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Executive Summary
The roles of consumers have not received 
sufficient attention in the sustainability 
transitions debate. However, particularly 
among Gen Z, we can observe an increasingly 
conscious consumer behaviour.

Gen Z consumers actively look for brands that 
use environmentally-friendly practices, are 
willing to pay a price premium for sustainable 
products and prioritize usage of goods over 
ownership.

Almost 60% of Gen Z consumers consider the 
resale value already when purchasing new items 
and more than 30% fund new lifestyle goods 
by reselling old ones. We argue that industry 
actors need to build on these trends and 
propose a fundamental change in the concept 
of ownership through increasing re-circulation of 
goods.

Based on a market-based pricing algorithm we 
analyze more than 100 million products on the 
secondary market to provide representative 
resale values for brands, item categories and 
market segments. This changes the concept of 
Total Costs of Ownership as the resale value of 
an item can be considered during the purchase 
decision.

This step-change and novel insight allows 
consumers access to price segments (e.g. 
in fashion) which probably were “off-budget” 
before - and vice versa, increases customer 
groups for fashion actors

By combining this with a sophisticated logistics 
infrastructure, Twig allows customers to easily 
value their lifestyle assets and instantly turn 
them into cash. 

This opens up scenarios where wealth is newly 
defined between the borders of monetary 
assets, fixed assets and lifestyle assets. 
Through e-commerce, the purchase of any 
good became as close as a few mouse clicks - 
through Twig, the sale of any pre-loved good is 
only one swipe away.

We combine the instant resale technology 
with dedicated impact-related features like 
spend impact analytics and carbon offsetting. 
Through this, we not only “redefine the future 
of ownership” but also enable our users to 
contribute to a more sustainable future by using 
their power as consumers and contribute to the 
circular economy.

Executive Summary
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How resale and 
impact tracking 
empower Gen Z 
to live a circular 
lifestyle
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Gen Z is conscious about their role as 
consumers - but also insecure about their 
contribution

70% of Gen Z is conscious about their 
shopping behavior (Bain & Co., 2021).
This may be because Gen Z is the first “fully” 
digitally native generation and therefore has a 
more natural awareness and understanding of 
the interconnectedness of global supply and 
consumption systems. There might also be a 
higher level of urgency around environmental 
protection  among Gen Z, not least because it is 
the younger generation who would suffer most 
from an unbridled climate crisis. 

43% of Gen Z shoppers actively look for 
brands and retailers that have environmental 
practices and 80-90% of Gen Z shoppers 
buy sustainably either usually or sometimes 
(Salfino, 2021).
Almost three quarters of Gen Z shoppers are 
generally willing to pay more for sustainable 
products - the price premium ranges between 
5-15% (Furbee, 2020). Also, recent studies 
show that the trend towards servitization, use 
instead of ownership and the “gig economy” 
can be observed among Gen Z consumers. 
All three concepts are often referred to as key 
enablers that underlie sustainability transitions 
(cf. Frenken et al., 2018; Johnson, Plepis, 2021; 
McKinsey & Co. 2018). This is one of the few 
instances where such sustainability trends are 
clearly identifiable in a distinct group of society 
(Paczka, 2020) - and not just an assumption or 
hypothesis. 

How resale and impact tracking empower Gen Z to live a circular lifestyle

57% of Gen Z consider resale value before 
buying new lifestyle items and 32% buy new 
items funded by selling old ones.
While consumers have little influence on the 
manufacturing processes in global supply 
chains, their focus must naturally be on the 
purchase decision, the value-in-use and end of 
life. Out of a long list of ecological activities that 
are enabled through new technologies, the re-
circulation of pre-loved goods (mostly fashion) 
are the main ecologically-friendly purposes 
for which Gen Z uses new technologies. This 
applies even to Gen Z consumers that are 
poorly ecologically engaged, i.e. even to the 
mainstream (Jaciow et al., 2021). However, 
the actual sustainability impact of individuals’ 
lifestyles and consumption behavior are still 
not examined comprehensively and lack 
transparency. This hampers meaningful and 
coordinated action for consumers 
(Saha et al., 2021).
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Decoding the future of ownership -
increased purchasing power through
re-circulation of goods

