (van de Sand et al., 2019). From 

creating brand awareness to ensuring satisfaction and loyalty, the effectiveness of these 
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digital touchpoints determined whether the overall brand experience was positive or 

negative.  

In the pre-purchase stage of the customer journey, social touchpoints (Straker, Wrigley & 

Rosemann, 2015), such as social media advertisements and sustainability communication 

played a significant role in creating brand awareness and interest towards the platform. 

Multiple participants described that advertisements on social media platforms like Instagram 

and TikTok inspired them to explore second-hand fashion e-commerce platforms. Effective 

sustainability communication further enhanced brand perceptions by aligning with 

participants’ values of recycling and sustainable consumption. However, discrepancies in 

sustainability communication led to skepticism regarding the platforms’ true commitment to 

responsibility.  

Straker, Wrigley and Rosemann (2015) emphasised how social touchpoints encourage 

consumers to create content, which was supported by multiple participants mentioning the 

strong social media presence of these platforms. The platforms’ popularity on social media 

created interest, built trust, and increased the likelihood of trying the platform. User-

generated content (UGC) and recommendations from friends enhanced the brand’s 

reliability and authenticity. Conversely, negative word-of-mouth such as unfavourable 

recommendations or negative experiences shared on social media impacted the brand 

experience negatively. These findings align with Valente and Nogueira’s (2023) research, 

which highlighted the importance of social media, digital advertising, and electronic word-

of-mouth in driving consumer awareness at the beginning of the online shopping journey.   

In the purchase stage of the customer journey, functional touchpoints (Straker, Wrigley & 

Rosemann, 2015) in the platforms, such as effective filtering systems, clear navigation, and 

personalised recommendations improved user experience and satisfaction. Participants 

valued filters regarding the size, colour, material, style, and limitation of the area. According 

to Straker, Wrigley and Rosemann (2015), the primary goal of functional touchpoints is to 

encourage consumers to action, which was supported: participants described how visually 

appealing platforms increased their willingness to browse and complete the purchasing 

process. The product selection was another important touchpoint encouraging to browse the 

platform, with participants appreciating diverse selections and personalised 

recommendations. However, overly broad product selection and irrelevant recommendations 

caused frustration and impacted the brand experience negatively. These touchpoints are 
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closely tied to the digital user experience, which van de Sand et al. (2019) highlighted as an 

important factor shaping the brand experience. Furthermore, Faria et al. (2022) emphasised 

how trust towards the platform creates positive brand experiences. Participants described 

that their trust was evoked by high-quality selection, transparent information, detailed 

product descriptions, and verification of items, particularly for luxury products.  

In the post-purchase stage of the customer journey, corporate and social touchpoints 

(Straker, Wrigley & Rosemann, 2015), such as transparent information, efficient customer 

support, and social media engagement created positive brand experiences which often 

encouraged participants to return to the platform. Trust emerged as a key element shaping 

the brand experience, achieved through reliable customer support, clear communication, and 

up-to-date notifications about the purchasing process. Participants emphasised the 

reassurance of knowing that immediate help would be available if needed. Moreover, a 

strong social media presence after the purchase kept the brands in participants’ minds and 

increased customer loyalty. Sustainability communication encouraged participants to reflect 

on their consumption and the platforms’ role in supporting the circular economy. 

Additionally, few functional touchpoints (Straker, Wrigley & Rosemann, 2015) related to 

aggressive marketing activities, such as repetitive advertisements and excessive newsletters 

impacted the brand experience negatively, with participants emphasising social media’s 

more significant role in marketing.   

 

The second sub-research question is as follows: 

What consumer responses do digital touchpoints with second-hand fashion e-commerce 

platforms create? 

 

Digital touchpoints in second-hand fashion e-commerce platforms created various consumer 

responses, which reflect how comprehensively brand experience is shaped. Similar 

touchpoints often led to different consumer responses, aligning with the findings of Brakus, 

Schmitt and Zarantonello (2009), which highlight that no strict correlation exists between 

the dimensions of brand experience. For instance, product images on these platforms first 

created sensory responses, which evolved into affective responses, that were either positive 

or negative depending on how the images were perceived. Similarly, sustainability 
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communication first created intellectual responses that sometimes led to behavioural 

responses. 

