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Excessive clothing consumption significantly contributes to waste and
environmental degradation, exacerbating climate change. The Circular Economy
(CE), particularly through Circular Fashion (CF), offers a solution by promoting
the reuse and recycling of unwanted clothing. However, cumbersome and
unrewarding resale processes limit the supply of used clothes, hindering
widespread adoption. This thesis presents LoopLab, a white-label resale
platform that enables fashion brands to establish their own resale services,
increasing the supply of pre-worn garments. LoopLab simplifies the listing
process by integrating with a brand’s existing e-commerce database, allow-

ing customers to easily resell previous purchases via Digital IDs that access
original product information. By reducing resale friction for consumers and
increasing pre-worn inventory for brands, LoopLab aims to make circular
practices more accessible and encourage a mindset shift towards longer-term
garment use. Research shows that extending the usage period of clothing by
nine months can reduce waste and carbon emissions by 20-30%, indicating
LoopLab’s potential to lessen the fashion industry’s environmental impact.
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BACKGROUND

EXCESSIVE FASHION WASTE

In developed countries, people buy more clothing than needed,
leading to significant textile waste in landfills. According to a
report by the Hot or Cool Institute, a European public think tank
focussed on society and sustainability, each American buys
about 68 new garments annually, 80% seldom worn (Hot or Cool
Institute, n.d.). Around 85% of textiles, roughly 13 million tons
in 2017, are discarded. These garments end up in landfills or
burned (Beall, 2020). Despite the potential to recycle up to 95%
of materials used in clothing production, only about 1% is actually
recycled (Atstja et al., 2021). Unwanted clothing in landfills can
disrupt water flow, impacting air, soil, groundwater, and human
health. Burning clothes also contributes to carbon dioxide accu-
mulation, raising global temperatures (Jakhar et al., 2023).

CIRCULAR ECONOMY

One possible solution to fashion overconsumption is transitioning
from a “Linear Economy” to a “Circular Economy.” The traditional
linear model follows a “take-make-waste” pattern, leading to
discarded products ending up in landfills (Ellen MacArthur Foun-
dation, What is the linear economy?). In contrast, the CE keeps
materials cycling within the system, extending the lifecycle of
products through repair, reuse, refurbishing, remanufacturing,
recycling, and composting. The CE approach addresses global
issues like climate change, biodiversity decline, waste, and
pollution by separating economic growth from resource depletion
(Ellen MacArthur Foundation, Climate and the circular economy).



The origins of the CE concept trace back to 1976. Walter Stahel
envisioned an “economy in loops” in a research report to the
European Commission (Reday-Mulvey, 1977). In 1982, Stahel
introduced the term “closed loop economy” in a paper nhamed
“The Product-Life Factor,” now synonymous with circularity
(Stahel, 1982). The Ellen MacArthur Foundation popularized the
term “Circular Economy” in 2013, describing it as “restorative
and regenerative by design,” challenging the linear economy
(Ellen MacArthur Foundation, Circular economy introduction).

CIRCULAR FASHION IN ACTION: THE IMPACT OF
SECONDHAND CLOTHING

The concept of circular fashion (CF) emerged as a response to
the environmental challenges posed by the traditional linear
fashion model. Coined in 2014 by Anna Brismar, the owner of
Green Strategy, CF draws on the principles of the CE framework,
which was popularized by the Ellen MacArthur Foundation. This
approach seeks to extend the lifespan of garments and reduce
textile waste through strategies such as reuse, repair, and
recycling (D’Adamo et al., 2022). The Foundation’s research
highlights significant economic opportunities in transitioning to
circular models, estimating a potential value creation of $560
billion (Ellen MacArthur Foundation, Circular economy
introduction).

When consumers decide what to do with unwanted clothing,
several options are typically considered: storing in the closet,
swapping with friends, donating to organizations like Goodwill,

reselling on secondhand marketplaces, or simply throwing away.

Throwing away clothing is the quickest route to landfills, making
it the least sustainable option. While donating to Goodwill and
similar organizations is often considered a responsible choice,
many donated items are ultimately discarded if they are not sold
due to oversupply or lack of demand (Doughton, 2021).