How resale and impact tracking empower Gen Z to live a circular lifestyle

A recent report by the Ellen Macarthur 
Foundation (EMF) assesses that circular 
business models (e.g. reuse, rental) in 
fashion could be worth USD 700 billion by 
2030, making up 23% of the global fashion 
market.
As the future mainstream shifts its focus 
towards use instead of ownership, those 
business models come to the fore that make 
revenue without making new products. 
According to EMF circular business models 
do not only constitute the major share of 
the growth of the fashion industry but can 
also provide better product margins through 
opening up opportunities for new services and 
customer retention (EMF, 2021). This would 
include a disruptive shift in the industry as it 
is in stark contrast to the past decades where 
the industry’s growth was mostly fueled by 
fast fashion. Fast fashion brands continuously 

stepped up the pace of design, production and 
replacement cycles which led to a doubling of 
new garment production in the past 20 years. 
This is considered the major driver for the 
industry’s high environmental impacts 
(World Bank, 2019). 
Also consumers can measurably benefit 
from more circular forms of consumption. 
When item re-circulation gets routinized, the 
effective price that consumers pay for new 
goods becomes the difference between the 
primary retail price and an item’s resale value. 
Essentially, this leads to a step change in 
the TCO concept for lifestyle goods and a 
subjective increase in purchasing power for 
consumers. A simple example would be that of 
a luxury handbag: a consumer buys a handbag 
for £1,200 and sells it 1 year later for £800. The 
TCOs would be £400 or 30% of the retail price.
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Based on Twig’s pricing algorithm, we can 
calculate resale values not only for market 
segments but also for fashion brands and 
item categories in real-time. The data and 
algorithm are based on MonoChain’s MC Index 
that analyzes billions of data points from the top 
50 marketplaces globally and thereby allows the 
calculation of market-based TCOs (MonoChain, 
2021). We are able to identify and rank the 
25 top brands in the global secondary/resale 
market in terms of market share and the value 
retention of their fashion items, i.e. the relation 
between the primary market price and the resale 
value. Not surprisingly, the top lists for both 
categories are dominated by luxury brands but 
also two of the biggest  mid-market brands - 
adidas and Nike - can be found among the top 
players in terms of market share (Table 1). 
Interestingly, sustainable women’s brand 
Reformation is among the top 20 actors in 
terms of value retention. This is a good example 
that shows how a distinct strategic focus on 
the resale market can yield positive outcomes 
even for less established brands (Table 2). To 
facilitate an upfront assessment of the resale 
value of items, Twig will also launch a browser 
extension for Chrome that allows for a seamless 
solicitation of resale prices for online shoppers.
From a consumer perspective, we exemplify 
the step change in TCOs in (Figure 1). As 
stated above, the resale value is of increasing 
relevance for Gen Z consumers when making 
a purchase decision. Reselling pre-loved items 

can reduce the TCOs and allows consumers 
access to brand segments that were “off-
budget” before. When considering the average 
resale value of a sweater at the moment of 
purchase, the next higher price segment 
becomes affordable. Now, consumers have 
two options to re-circulate their items and 
benefit from this step change in TCOs. They 
can either manually list their items on secondary 
marketplaces and wait 3-6 months for them to 
sell (average might deviate depending on item 
category); or they can sell items via Twig and 
instantly cash out.
We identify transaction costs as the other 
critical factor for customers to participate in 
secondary markets and re-circulation of goods 
(next to market/price transparency). Therefore, 
Twig acts as a banking provider so that users 
can instantly sell goods that they do not need 
or want anymore - without any of the friction 
of conventional digital marketplaces such 
as matchmaking, negotiation with buyers or 
money collection. Twig even includes features 
that allow users to pay for new products 
and services with their pre-loved products. 
We believe that such a facilitation of the 
participation in secondary markets is much 
needed to leverage the increasing demand 
of Gen Z to re-circulate their belongings. This 
opens up scenarios where wealth is newly 
defined as the borders between monetary 
assets, fixed assets and lifestyle assets 
converge.

How resale and impact tracking empower Gen Z to live a circular lifestyle

Luxury

Market-based TCO12: £327

Retail price: £745

Gucci

Market-based TCO: £191

Retail price: £360

Tory Burch

Premium

Market-based TCO: £151

Retail price: £245

Michael Kors

Mid-Market

Market-based TCO: £136

Retail price: £179

Zara

Fast Fashion

Figure 11 Prices are not brand/item-specific but are based on segment or category averages

8



Table 1. Top 25 fashion brands by resale revenue in 20212

2 Analysis is market-based, i.e. based on resale volume and prices per brand/category/segment/item. All prices are indicative and might 
deviate based on the item condition, item category etc. Indicated prices do not entitle to claims for minimum prices for Twig transactions.

Table 2. Top 25 fashion brands by market value retention in 
20212

How resale and impact tracking empower Gen Z to live a circular lifestyle
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How does resale impact sustainability?