Brakus, Schmitt and Zarantonello (2009) described that sensory responses occur when a 

brand strongly engages the senses positively or negatively. In an online environment, 

sensory responses are typically limited to sight and sound. In this study, positive sensory 

responses were driven by visual and aesthetic digital touchpoints, such as high-quality 

product images, attractive platform designs, and engaging social media advertisements. 

Participants described aesthetically pleasing visual elements as “trendy”, “calm colours”, 

“clear”, and “similar photos”. A few participants highlighted the importance of the front 

page on the application or websites, noting that it immediately influenced their perception 

of the brand and determined whether they wanted to proceed with the purchasing process.  

Conversely, low-quality product images, unattractive design, and visual elements affect the 

overall look of the platform significantly, leading to generally negative sensory responses. 

Interestingly, all participants did not agree with the low-quality product images negatively 

affecting the platform’s overall brand experience, but only the perception and willingness to 

buy from the individual seller. Participants who had used multiple platforms noted that low-

quality visual elements across the platform significantly affected the overall brand 

experience negatively. Additionally, advertisements outside social media, such as television 

advertisements with annoying sound effects, created generally negative sensory responses. 

According to Brakus, Schmitt and Zarantonello (2009), affective responses arise when the 

brand evokes strong emotional reactions or is perceived overall as emotionally engaging. 

Participants experienced positive and negative emotional reactions during their interactions 

with second-hand fashion e-commerce platforms. As described previously, aesthetic 

touchpoints, such as design, product images, and advertisements, evoked positive sensory 

responses, which further led to positive emotions such as excitement, satisfaction, and 

enthusiasm. Other factors, such as unique product finds, good value for money, responsive 

customer support, functional and accurate filters, effortless selling process, and clear 

information also created positive emotions and encouraged participants to return to the 

platforms. Additionally, a few participants highlighted how the shift to online platforms 

made second-hand shopping more convenient, removing the need to visit physical thrift 

stores, which evoked positive emotional responses.  
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While participants generally described the overall brand experience with positive emotions, 

negative experiences also occurred. Overly broad product selection, unresponsive customer 

support, extended delivery times, irrelevant notifications, aggressive marketing, and 

negative recommendations on social media or through friends led to emotions such as 

frustration, and unwillingness to use or revisit the platform. Some participants were 

motivated to browse the platforms longer, while others expressed frustration when the front 

page failed to provide relevant, personalised recommendations, which highlights the 

subjective nature of brand experience (Brakus, Schmitt & Zarantonello, 2009). Additionally, 

participants’ opinions varied regarding the impact of poor product images. While some 

emphasised low-quality pictures affecting to the whole brand experience, others described 

that individual sellers are responsible for the product images, not the brand.  

Intellectual responses occur when the brand encourages consumers to think, spark curiosity, 

or engage a deep reflection (Brakus, Schmitt & Zarantonello, 2009). Interactions with the 

second-hand fashion e-commerce platforms created thoughts related to sustainable fashion 

consumption, the circular economy, trust towards the platform, and willingness to 

repurchase and stay loyal to the brands. These thoughts arise from social media, 

advertisements, platform functionality, product conditions, and authentication processes. 

Many participants saw that these platforms’ role is to communicate rather selling than buying 

to support the circular economy. Additionally, participants emphasised how the 

popularisation of second-hand e-commerce had increased the awareness of overconsumption 

and sustainable fashion consumption.  

A few participants noted discrepancies between the platforms’ communication and their 

operations. Concerns related to low-cost items’ international transportation arise, with some 

participants mentioning they would rather purchase directly from the seller in person to avoid 

the need for international shipping. Participants also highlighted the need for a filter to limit 

the shopping area, allowing them to avoid international shipping for low-cost items. 

Negative thoughts were further driven by unclear information, negative recommendations 

on social media, and if the commitment to sustainability was not communicated effectively.  

Brakus, Schmitt and Zarantonello (2009) defined behavioural responses as the specific 

actions a brand engages in. Increased awareness of sustainability led almost all participants 

to prefer second-hand shopping, with many browsing second-hand fashion e-commerce 

platforms first when they needed something. This aligns with Calvo-Porral, Orosa-González 
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and Viejo-Fernández’s (2024) findings that environmental awareness is the most important 

driver for second-hand purchases. Participants also appreciated the convenience of online 

platforms, highlighting how they removed the need to visit physical thrift stores, which they 

found more time-consuming and challenging for finding suitable clothing.  