In contrast, keeping garments in use by swapping or reselling
them in secondhand markets offers the greatest potential to
extend their lifecycle before they reach the landfill. However, the
scale of these practices differs significantly. Swapping clothes
typically occurs within smaller, personal networks of friends or
community groups, limiting its impact to a relatively small circle
of people. Reselling, on the other hand, can potentially connect a
much larger audience through online platforms, reaching buyers
across regions or even globally. This broader reach incentivizes
careful use and preservation as buyers seek quality items with
resale value. This makes resale a crucial practice within CF,
offering a sustainable alternative that significantly delays the
end-of-life stage for clothing.

Secondhand fashion, as a practice of CF, plays a vital role in
reducing the need for new production and extending the lifespan
of garments. Research by The Waste and Resources Action
Programme (WRAP), a European climate action NGO, indicates
that extending the usage period of clothing by just nine months
can significantly reduce waste and carbon emissions by 20—30%
(WRAP, 2016). Consumers of secondhand fashion also benefit
from more affordable prices, especially when shopping for
costly and prestigious brands (Borg et al., 2020). The affordability
of secondhand shopping allows individuals to buy high-quality,
unique pieces and craft a personal style by mixing and matching
items from past collections (Turunen & Poyry, 2019). However,
despite these benefits, the resale process still faces significant
friction that could be addressed to fully realize its potential in
promoting a more sustainable fashion industry.



THE POTENTIAL OF GEN Z

Consumers play a crucial role in driving the transition towards a
CE by purchasing secondhand fashion. While Millennials,
typically defined as individuals born between 1981 and 1996,
make up around 50% of the US population and constitute the
largest share of secondhand apparel shoppers in the U.S.
(Statista, 2022), Gen Z, born between 1997 and 2012, has the
potential to be the next leading force. Gen Z comprises 20%

of the U.S. population and is strongly driven by sustainability.
Research from Wharton and First Insight, a consumer research
firm, reveals that 75% of Gen Z consider sustainability when
making purchases, with many willing to pay a premium for
sustainable products (First Insight, 2021). Gen Z’s growing focus
on sustainability is evident in the thrift trend; a Statista survey
from the first quarter of 2023 indicates that 42% of Gen Z
respondents reported buying secondhand online (Statista, 2023)
and nearly one in three starting to sell secondhand items in 2020
(Hoffower, 2021). As digital natives, Gen Z finds online shopping
seamless and appealing. Key factors driving their embrace of
the secondhand market include affordability, a wide selection of
unique pieces, and the excitement of finding great deals
(Pandurangi, 2023). This thesis focuses on Gen Z as a critical
demographic for promoting secondhand fashion based on their
potential in the secondhand fashion market.

RESEARCH

INVESTIGATING RESALE CHALLENGES AND OPPORTUNITIES

Gen Z is widely recognized for its commitment to sustainability,
including a strong preference for buying secondhand fashion.
However, despite this demand, there is a notable gap in the
supply of secondhand clothing available to meet their needs.
This discrepancy suggests that while Gen Z is enthusiastic about
purchasing pre-worn items, they may be less inclined to resell
their own garments, leading to a shortfall in available inventory
on secondhand platforms.

The heart of the problem lies in the friction and challenges asso-
ciated with the resale process. If people aren’t listing their used
clothing, it’s crucial to understand why and what the barriers
that prevent Gen Z from participating more actively in reselling
their unwanted clothing are. This question guided my research:
How can we encourage Gen Z to resell their unwanted clothing?
Understanding the obstacles they face could reveal opportuni-
ties to make the resale process easier and more attractive, thus
increasing the supply of secondhand garments and supporting
circular fashion (CF) practices.

To explore this question, I employed two research methods:
qualitative semi-structured interviews to gather in-depth insights
from users and a competitive analysis to examine existing
solutions in the market. These methods aimed to uncover the
motivations behind reselling, the challenges involved, and poten-
tial areas for design interventions that could significantly impact
the resale market.