How resale and impact tracking empower Gen Z to live a circular lifestyle

“Sustainability wise, especially 
in fashion, there is a massive 
problem with greenwashing 
where brands use sustainability 
in their campaigns for marketing, 
but in reality …  are not 
sustainable at all.”
Twig user

“I still don’t feel as if I can 
say I am sustainable but it is 
something that I will have to learn 
more about to really be it”
Twig user

Even if conscious about their consumption, we 
observe ambiguity among Gen Z regarding the 
sustainability impacts of their lifestyle choices. 
Irresponsible consumption and uninformed 
consumers are among the major reasons why 
entire ecosystems such as the fashion industry 
face significant sustainability challenges 
(Johnson, Plepis, 2021; Saha et al., 2021; 
Strähle, Mueller, 2017). Therefore, we also need 
to stress the potential environmental impacts 
of re-selling or re-purchasing. This provides 
consumers with increased agency and the ability 
to better manage their personal sustainability 
performance.
• In fashion, the impact savings range 
between 5-15kg CO2eq and 300-1,000l of 
water when a pre-loved item finds a new owner
• In consumer electronics, 50-200kg CO2eq 
can be saved when a pre-owned or refurbished 
item is sold
• To classify the above, 
 · the carbon footprint of a beef burger is  
  5-10kgCO2eq (water footprint is 200-400l)
 · a tree removes around 20kgCO2eq from the  
  atmosphere per year
 · a single flight, e.g. from London to  
  Amsterdam leads to 60kgCO2eq emissions 
  per person (apple Inc., 2021; Farfetch, 2020;  
  ICAO, 2021; LoveFone, 2018; Makov et al.,  
  2018;  Stylianou et al., 2019; Thorne, 2021).

A circular lifestyle however, goes beyond 
only changes in fashion and electronics 
consumption but requires a more holistic 
perspective.
One of the reasons for this is that changes 
towards more conscious consumption may 
also lead to environmental rebound effects. 
This means that the newly gained incomes of 
users could be spent on environmentally harmful 
alternatives or that the purchase of a pre-owned 
item does not substitute the purchase of a 
primary market item (Makov, Vivanvo, 2018; 
Warmington-Lundstroem, Laurenti, 2020).
We want to allow individuals a more 
comprehensive monitoring and management of 
their environmental and social impact beyond 
the singular perspective on resales. Therefore, 
Twig also includes other features and tools to 
enable  a circular lifestyle for users such as 
spend impact and carbon footprint analytics, 
item donations, carbon offsetting and tree 
planting (see Appendix 1).
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The Co-existence of Sustainability and 
Capitalism

How resale and impact tracking empower Gen Z to live a circular lifestyle

In this paper we outline an unprecedented 
approach that allows consumers to do 
something for their wallet and consume in a 
more environmentally conscious manner at the 
same time. We demonstrate that consumers’ 
purchasing power increases because the total 
costs of ownership (TCO) of items goes down. 
This allows consumers to afford products  in 
price segments that probably were “off-budget” 
before. This fundamental change in the concept 
of ownership builds the base for producers of 
lifestyle goods to target a much wider customer 
audience. They can improve their business model 
and offering so that it is more socially inclusive 
and environmentally-friendly at the same time. 
Overall, the increasing re-circulation of goods 
leads to a more efficient use phase of products 
which can help to lower the overall emissions of 
the lifestyle goods industry.

Twig’s mission as an innovator in the circular 
economy is to contribute to a new paradigm in 
which sustainability and capitalism can coexist. 
While this is still a long stretch for industrial 
systems and established economic actors 
(Circle Economy, 2021; Corvellec et al., 2021) 
we decided to turn perspectives around. We 
start by embedding circularity in the micro-level, 
i.e. enabling consumers to become purposeful 
circular economy actors. This is required to 
balance and enhance ongoing top-down 
dynamics that only led to marginal successes 
so far (see Appendix 2). We apply advanced 
digital technologies and act as a banking 
provider for our users so that the exchange 
and sharing of idle resources are “only a swipe 
away” and the borders between monetary and 
lifestyle assets converge. This does not only 
resonate with consumption trends among 
Gen Z consumers but - in combination with 
the additional circularity features in the 
Twig app - has the potential to lead to a net 
positive environmental and social impact. 
We want to significantly strengthen bottom-up 
dynamics in a shift towards Circular Economy 
and strengthen the contribution of Gen Z through 
offering features that amenable this group to live 
a circular  lifestyle.
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Appendix 1 / Twig circular lifestyle definition 
and app features