However, some participants noted that these platforms had increased their overall fashion 

consumption, and the likelihood of unnecessary purchases, as the products are more 

affordable compared to new fashion. Participants explained that the consumption cycle for 

clothing had become shorter, with products being purchased and resold more frequently. 

Unnecessary purchases primarily involved low-cost items, as the decision-making process 

was less considered due to the lower price. This aligns with Vinted’s study, which found that 

25 percent of users purchase products impulsively (Vinted & Vaayu, 2022). Additionally, 

some participants mentioned that these platforms had influenced their style due to the access 

to unique items and inspiration from the platforms.  

From previous answers to the sub-research questions, the following main research question 

is answered: 

 

How do consumers experience second-hand fashion e-commerce brands through digital 

channels?  

 

Consumers experience second-hand fashion e-commerce brands sensorially, emotionally, 

intellectually, and behaviourally, aligning with the Brand Experience Dimensions 

framework by Brakus, Schmitt and Zarantonello (2009). These dimensions are shaped by 

digital touchpoints during each stage of the customer journey, highlighting the dynamic 

nature of the customer journey and brand experience. Digital touchpoints influenced 

participants’ brand awareness, trust towards the platforms, willingness to try the platforms 

and repurchase, and overall perception of these platforms. According to Brakus, Schmitt and 

Zarantonello (2009), brand experience directly affects satisfaction and loyalty, which was 

supported, as participants highlighted how positive brand experiences evoked satisfaction 

and often led them to repurchase from the specific platform. Others described how one 

negative experience led to disloyalty, while others mentioned that to become disloyal, there 

must be several things causing negative experiences. This highlights the subjective nature of 
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brand experience, which is shaped by previous experiences (Brakus, Schmitt & 

Zarantonello, 2009) and personal preferences (Zarantonello & Schmitt, 2010). 

As brand experience is subjective and creates individual consumer responses (Brakus, 

Schmitt & Zarantonello, 2009), differences in experiencing certain brand-related stimuli are 

inevitable. Participants also used different platforms, which affected the different brand 

experiences. The different sensitivity to certain touchpoints can be explained by 

Zarantonello and Schmitt’s (2010) findings that different consumers prefer different kinds 

of brand experiences. Among the participants, the five distinct consumer groups could be 

identified: some emphasised sensory and emotional aspects, while others preferred cognitive 

processes and thoughts. Additionally, some participants described that brand experience 

affect them significantly, while others expressed more neutral attitudes towards these 

platforms, suggesting that brand experience is not a significant factor for them.    

Participants’ diverse demographic backgrounds offered an interesting perspective for 

comparing their brand experiences. Younger participants emphasised personalised content 

and were more likely to engage with platforms via social media, whereas older participants 

emphasised more reliability, authentication, and high-quality product descriptions. Female 

participants purchased more frequently than males, however, it is important to note that only 

three male participants were included in the study. Purchasing frequency did not appear to 

have an impact on overall brand experience, aligning with Brakus, Schmitt and 

Zarantonello’s (2009) findings that brand experience is based on internal perception rather 

than real-time interactions with brands. Since this study did not focus on specific second-

hand fashion e-commerce platforms, platform-specific differences in brand experience were 

not observed. The length of time participants had been using a platform influenced their 

expectations, as long-term users with over three years of experience were more likely to have 

developed trust in the platforms they used regularly.  

Consumers experience second-hand fashion e-commerce platforms in Finland generally 

positively, as the interviews revealed more positive responses than negative ones. Positive 

brand experiences were associated with emotions of excitement, satisfaction with purchasing 

and products, and trust towards the platform. Positive brand experiences were driven by 

previous positive experiences, advertisements, and recommendations on social media, 

sensorially appealing design, functionality, and effective sustainability communication, 

which encouraged consumers to repurchase and recommend the platforms to others. This 
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aligns with previous research by Mondal and Chakrabarti (2021), which highlighted that a 

positive brand experience significantly enhances brand loyalty.   