METHOD I: QUALITATIVE RESEARCH
UNDERSTANDING WHY GEN Z COULD RESELL—BUT DOESN’T

To gain a deeper understanding of the challenges that prevent
Gen Z from actively participating in resale, I conducted in-depth
interviews with nine participants. These individuals, who all had
experience with buying and selling on popular online resale
platforms like eBay and Depop, shared their insights into the
motivations behind their reselling behaviors and the specific
obstacles they encountered during the process.

Participant Recruitment

Participants for this study were selected based on specific
inclusion and exclusion criteria to ensure relevant insights into
the resale market. Inclusion criteria required participants to be
aged between 18 and 26, a subset of the Gen Z population, have
experience (buying, selling, or both) on online resale platforms,
and be able to communicate in English. Exclusion criteria ruled
out individuals who were unwilling to participate in future inter-
views and workshops or did not have access to the Internet.

Nine participants were recruited for this study in total. Eight
participants were identified through an email with an interview
screener sent by the school’s academic advisor, Ann Lang-
ford-Fuchs, within the University of Washington School of Art,
Art History, and Design. One participant, Matthias, was recruited
during the Master of Design program’s Thesis Poster Show.

Semi-Structured Interviews

All nine interviews were conducted remotely over Zoom through
the participants’ laptops, allowing them to use their phones to
demonstrate some of their actions within resale platforms for
observation. Each interview lasted between 45 and 60 minutes.
With participants’ consent, audio and video were recorded and
later used to analyze their experiences, behaviors, and sentiments.

METHOD I: RESEARCH FINDINGS

Following the semi-structured interviews, I adopted an inductive
analysis approach to synthesize the data collected. By coding
and categorizing the data, I distilled the most significant pain
points and motivations influencing Gen Z’s participation in the
resale market. Through this process, I uncovered three key
friction points in the resale process.

1. Initial Listing Friction: Participants expressed that the initial
steps required to list items on resale platforms, such as taking
photos and filling in product descriptions, were tedious and
time-consuming. This process often discouraged them from list-
ing items, leading to unwanted clothes remaining in their closets.

“I would say it [create a listing] is kind of a time commitment. I have
got to take a photo of each piece of clothing I have or find it in the app
if there is a search thing.”—Participant A

“It [create a listing] takes too much effort to put it [the unwanted
clothing] online, including taking the picture, labeling it [the item],
giving it [the item] the right name, and giving it [the item] the right

caption and description to attract people.”—Participant B

“I have to be specific, hang every item with a clean background to
take a picture, and potentially put them [the product information]

together. That is a lot of work.”—Participant C



2. Challenges in Completing Resale Transactions: Even after
overcoming the challenges of listing items, participants faced
difficulties completing transactions. The primary issues included
inconsistent communication with buyers, who might express
interest but fail to follow through, and the complexities and extra
steps of packaging and shipping the items.

“.. the problem was that a bunch of people would always be interested
but never follow up ... There were times when they would not respond
to me for a few days. So, the communication was very inconsistent.”

—Participant A

“.. Ido not like to mail stuff. I do not like to go to a mail office or call
someone to pick up my product. I just think that mailing stuff is compli-
cated.”—Participant D

3. Disproportionate Time-Energy-Proft Ratio: The effort
required to complete a sale often did not justify the profit,
leading to decreased motivation to engage in the resale process.
Participants felt that the low returns did not compensate for the
time and energy invested in managing the resale process.

