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Throughout the last decade, resale has proven that it has real staying power 

despite economic uncertainties and the challenges of a fragmented market. 

This year's Resale Report reveals that as consumers are increasingly thinking 

secondhand first, the retail industry is adopting powerful new pathways for 

resale. From the integration of social commerce and innovative AI applications 

to the establishment of trade organizations and interfacing with government 

and policymakers – it’s clear why resale is seeing accelerated growth. As we look 

to the year ahead, we’re energized by the report’s insights and feel a renewed 

sense of purpose and dedication to shaping a better future for the fashion 

industry. Let this report be your guide to the exciting possibilities that lie ahead.

– James Reinhart, ThredUp CEO
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The global secondhand apparel market is expected to reach $367 billion 
by 2029, growing 2.7X faster than the overall global apparel market

GLOBAL MARKET SIZING

The global secondhand 

market grew 15%.

Secondhand accounted for 

9% of global apparel spend.


IN 2024

The global secondhand apparel 

market is expected to grow at a 

CAGR of 10%.


Between  2024 and  2029

Secondhand: All used apparel. Includes Resale + Thrift/Donation.      Resale: A sector of secondhand that includes more curated product assortments and are primarily online.
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The U.S. secondhand apparel market 

grew 14% – 5X faster than the broader 

retail clothing market. 



2024 saw the strongest annual 

growth since 2021.


In 2024

Between 2024 to 2029

BY 2029

Secondhand will grow at a CAGR of 9%.

New shoppers will account for 60% 

of incremental secondhand spend.


Younger generations (ages 18-44) 

will account for 68% of incremental 

secondhand spend.
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The U.S. secondhand apparel market is expected to reach $74 billion by 2029, 
growing 9% annually on average 1

U.S.  Market sizing

Secondhand: All used apparel. Includes Resale + Thrift/Donation.      Resale: A sector of secondhand that includes more curated product assortments and are primarily online.
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Resale is expected to grow 4X faster 

than the broader retail clothing sector.


Online resale will grow at a CAGR of 

13% to reach $40 billion.

Online resale saw accelerated 

growth for the second consecutive 

year, growing at its strongest rate 

since 2021.


Resale grew 8X faster than the 

broader retail clothing sector.

Online accounted for 88% of 

resale spend.

U.S. online resale is expected to nearly double by 2029, reaching $40 billion 
and growing 13% annually on average

U.S. Market sizing

IN 2024

BY 2029

1

Secondhand: All used apparel. Includes Resale + Thrift/Donation.      Resale: A sector of secondhand that includes more curated product assortments and are primarily online.



A record number of shoppers bought secondhand apparel in 20242

B U Y E R  T R E N D S

of consumers shopped secondhand apparel 

in 2024 – an all-time high, +6 pts from 2023. 

68% of younger generations 

shopped secondhand apparel in 

2024, +3 pts from 2023.

58%

of consumers who bought secondhand 

apparel in 2024 made a purchase online.

56%

of younger generations say when 

shopping for apparel, secondhand is the 

first place they look, +7 pts from 2022.



48%

1 To  g e t  b e t t e r  d e a l s

2 T h e  t h r i l l  o f  t h e  h u n t  

3 To  a f f o r d  h i g h e r - e n d  b r a n d s

4 I t ’s  b e t t e r  f o r  t h e  p l a n e t

5 To  f i n d  o n e - o f -a- k i n d  lo o ks

TOP 5 REASONS 
PEOPLE BUY 
SECONDHAND

On l i n e  ch a n n e l  
p r e f e r e nce s

27%

18%

11%

Managed 
marketplace

Social media

Directly 
from a brandLivestream shopping

No preference 

/ other

Peer-to-peer 
marketplace

8%

5%

31%



New government policies around tariffs and trade are 
expected to provide a healthy tailwind to secondhand

Tariff & Trade IMplications

of retail executives expect new 

government policies around tariffs and 

trade to disrupt their global supply chain.

80%

of retail executives say they are looking 

to reduce reliance on imported goods.

