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Today, second-hand fashion businesses compete not only on products and pricing but also on
customer experience, digital technology adoption, and the communication of sustainability values. However,
studies that examine these elements together within a management framework for second-hand fashion
businesses remain limited.

This study aimed to develop a Sustainable Creative Digital Retail Management Framework for
Second-Hand Fashion Businesses using a Design-Based Research (DBR) approach. The research incorporated
a literature review, a consumer behaviour study, framework development, and expert evaluation. The study
involved 101 consumers and three experts. Data were analysed using descriptive statistics and content
analysis.

The findings led to the development of a framework consisting of five key components: Circular
Economy and Sustainable Branding, Digital Retail Strategy, UX/UI Design and Omnichannel Experience,
Servicescape and Retail Space Design, and Customer Experience. Expert evaluation indicated that the
proposed framework was appropriate at a high level (X =447 S.D. =0.35).

The study provides a strategic approach that integrates sustainability, digital retail, and customer
experience, offering practical guidance for developing second-hand fashion businesses and shaping future

fashion retail strategies.

Keywords: Second-hand fashion businesses, Circular economy, Digital retail, Customer experience,

Sustainability
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CIRCULAR FASHION
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3. UX/UI DESIGN &

OMNICHANNEL EXPERIENCE
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6.4.5 Experience-oriented Retail Space Design
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