“If it is less than $200 profit, I would not bother trying to resell clothes.
Since it is gonna take me like five days of haggling with randoms and
trying to fuck me over with scams. So, I do not mind reselling unless

it is a holy opportunity. However, again, by holy, it just does not

happen.”—Participant E

“Just thinking about the time I need to spend on reselling platforms
and the tiny profit I could get from it, I would rather leave my clothes

in my closet, "—Participant C

BRIDGING THE RESALE GAP: THE ROLE OF BRANDS

The interviews revealed significant friction in the resale process,
particularly in listing items. However, these challenges are often
too substantial for individuals to overcome independently. This
realization highlights the potential role that brands could play
in simplifying the resale experience for consumers online and
through alternative resale outlets. Brands have the power to
address these frictions on a larger scale. Some have already
attempted to offer physical services to streamline resale, yet
these initiatives still face considerable barriers. This led to an
exploration of existing brand-led resale programs, revealing
several gaps that hinder consumer engagement:

Restriction in Accepted Clothes: Many retailers have limitations
for the types of pre-owned garments they will accept. For example,
Patagonia’s Worn Wear program allows customers to mail in or
drop off unwanted gear for up to 50% resale credit. However, the
program’s restrictive policy on accepted items, excluding swim-
wear, underwear, and activewear, limits customer participation
and engagement in circular practices (Batten, 2020).

Low Rewarding System: Brands typically offer small store
credits or limited discounts in exchange for pre-worn clothing.
For example, The North Face’s “Renewed Take Back” initiative
offers customers a $10 credit for returned items that are refur-
bished or recycled. This lower reward than Patagonia’s program
may reduce customer motivation to participate in circular
practices (Russell, 2022).

Limited Access to Service: Even when a brand has a used-
clothing program, it is often limited to a subset of retail outlets.
For example, Nike’s refurbished program aims to give products
a second life but is limited to selected stores, restricting access
and reducing its impact. This limitation adds user friction and
diminishes consumer involvement in CF practices (Nike, n.d.).
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METHOD II: COMPETITOR ANALYSIS
EXISTING SOLUTIONS FOR BRANDS TO CREATE RESALE SERVICES

After identifying the significant limitations brands face in their
resale portals—such as restricted clothing types, insufficient
customer incentives, and limited accessibility—it became clear
that these challenges arise from the complexities of implement-
ing effective reverse logistics. Because of these barriers, there
is a growing opportunity for business-to-business (B2B) com-
panies to assist brands in setting up and expanding their resale
services. Due to the devoted customer base of Gen Z, who are
increasingly demanding sustainable options, the need for effec-
tive solutions is more pressing than ever. To better understand
how current solutions address these challenges, I conducted a
competitor analysis focusing on existing services and platforms
that help brands implement resale initiatives.

White-Label Resale Services

Several white-label services have emerged to bridge the gap
between brands and consumers in the resale market, providing
the necessary infrastructure for brands to implement circular
fashion initiatives. These services streamline the resale process
by integrating platforms directly into brands’ e-commerce sites,
managing inventory and customer service, and ensuring the
quality and authenticity of resold items. For instance, Recurate
partners with brands like Mara Hoffman and Michael Kors to
facilitate resale within their ecosystems, while Archive supports
high-end labels such as Sandro and Pangaia by building dedicated
resale sections on their websites. Trove offers comprehensive
lifecycle management for brands like Patagonia and Canada
Goose, focusing on sustainable, outdoor-focused products.

All three services help brands:

1. Integrate resale services within existing e-commerce platforms.

2. Manage inventory, customer service, and payment processing.
3. Ensure product authenticity and quality through refurbishment
and lifecycle management.

Recurate’s Full-Service Resale Solution for Brands

Archive’s Resale Platform for High-End Brands

Trove’s Solution for Patagonia’s Worn Wear Program

12
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Digital Product Passports with NFTs

Arianee represents a different competitor to the white-label
services previously discussed. Rather than simply integrating
with a brand’s e-commerce database, Arianee advances the
concept into the realm of a complete digital closet. The company
offers digital product passports using NFT (Non-Fungible Token)
technology, specifically tailored for luxury brands. This service
allows brands to create a secure digital record for each product,
capturing its history, authenticity, and ownership details. Arianee
enhances the digital experience for customers throughout the
product’s lifecycle, from purchase to resale, with luxury brands
like Moncler and Breitling adopting this platform to maintain
their exclusivity and offer a premium, secure service.