44%
3

of retail executives believe resale offers 

a more stable and predictable source of 

clothing in the face of potential tariff 

fluctuations.3

54%

3

of consumers say they are concerned that new 

government policies around tariffs and trade will 

make apparel more expensive.2

62%

of consumers say if new government policies around 

tariffs and trade make apparel more expensive, they 

will seek more affordable options like secondhand. 


266% of younger generations say this.

59%



Seller TRENDS

Quality and resale value drive purchasing decisions

2

of consumers resold apparel in 2024, 

+2 pts from 2023. 

39% of younger generations resold 

apparel in 2024, +6 pts from 2023.

27%

is the average amount of their old or 

unwanted apparel that consumers 

try to sell.

Younger generations try to sell 

52%, on average.

43%

say it’s hard to responsibly get rid of old 

or unwanted apparel; but 57% say the 

ability to resell apparel online has helped. 

42%

47%
of consumers say resale value is an important factor when 

it comes to purchasing new apparel. 

64% of younger generations say this.

41% of younger generations say this.

of consumers say they are less likely to buy an item of apparel 

if it does not have a good resale value, +3 pts from 2023. 

26%

of consumers say they have cut back on buying cheap, 

lower-quality apparel because they can’t resell it. 

49%

64% of younger generations say this.

of consumers say they'd focus more on quality when making 

a purchase if they knew the resale value of an item.

64%



Retailers eye resale as customer participation reaches an 
all-time high; market fragmentation presents challenges


BRANDED RESALE

of retail executives who don't offer resale don't 

know how to make resale work for their brand.

86%

of retail executives say they are not confident they 

could successfully integrate a resale program into 

their company’s existing operations.


66%

of retail executives prefer to have a third-party 

service provider manage their resale program; 

but 45% of those who don’t offer resale say there 

are too many service providers to choose from, 

and 52% say the fragmented resale market 

presents challenges.


82%

Market fragmentation deters 

late adopters
 3

of retail executives say their customers are 

already participating in resale – an all-time 

high, +4 pts from 2023.3

94%

of retail executives say customer demand for 

secondhand has either increased or stayed the 

same over the last 3 years.
3

86%

of retail executives who don’t offer resale are 

considering or planning on getting into resale 

in the future, +2 pts from 2023.

76%
3

of consumers who bought secondhand apparel 

in 2024 made a purchase directly from a brand. 

32%

47% of younger generations did.

Customer demand for secondhand 

is spurring retailer interest

2
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Retailers view resale as a new revenue stream that helps them stay 
competitive and acquire new customers

BRANDED RESALE

of consumers say brands should take back 

unwanted or used apparel. 

55% younger generations say this.

41%

of younger generations have traded in apparel 

with a brand in exchange for shopping credit to 

that brand, +4 pts from 2023.


42%

of consumers are more likely to make a first-time 

purchase with a brand if they offer shopping credit 

for trading in used apparel, +25 pts from 2023.



47%

of consumers prefer to buy a secondhand item 

from a brand before committing to purchasing 

new for the first time, +17 pts from 2023.

40%

Take back programs fuel 

customer acquisition
 2

Customer acquisition

Staying competitive

revenue

Brand Loyalty 

Satisfying investors' 
ESG demands

Satisfying customers' 
sustainability demands

Advancing sustainability 
goals

Gaining control of 
our product in the 
secondhand market

Short-Term Benefit Long-Term Benefit

74% of retail executives agree that 

thanks to resale, affordability and 

sustainability don’t have to be at odds.3

Nearly half (48%) of retail executives 

say leadership has deprioritized 

circular business models like resale 

because social, environmental, and 

governance (ESG) is not important 

enough to their customers.3

56% of younger generations say 

fashion brands and retailers are not 

doing enough to improve their 

sustainability practices.


How the majority of retail executives perceive each benefit.