While all participants had generally positive brand experiences of second-hand fashion e-

commerce platforms, negative brand experiences occurred, although these did not affect the 

overall experience of second-hand fashion e-commerce platforms negatively. Negative 

experiences were described as negative previous experiences or recommendations from 

others, and challenges with the seller, platform, or customer support, leading to feelings of 

frustration and dissatisfaction. Negative experiences arise from poor functionality, repetitive 

or wrongly targeted marketing, unmet expectations, inadequate information, and slow 

customer support, making customers stop using the platforms and not recommending them 

to others. To improve the brand experience, participants suggested several enhancements 

including more unified content, improved filter functionality, more clarified and detailed 

information, better returning options, authentication of products and sellers, and clearer 

sustainability communication. 

5.1  Limitations 

This study aimed to provide a detailed understanding of consumers’ brand experiences, 

acknowledging the influence of the researcher’s interpretations and concepts throughout the 

research process, starting from data collection. To ensure transparency, it is essential to 

document the steps the study has taken to describe the participants’ experiences as they 

emerged (Hirsjärvi & Hurme, 2022). Therefore, this study utilised open-ended questions 

allowing participants to share their experiences freely and documented each step of the 

research process from data collection to analysis. Interview data was reviewed multiple 

times, and the themes were formed inductively from the interviews rather than following 

pre-existing assumptions. Additionally, the emerging themes were compared to the 

theoretical framework to ensure consistency and relevance.  

While this study provided valuable insights into Finnish consumers’ brand experiences in 

second-hand fashion e-commerce, several limitations should be acknowledged, which affect 

the generalisability and scope of the findings. First, the study focuses exclusively on Finnish 

consumers, which limits the findings geographically, acknowledging that cultural, societal, 

and economic factors may influence how consumers experience second-hand fashion e-
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commerce platforms. Secondly, the small sample size of 10 participants limits the 

generalisability of the findings. Thirdly, the study focused on individuals who regularly use 

second-hand fashion e-commerce platforms, excluding the perspectives of non-users who 

may have different experiences. Furthermore, the study did not consider offline interactions, 

such as delivery or packaging, which may also shape the overall brand experience. By 

narrowing the focus to digital interactions, the study captures only one dimension of the 

overall consumer brand experience. 

Additionally, this study concentrated on platforms operating primarily in the second-hand 

fashion sector, excluding other categories of second-hand goods. Although platforms like 

Vinted, Tise, Sellpy, Zadaa, Depop, and Vestiaire Collective were mentioned during the 

interviews, no single platform was analysed in depth. This general approach might overlook 

platform-specific nuances that could enrich the understanding of brand experiences. Lastly, 

as common with qualitative research, the findings are influenced by the subjectivity of 

participants’ experiences. The collected data relies on participants’ personal experiences and 

opinions, which are shaped by their unique contexts, biases, and perceptions of reality. 

(Hirsjärvi & Hurme, 2022.) 

5.2  Implications and Future Research 

This study provides insights into understanding consumer brand experiences in the rapidly 

growing second-hand fashion e-commerce market. By identifying and optimising key 

touchpoints throughout the customer journey, second-hand fashion e-commerce brands can 

design memorable customer journeys that evoke diverse consumer responses, enhancing the 

overall brand experience. The findings in Table 3 highlight that all identified themes evoke 

affective responses, indicating the importance of creating emotional connections in 

experiential marketing strategies. The findings from the interviews suggest that second-hand 

fashion e-commerce brands can enhance consumer brand experience by improving design 

and functionality, presenting information more clearly, offering flexible return options, 

strengthening product authentication, and communicating sustainability values consistently 

and transparently.  

Enhancing consumer brand experiences can help second-hand fashion e-commerce 

platforms achieve long-term customer loyalty, as research shows that brand experience 
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directly influences satisfaction and brand loyalty (Brakus, Schmitt & Zarantonello, 2009). 

Creating memorable experiences is essential for differentiation and maintaining a 

competitive advantage in the market. Furthermore, by continuously improving consumer 

brand experience, second-hand fashion e-commerce platforms can further encourage 

individuals to sustainable consumption, support the circular economy and the global fight 

against climate change. (Machado et al., 2019.) 