Arianee’s Digital Product Passport Solution for High-End Brands

The current resale services for fashion brands are led by
white-label solutions like Recurate, Archive, and Trove, which
mainly serve high-end and luxury brands. These platforms focus
on maintaining brand image, integrating with e-commerce sys-
tems, and ensuring product authenticity. However, their focus
on luxury brands reveals a gap in the market for more accessible
solutions that cater to mainstream and Gen Z-favored brands.
Arianee, a competitor offering digital product passports using
NFT technology, also targets luxury brands, but its reliance on
blockchain presents challenges, including high maintenance
costs and environmental concerns. These limitations point to the
need for more energy-efficient and broadly accessible solutions
in the fashion industry, particularly those that can bridge the gap
for brands outside the luxury sector.

14
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DESIGN OPPORTUNITY

MARKET OPPORTUNITY: THE MISSING MIDDLE

The competitive analysis reveals that most companies have
focused on reselling high-end products, as the resale of
higher-priced goods tends to be more profitable than that of
mass-market brands. However, reducing the consumption and
production of higher-volume, lower-priced garments could have
a more significant impact on sustainability. Additionally, the
space between luxury and fast fashion—the so-called “missing
middle”—is underserved. Many of Gen Z’s favorite brands, such
as The North Face, Adidas, and Columbia, fall into this category
but currently lack accessible, user-friendly resale platforms.

Potential market and brand partners

OPPORTUNITY FOR BRANDS

This gap in the market presents a significant opportunity for
brands to enhance their sustainability efforts while also main-
taining tighter control over their brand image and product quality.
By managing the resale process directly, brands can ensure that
only authentic items are resold, protecting themselves from
counterfeit goods and enhancing consumer trust. This quality
control makes the resale platform more appealing to customers,
potentially boosting resale values and customer loyalty.

Additionally, by entering the resale space, brands can capture
revenue that would otherwise go to third-party platforms like
eBay or Depop. Managing resale operations in-house allows
brands to retain a larger share of the value chain, thereby
increasing profitability and reinforcing their brand’s ecosystem.

SOLUTION OPPORTUNITY: DIGITAL INTEGRATION FOR
STREAMLINED RESALE

The solution opportunity lies in integrating digital technologies
to create a seamless and efficient resale experience that meets
the specific needs of Gen Z. By simplifying the resale process,
enhancing customer incentives, and bridging the gap between
brands and consumers, there is a significant opportunity to
transform the resale market. This solution would not only reduce
friction but also make the resale process more appealing to both
consumers and brands, particularly those that have yet to fully
engage with CF practices.

16
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DESIGNING LOOPLAB

DIGITAL ID-POWERED RESALE PLATFORM

I propose LoopLab, a white-label service specifically designed
for the “missing middle” market segment—brands that fall
between luxury and fast fashion but are favored by Gen Z con-
sumers. LoopLab aims to streamline the resale process, enhance
customer incentives, and make circular fashion more accessible
to a broader audience, particularly within this underserved market.

Seamless Resale Process: LooplLab simplifies the resale process
by assigning each garment a unique digital product ID, accessible
via a QR code or NFC patch. When customers scan the code,
they can quickly initiate the resale process, with all necessary
information pre-populated from the digital ID. This streamlined
approach reduces the time and effort required, making reselling
more accessible and less burdensome for users.

Enhanced Customer Incentives: LoopLab unlocks the hidden
value of garments by providing real-time updates on their

resale worth. By clearly showing the current value of their items,
the platform encourages customers to resell rather than discard
them. This approach transforms unwanted clothes into valuable
assets, making resale a more rewarding option.

Flexible Resale Options: LoopLab offers customers flexibility by
allowing them to trade in items at participating stores, where the
digital ID enables quick assessment for store credit or gift cards.
Alternatively, users can list items on the brand’s online market-
place, with the digital ID ensuring accurate product details for
smoother transactions. This flexibility caters to various
consumer preferences, enhancing the overall user experience.