2
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Best Brands in Resale Resale’s Rising Stars

About these lists:

Evaluating more than 60,000 brands in 

its marketplace, ThredUp ranked Best 

Brands for Resale using an aggregate 

score based on sell-through and volume 

of sold items in its marketplace from 

January 1, 2024-December 31, 2024 and 

ranked Resale’s Rising Stars using an 

aggregate score based on year-over-

year increases in sell-through rates and 

volume of listed items in its marketplace 

from January 1-December 31, 2024 v. 

January 1-December 31, 2023.


Branded  resale



Younger shoppers are turning to social platforms 

to buy secondhand apparel

Social commerce is redefining the 

retail and resale shopping experience


of younger generation shoppers have made a 

secondhand apparel purchase on a social commerce 

platform in the last 12 months.

39%

28% of consumers overall have.

of younger generation shoppers who purchased 

secondhand apparel in the last 12 months purchased 

to create content or share on social media.


35% of consumers overall did.

50%

of younger generation shoppers who made a secondhand 

purchase via social media or social commerce in 2024 

made a purchase on TikTok or TikTok Shop.

55% of consumers overall made one.

62%

Social Commerce

Top 5 social 
commerce platforms:

4 YOUTUBE

1 FACEBOOK MARKETPLACE

2 INSTAGRAM

3 TIKTOK SHOP 

5 PINTEREST

2



Retailers can unlock revenue by integrating social 

commerce and resale for omnichannel success 3

Retailers expect social commerce 

to drive customer acquisition

Social Commerce

1 Customer acquisition

2 Growing community

3 Convenience

4 New revenue stream

5 Increased brand value

Top 5 perceived benefits 
of integrating resale 
and social commerce:

of retail executives say their 

customers are seeking more 

seamless integration of social 

interaction and shopping.

76%

of retail executives say they currently 

allow customers to shop secondhand 

through a social commerce platform. 

Another 48% are considering integrating 

social commerce in the future.

38%

of retail executives believe social 

commerce will generate meaningful 

(> 10% of total) revenue within the 

next 3 years.

22%

of retail executives say social 

commerce platforms will be 

important for the overall success of 

their business in the next 3 years.

70%

of retail executives say social 

commerce will play a significant 

role in driving resale adoption 

within their brand.

76%

of retail executives say social 

commerce platforms will help them 

more effectively promote and market 

their resale programs to customers.

86%



AI is driving resale adoption by bridging the gap between shopping 
secondhand and new

AI’s Impact

of consumers feel overwhelmed 

by thrifting online.

30%

of consumers feel overwhelmed by 

the vast selection of items available 

when shopping secondhand.

 53% of younger generations say this.

40%

of consumers say personalization, improved 

search, and discovery make shopping 

secondhand apparel as easy as shopping new. 


48%

59% of younger generations say this.

of consumers say if they 

can find an item secondhand, 

they won’t buy it new. 


46%

55% of younger generations say this.

of consumers say if they could find current 

trends secondhand as easily as new, they’d 

buy more secondhand.

49%

60% of younger generations say this.


AI-powered shopping tools are 

reducing thrift overwhelm 2
As AI reshapes retail,  

secondhand is getting a boost

 3

of retail executives plan to launch 

AI-powered tools in the next year.


58%

of retail executives agree that AI has the 

power to make the secondhand shopping 

experience more appealing.


62%

of retail executives agree that AI bridging the 

gap between secondhand and new apparel.

44%

of retail executives have already 

made investments in AI.

78%

Of those, more than half (54%) say 

they’ve made significant investments.



As regulation drives circular fashion, retailers call for 
government support to help manage textile waste


GOVERNMENT SUPPORT

of retail executives say it’s important to explore innovative 

business models like resale that drive circularity. 3

78%
of retail executives are aware of new 

regulation that holds brands more 

accountable for managing textile waste.3

56%

of retail executives struggle with 

managing textile waste. 3

66% of retail executives are seeking new ways to extend the life cycle 

of garments through programs like resale, upcycling, and repair.