As the importance of brand experiences continues to grow, this area offers multiple 

opportunities for further research to deepen and broaden the understanding of how consumer 

brand experiences are shaped. Brand experience in second-hand fashion e-commerce 

remains a largely unexplored topic, so further research could provide valuable and 

generalisable insights. Research focusing on specific platforms would enable a deeper 

analysis of platform-specific strengths and weaknesses and allow for comparisons of 

consumer perceptions. Additionally, exploring how brand experiences differ among 

different consumer groups identified by Zarantonello and Schmitt (2010), could reveal 

varying expectations and perceptions, which would enable platforms to better tailor 

strategies to meet the needs of diverse consumer segments.   

While this study was conducted with qualitative methods, future research could test the 

Brand Experience Dimensions framework’s 12-item scale with quantitative methods 

(Brakus, Schmitt & Zarantonello, 2009). Quantitative methods would enable researchers to 

identify correlations between brand experience dimensions and provide measurable insights 

into how these experiences influence consumer behaviour. Expanding the sample size and 

including participants from various demographic backgrounds could also provide interesting 

and valuable findings to understand how cultural, societal, and economic factors influence 

brand experience.   
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6  Conclusions 

This study examined consumer brand experiences in second-hand fashion e-commerce in 

Finland, focusing on how digital touchpoints through the customer journey shape these 

experiences and the responses they evoke. Given the limited existing research on consumer 

brand experiences in the second-hand fashion e-commerce context, this study offers valuable 

insights while aligning with Faria et al. (2022) findings that trust towards the second-hand 

brand significantly enhances brand experience.  

The empirical analysis revealed four key themes influencing consumers’ brand experiences: 

digital marketing, design and functionality, sustainability practices, and trust and reliability. 

These themes emerged as crucial factors in determining whether the overall brand 

experience was perceived positively or negatively. While similarities in the elements shaping 

brand experience were found, the findings support that the brand is experienced subjectively 

and individually (Brakus, Schmitt & Zarantonello, 2009). The individuality of brand 

experiences emerged as sensitivity to specific digital touchpoints, emphasis on different 

Brand Experience Dimensions, and the importance of brand experience overall. Variations 

in responses could be explained by personal preferences, past experiences, and demographic 

backgrounds, such as age, gender, purchasing frequency, and duration of platform use. These 

findings offer practical implications and interesting possibilities for future research to deepen 

the understanding of brand experience in the rapidly growing second-hand fashion e-

commerce market. 
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Appendix 1. Interview guide  

 

Background questions  

1. How often do you purchase second-hand fashion from online platforms?  

2. Which second-hand fashion e-commerce platforms do you use, and why?  

3. How long have you been using these platforms?  

4. How would you describe your overall experience of second-hand fashion e-commerce 

platforms?  

5. Demographics (birth year, gender, occupation)?  

 

Digital Touchpoints shaping Brand Experience in the Customer Journey  

1. Pre-purchase stage 

a. How do digital touchpoints before purchase (such as social media marketing, 

advertisements, brand websites) shape your experience of second-hand fashion e-

commerce brands?  

2. Purchase stage 

a. How do digital touchpoints during the purchase (such as browsing, product selection, 

aesthetics, prices, functionality) affect your experience of second-hand fashion e-

commerce brands?  

3. Post-purchase stage  

a. How do digital touchpoints after the purchase (such as order tracking, emails, customer 

support) affect your experience of second-hand fashion e-commerce brands?  

 

Consumer Responses to Digital Touchpoints  

Utilising Brakus, Schmitt and Zarantonello’s (2009) Brand Experience Dimensions: 

sensory, affective, intellectual, and behavioural responses.  
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1. Sensory responses  

a. Could you give an example of a situation, where you have had a sensorially pleasing / 

unpleasing experience with these brands? How did this influence your experience of the 

brand?  

 

2. Affective Responses  

a. Could you give an example of a situation, where digital touchpoints with these brands 

created positive emotions to you? How did these emotions affect your experience of the 

brand?  

b. Could you give an example of a situation, where digital touchpoints with these brands 

created negative emotions to you? How did these emotions affect your experience of the 

brand?  

 

3. Intellectual Responses  

a. What thoughts do these brands evoke when you interact with them? How have these 

thoughts affected your experience of the brand?  

 

4. Behavioural Responses  

a. How has digital touchpoints with these brands influenced your behaviour (e.g., 

consumption style or purchasing decisions)? How have these changes impacted your 

experience of the brand?  

 

Final questions 

 

1. Is there anything else you would like to share about your experiences?  

2. What improvements would you like to see to enhance your brand experience?  
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