Final LoopLab logo design and the physical Digital ID patches

THE BRAND-CREATING THE VISUAL BRAND IDENTITY

LoopLab aims to encourage Gen Z to return unneeded clothes to
fashion brands to close the loop so the clothes can be collected,
repaired/refurbished, and resold. And, recycled to be reman-
ufactured if necessary. Inspired by my project’s aim, the word
“loop” and the prefix “Re” stand out. Based on these two refer-
ences, I brainstormed the following project names. Among all
the name choices, “Looplab” stands out.

ThelLoop RelLoop
EcolLoop ReCircle
EverLoop ReThread
WelLoop ReConnect
Looplab Reppare

Potential names for consideration
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First round of
logo iteration

After deciding on the project name, I started working on the logo. The first it-
eration focused on the logotype and the graphic representation of the “loop.”

20
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Pairing Typefaces

After presenting the first round of logo iterations to the initial nine participants
from the previous semi-structured interviews through informal conversa-
tions, the main feedback suggested that a monochrome, bulky sans serif
logotype would better align with the aesthetics of Gen Z, which is the target
audience for my project.

22
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Second round of
logo iteration

Refining Form of
the Logo

After trying multiple typefaces, I found the square font arrangement more
interesting. The elongated letter O can also highlight the “loop.” So, among
the fonts I tried, three extendable fonts stood out. Stretch Sans Free has the
most natural font extension effect.

Based on this font, I redesigned the logotype and tried to do a visual split be-
tween “loop” and “lab.” After an extensive selection and fine-tuning, I want-
ed the logo to be bulky while maintaining readability and overall balance.

Final Logo

After an extensive refinement process, the logo was finalized.
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First round of
patch iteration

After the logo was finalized, I started designing the NFC patch that could be
used in the exhibition. The first iteration focused on visualizing the “NFC.”
The visual attempts mainly focused on the “NFC” tap action and vibration
characteristics.

Second round of
patch iteration

After a series of feedback sessions with the initial nine participants from the
previous semi-structured interviews, gathered through informal conversa-
tions, I determined the theme direction and then began refining the details.

26
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How LoopLab explains its key features for customers
to ask their favorite brands to partner with LoopLab

THE UX/UI-A SEAMLESS EXPERIENCE FOR LISTING AN UNWANTED GARMENT

My design intervention is mainly designed from the user’s perspective,
so I primarily focused on the user flow design, that is, the process from
accessing the Digital ID to completing the resale.

USER FLOW FROM ACCESSING THE DIGITAL ID TO COMPLETE THE RESALE

28
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USER INTERFACE FROM ACCESSING THE DIGITAL ID TO SELECTING A RESALE OPTION

0.0 Tap Digital ID 0.1 Check product value

0.2 Check product info

0.3 Select sell options

30
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USER FLOW OF RESALE OPTION 1: LIST IN MARKET PLACE

USER INTERFACE OF RESALE OPTION 1: LIST IN MARKET PLACE

1.1 Check how it works 1.2 Select condition

1.3 Upload photo

1.3 Upload photo

1.4 Set price

2.1 Receive confirmation
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USER FLOW OF RESALE OPTION 2: DROP OFF IN STORE

USER INTERFACE OF RESALE OPTION 2: DROP OFF IN STORE

1.1 Check how it works 1.2 Select store

1.3 Select time

1.4 Leave contact info

2.1 Edit drop off

2.2 Receive QR code
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USER INTERFACE OF THE SELL PORTAL AND PORFILE PAGE

Sell Now Page where users
could find an item to resell

Selling Page where users could manage
and edit their active listings

Sold Page where user could
track their sold items

Profile Page where users could
track their store credit balance

36
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INSTALLATION AT THE JACOB LAWRENCE GALLERY

The University of Washington requires candidates to display their
work in a public venture, and my installation was featured at the
Jacob Lawrence Gallery in the School of Art, Art History, and
Design between Jun 5 and Jun 21. Titled “LoopLab,” this exhibition
demonstrates the core design solution of my thesis. Key high-
lights include the clothing setup and NFC patches, which allows
visitors to interact with prototypes of the experience. The setup
lets the audience experience firsthand how the Digital ID system
functions—from scanning the Digital ID to accessing product
information and initiating the resale process.