3

72%

Of those, 36% are doing this in response to new regulation 

around managing textile waste. 3

of consumers say the government should implement policies 

that protect consumers from deceptive marketing practices 

related to the environmental and social sustainability of apparel.
2

65%
of retail executives believe the federal 

government should put forth a federal waste 

policy to make it easier for brands to manage 

textile waste.3

44%



ThredUp’s annual Resale Report contains research and data from GlobalData, a third-party retail 

analytics firm. GlobalData’s assessment of the secondhand market is determined through consumer 

surveys, retailer tracking, official public data, data sharing, store observation, and secondary sources. 

These inputs are used by analysts to model and calculate market sizes, channel sizes, and market 

shares. Further, for the purpose of this report, GlobalData conducted a January-February 2025 survey of 

3,034 American adults over 18, asking specific questions about their behaviors and preferences for 

secondhand. GlobalData also surveyed the top 50 U.S. fashion retailers and brands in January-February 

2025 to gather their opinions on resale. In addition, ThredUp’s Resale Report also leverages data from 

internal ThredUp customer and brand performance data. 

All third-party brand names and logos appearing in this report are trademarks or registered 

trademarks of their respective holders. Any such appearance does not imply any affiliation with or 

endorsement of ThredUp.

March 2025

Methodology

About the Report

Disclosure

Published



A sector of the broader “secondhand” market that includes 

traditional options such as Goodwill, Salvation Army, and yard sales. 

These secondhand options are primarily, but not exclusively, offline.


DONATION & THRIFT

A sector of the broader “secondhand” market that includes more 

curated product assortments, often well merchandised and/or 

higher end. Examples include thredUP and The RealReal as well as 

upscale offline players like Buffalo Exchange. These secondhand 

options are primarily, but not exclusively, online.


RESALE

Consumption of all used apparel. Includes both the Resale sector 

and the Thrift & Donation sector.


Secondhand

Consumption of all used apparel, footwear, accessories, books, 

furniture, entertainment, and beauty.


Secondhand Products

Apparel that has been produced, sold, and distributed in such a way 

as to minimize, as much as possible, any damaging social and 

environmental impact. To be classified as sustainable, a company 

must reduce negative impacts at multiple stages of the supply chain 

and of the product’s lifecycle. Examples include Reformation, 

Allbirds, Eileen Fisher, Patagonia.


Sustainable Fashion

Combined results for Generation Z and Millennials.


Younger Generations

A retailer that sells items at lower prices than those typically charged 

by retail businesses. Off-price stores typically purchase overstocked 

goods or make special purchases. Examples include TJ Maxx, 

Marshalls, Ross, Burlington Coat Factory.


Off-Price

Sales of clothing from all other sources, including grocers and 

supermarkets, drug stores, duty-free, warehouse clubs, variety 

stores, other non-clothing specialists, and convenience stores.


Other

Specialist clothing retailers operating in the middle of the market in 

terms of price. Not value but not premium or luxury. They tend to be 

found in malls or traditional main street locations. Examples include 

Gap, Ann Taylor, J.Crew.


Mid-Priced Specialty

Glossary



Sources

GlobalData’s assessment of the secondhand market is determined through ongoing retailer tracking, 

official public data, data sharing, store observation, consumer surveys, and secondary sources. These 

inputs are used by analysts to model and calculate market sizes, channel sizes, and market shares. 

Market data analysis included in this report was done in January 2025.


The consumer data in this report is derived from a consumer survey of 3,034 U.S. adults. The survey 

asked them a number of questions about their attitudes towards apparel, secondhand products, and 

resale products. The sample was designed to be representative of age and income and was also 

geographically representative. Surveying was undertaken by GlobalData in January-February 2025.


50 U.S. fashion (apparel, accessories, footwear) retailers were surveyed in January-February 2025 

about their sustainability and circular fashion goals.

 GlobalData Market Sizing

 GlobalData Consumer Resale Survey

 GlobalData Fashion Retailer Survey



Press: media@thredup.com


Investor Relations: ir@thredup.com


Resale-as-a-Service: RaaS@thredup.com      

GET IN TOUCH
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