Appendix

Circular lifestyle

Know the market 
value of your 
belongings and 
optimize your 
inventory

Be up to date about 
sustainability trends 
and local initiatives

Share your wealth 
with marginalized 
and socially 
disadvantaged 
groups

Connect to 
specialists who 
recycle, refurbish 
and repair your 
goods

Monitor your 
environmental 
footprint and 
improve it 
purposefully

Reuse

Reduce

Reuse (Refurbish, 
Repair, Repurpose)

Reuse

Regenerate

• Real-time market value of belongings 
(undamaged)

• Instant cash-out and impact-positive 
re-circulation of undamaged goods

• Educational content and nudging 
of “circular” lifestyle in app, e.g. food 
composting, urban gardening, recycling 
networks

Monetary and material donations either 
as share of transaction volume or goods 
donations

• Real-time market value of belongings 
(damaged, heavily used)

• Direct resale to refurbish specialists
through app

• Recycling of unsellable goods

• In-app tree planting and reforestation

• Funding of carbon removal projects, e.g. 
regenerative agriculture (WIP)

• Funding of renewable energy and other 
carbon reduction projects

• Personal environmental footprint
calculator (WIP)

• Impact assessment of purchasing
behaviour (WIP)

CE strategy Twig App Feature

Reuse & sharing 
(social value creation)
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Appendix 2 / EXCURSUS -
Why bottom-up dynamics are needed for a 
circular economy transformation

Appendix

World leaders struggle with the shift towards 
a circular economy 
The circular economy (CE) is a hyped concept 
and increasingly referred to as an answer to man-
made environmental degradation. Particularly, 
governments and corporations consider Circular 
Economy a key principle in policy and corporate 
strategies (Corvellec et al., 2021; Lieder, 
Rashid, 2017). Typically, Circular Economy is 
conceptualized as the maximization of value 
extraction and minimization of environmental 
harm that is caused throughout resources’ life 
cycles. In practice, Circular Economy includes 
the regeneration of natural ecosystems (e.g. 
urban farming), the reduction of source material 
extraction (e.g. bio-based materials), reuse 
of products (e.g. secondary marketplaces) or 
recycling and recovery (e.g. recycled plastic; 
Geissdoerfer et al., 2017; Henry et al., 2020).
Despite the increasing uptake in policy and 
business, the global economy is making little 
progress towards “closing the loop”. Today, the 
world’s industries and resource flows are less 
than 10% circular (Circle Economy, 2021). This 
shows that the - often prominently marketed (cf. 
Kopnina, 2020) - efforts of large corporations and 
governments do not yet lead to impactful action. 
The problem for large, established organizations 
to implement Circular Economy practices are 
related to the long-term dominance of linear 
economic systems in the past 60-70 years. 
Thus, the major obstacles to a Circular Economy 
transformation include the missing definitional 
consensus around Circular Economy, a lack of 
commonly used assessment metrics, uncertain 
costs and benefits and cultural and technical 
barriers to new ways of collaboration (de Jesus, 
Mendonca, 2018; Kirchher et al., 2017). These 
systemic barriers indicate a lock-in of the current 
regimes in historically grown linear structures.

Grassroots initiatives and consumers need to 
drive the transformation bottom-up
As current actors struggle to establish 
Circular Economy through a top-down 
approach, grassroots/bottom-up activities and 
entrepreneurial efforts are needed (Henry et al., 
2021). In fact, start-ups tend to pursue more 
impactful and disruptive Circular Economy 
innovations than large corporations and also have 
some structural advantages over established 
companies when it comes to the adoption of 
circularity (Henry et al., 2020; Närvänen et al., 
2021). There is an increasing number of start-ups 
that build their business models based on Circular 
Economy principles and innovations that relate to 
waste management, product & material design or 
digital platforms. While these start-ups get more 
and more attention, raise funding and create a 
buzz (Baron, 2020; WBCSD, 2021) they will not 
be able to drive a Circular Economy transition by 
themselves due to resource restraints and barriers 
of newness (e.g. low brand perception, lack 
of supplier network, lack of capital). Additional 
bottom-up dynamics are required to drive the 
change.
We argue that consumers play a critical role 
and need to become more active to change the 
system towards circularity. What they often miss is 
a clear direction and orientation for their actions to 
achieve a meaningful contribution. Overwhelming 
information sources rather lead to lack of 
consumer interest in and awareness of circular 
offerings. In fact, it is not sufficiently explored 
whether the currently dominant consumer groups 
actually shift their focus from the ownership 
to the use of goods as it is often assumed 
(Corvellec et al., 2021; Ghisselini et al., 2016; 
Korhonen et al., 2018). However, among Gen Z 
consumers an increasing consciousness about 
their environmental impact can be observed and 
they tend to (unconsciously) embrace principles of 
Circular Economy in their lifestyles.
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