The installation at the Jacob Lawrence Gallery

Audience could access to the product Digital ID with a simple tap of the NFC Patch
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DISCUSSION

LoopLab is a digital product ID-powered resale platform
designed to promote circular fashion practices by simplifying the
resale process for both consumers and brands. By integrating
this technology, fashion brands can offer a more engaging and
seamless experience that keeps customers connected to the
brand even after their initial purchase. This continuous interaction
fosters stronger customer loyalty, as consumers are more likely
to return to the brand for future purchases and resales. More-
over, by providing an easy and rewarding way to resell items
directly back to the brand, customers may feel a deeper connection
to the brand’s values and mission, particularly in sustainability.

This discussion will explore the potential impacts and limitations
of implementing this solution, focusing on its effects on various

stakeholders, including customers, brands, and the environment.

Each of these stakeholders plays a critical role in the adoption
and success of this platform, and understanding their perspec-
tives is critical to realizing its full potential.

IMPACTS FOR CONSUMERS

1. Increased Convenience and Engagement: The digital ID-
powered resale platform provides customers with a seamless
and user-friendly experience. They can easily access detailed
product information and initiate the resale process with a simple
scan or tap, enhancing their engagement with the resale market.

2. Better Incentives and Rewards: By displaying encouraging
information like the current value of items, the platform offers
incentive and value to motivate users to participate in resale,
offering better incentives and rewards.

3. Shifting Perceptions of Clothing Value: As customers discover
the value of their clothes through Digital ID, their perspective
towards their garments may change. They may begin to see
their clothing as to treat their clothes as assets, leading to more
thoughtful purchasing decisions and better care of their items.

40
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IMPACTS FOR BRANDS

1. Enhanced Customer Loyalty and Trust: Implementing a
digital product ID-powered resale platform like LoopLab can
foster stronger customer loyalty and trust. If brands surround
LoopLab with a well-executed in-store experience, customers
may be more willing to bring in more unwanted clothing for
rewards and use them for in-store shopping.

2. New Revenue Streams: The platform can create new revenue
streams through the second-hand market and refurbished clothing
items while yielding long-term cost savings through improved
material efficiency and waste reduction.

3. Brand Protection and Quality Control: By managing the resale
process directly, brands can maintain control over the condition
and quality of second-hand items. This helps protect the brand’s
image and reputation by ensuring that only authentic,
well-maintained products re-enter the market.

IMPACTS FOR ENVIRONMENT

1. Reduction of Waste and Pollution: By extending product
lifecycles and promoting the reuse of garments, the fashion
industry can significantly reduce its environmental footprint,
including less landfill waste and lower pollution levels.

2. Encouragement for Durable Products: This platform encourages
brands to produce longer-lasting products, as consumers may
prefer items that can be reused and resold multiple times,
reducing the overall demand for new products.

3. Support for Circular Economy Practices: The widespread
adoption of circular fashion practices can influence legislation
and foster long-term circular fashion movements, promoting
sustainability across the industry.
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POTENTIAL LIMITATIONS AND CHALLENGES FOR CUSTOMERS

1. Data Privacy Concerns: The collection and management of
detailed product information through digital IDs raises important
data privacy concerns. If the data were to be leaked, there could
be risks beyond just the exposure of purchase history. For example,
information about the resale value of items could be exploited,
potentially leading to a rise in the resale of stolen items.
Additionally, personal tastes and preferences, which some consu-
mers may prefer to keep private, could be revealed, including
sensitive details about collections or items that are closely tied
to personal identity. This is particularly concerning for teenagers,
whose developing sense of identity could be impacted by such

exposure, leading to potential social or psychological repercussions.

2. Adaptation to New Technology: While digital IDs offer
convenience, not all customers may be comfortable with or
familiar with using such technology. This could lead to resistance
or reluctance to adopt the platform, particularly among those
less tech-savvy or who prefer traditional shopping and resale
methods. Overcoming this barrier will require extensive effort

in consumer education and support.

3. Financial Risks of Treating Clothes as Assets: Viewing garments
as assets with resale value could enable consumers to make
purchases they might not be able to afford, under the assumption
that they can later recoup costs. However, this may not always
be the case, leading to financial strain. Additionally, tying up
money in clothing assets can limit financial flexibility, as these
items are not as liquid as cash and may take time to sell, poten-
tially creating financial challenges.

POTENTIAL LIMITATIONS AND CHALLENGES FOR BRANDS

1. Technological and Operational Barriers: Implementing and
maintaining the digital ID system requires significant techno-
logical infrastructure and operational changes. This poses
challenges, particularly for smaller brands with limited resources.
The initial investment in technology, staff training, and system
integration could be substantial, which might deter some brands
from adopting the platform. Additionally, incorporating items
already produced into the digital ID system presents a significant
logistical challenge, as retrofitting existing inventory with digital
IDs may not be feasible or cost-effective.

2. Limitations on Applicable Garments: Items that are severely
damaged, not well cared for, or of inherently low value have
limited significant resale value, limiting the platform’s effective-
ness. Brands would need to establish a threshold of value for
items to be included in the digital ID system, which could
exclude certain categories of clothing and reduce the overall
impact of the platform.

3. Consumer Opt-Out Risks: A significant risk for brands is tied
to consumer adoption. If customers are not given the option to
opt out of the digital ID system, they may feel their privacy is
being compromised. This could lead to a backlash, with some
consumers choosing to shop with other brands that do not use
tracking technology, potentially reducing the brand’s market
share. Ensuring that consumers have control over their participation
will be crucial to avoid alienating them.
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POTENTIAL LIMITATIONS AND CHALLENGES FOR ENVIRONMENTS

Environmental Impact of Technology: While the platform
promotes sustainability by extending product lifecycles, the
technology itself could have a significant environmental foot-
print. The operation of the digital ID system requires massive
data centers, which consume substantial amounts of energy,
potentially offsetting the environmental benefits if not managed
sustainably. Additionally, the production, use, and disposal of
digital ID devices, such as NFC chips or QR codes, could con-

tribute to environmental degradation if not handled responsibly.

Furthermore, the transportation of used goods back and forth,
along with the resources required for cleaning, repairing, and
refurbishing items, could also add to the environmental impact,
raising concerns about whether the overall sustainability gains
are sufficient.

Impacts and Limitations and Challenegs on different stakeholders

ADVANCING THE DIGITAL ID CONCEPT AND FUTURE DIRECTIONS

Clearly, there are positive impacts associated with developing
and implementing a digital ID-powered resale platform like
LoopLab. In order to descalate the challenges posed by this
transition, future research should focus on refining the concept
of a digital ID that provides each garment with a unique identifier
for tracking throughout its lifecycle, similar to the VIN for cars.
This digital ID could significantly enhance the traceability and
accountability of garments, thereby facilitating better manage-
ment and promoting circular fashion practices.

While I have proposed this idea, there is a significant opportunity
for other researchers and engineers to further explore and refine
the technology. This includes not only developing digital IDs for
newly produced garments but also addressing the challenge of
integrating pre-existing items into the system. Developing
methods to retrofit older garments with digital IDs is crucial,
given the vast amount of clothing already in circulation that
could benefit from being included in a resale platform.

Moreover, future research could explore alternative methods to
NFCs or other materials in order to descalate potential environ-
mental impacts. These alternatives could provide options for
digital interactions that decrease the overall resource consump-
tion of the platform, aligning with the broader goals of
sustainability and circularity in fashion.

In reflecting on LoopLab as a proposed solution, it’s essential to
acknowledge that beyond the technical and logistical challenges,
there is a significant mindset shift required for both consumers
and brands. The success of a digital ID-powered resale platform
hinges on changing perceptions about clothing value, promoting
long-term use, and fostering a culture of sustainability within the
fashion industry. This mindset shift is both a challenge and an
opportunity to inspire and motivate change in the industry.
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