
AS THE SECOND-HAND MARKET EVOLVES, 
SO ARE CONSUMER EXPECTATIONS OF 

ACTORS TO HELP DEVELOP 
CIRCULAR OPTIONS 

4 RETAILERS ARE 
RESPONDING TO 
GROWING DEMAND 
AND EXPECTATIONS 
FROM CONSUMERS

EUROPEANS ARE PAYING 
MORE ATTENTION TO THE PRODUCTS 

THEY DON’T NEED

88%87%

Greater awareness and objectives to 
reduce environmental impact are 
driving consumers to adopt more 

responsible, circular spending behaviors. 

OF CIRCULAR CONSUMPTION
EUROPEAN OBSERVATORY

1
MORE THAN 50% OF CONSUMERS 

HAVE ALREADY PURCHASED 
SECOND-HAND PRODUCTS

MORE THAN 75% OF RESPONDENTS 
are increasingly aware of 

the impact of their consumption 
habits and their behavior 

on the environment

+

France
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40%
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36%
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38%

Across Europe, consumers note a greater effort on behalf of retailers 
to evolve and offer greater circular options as they continue to tackle 

issues like quality and guarantees and breaking the barriers of 
an essentially online market. 

SECOND-HAND 
PURCHASES ARE 
ON THE RISE  

FRANCE

SPAIN

SWEDENSPAINGERMANY

SECTORS WITH MOST 
FREQUENT SPENDING 

More than one third of consumers 
believes retailers are not doing 

enough to support the transformation, 
but are just as many to notice 

they are on the right track

SECTORS WITH 
FASTEST GROWING SECOND-HAND 
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37%

Not enough effort More than before

36%

Spain

3 DRIVERS OF 
THE SECOND-HAND 
MARKET

2 A MORE RESPONSIBLE, 
MINDFUL APPROACH 
TO CONSUMPTION

Well-being Clothing Hardware
materials

DIY 

Clothing Furniture

Technology 
(computers, phones, 

gaming…) 

Toys and 
kids things

DIY 

Hardware
materials

81%

88%

79% 79%

86%

78% 77%

CONSUMERS ARE TAKING A LOOK 
AT THE IMPACT OF THEIR DAY-TO-DAY 

SPENDING…

… AND THEY ARE MAKING AN EFFORT 
TO BUY MORE SUSTAINABLE PRODUCTS

 1/3THAN
believe they will buy more 

second-hand products in the future

89%

86%

87%

PRICE IS NOT THE ONLY DRIVING SOURCE 
FOR SECOND-HAND PURCHASES

The main drivers now also 
include environmental 
impact and access to 
greater quality goods that 
would otherwise be 
inaccessible 

Online marketplaces 
have seen exponential 
growth in the last 
12 months due to the 
COVID-19 pandemic

Price

Environmental Impact

Higher quality that would
otherwise be inaccessible 

87%    79% 85% 83%

86%    76% 82% 80%

86%    74% 87% 80%

BUYING IN-STORE HAS MORE 
TO DO WITH IMMEDIACY THAN 

WITH MISTRUST IN ONLINE SHOPPING 

Immediate access 
to the product

Lack of trust in online 
payment or delivery 

38%    38% 45% 40%

25%    17% 24% 25%

5 FINANCING 
SECOND-HAND 
PURCHASES IS ALSO 
EVOLVING

While paying the full amount 
for a product remains the 
norm, the use of alternative 
payment is on the rise – 
and as more offers become 
available, there is a shift 
in behavior. 

Full amount paid up front 

Have used at least one 
alternative payment 
method in the last 
twelve months  

Believe they will use 
an alternative payment 
method in the next 
12 months 

Believe they may buy 
second-hand products 
if alternative payment 
methods were available

76%    80% 84% 87%

57%    44% 66% 57%

36%    29% 44% 27%

47%    39% 54% 38%

78%

77%77%88%

84%

The first survey of the European Observatory of Circular 
Consumption by Oney was carried out online by Harris Interactive 

using four representative samples of each country’s national 
population aged at least 18 yeard old. Representativeness is ensured 

by the quota method and an adjustment applied to the following 
variables: gender, age, region of residence and soci-professional 

category of respondents in each country. In total, more than 4,000 
persons were interviewed in France, Germany, Sweden and Spain. 

The survey was conducted from July 22 to 28, 2021.

Across Europe, 
most of the population has made 

an online purchase via a marketplace 
or a direct retailer 

in the last 12 months 

Second-hand products 
purchased online

WHILE THERE IS NO CLEAR RETAIL 
LEADER IN THE CIRCULAR ECONOMY, 

THE SECOND-HAND MARKET 
EXISTS PRIMARILY ONLINE AND 

FOR CONSUMERS, SEEING 
THE PRODUCT IN REAL LIFE REMAINS 

ONE OF THE MAJOR QUESTIONS.

76%

83%

82%

69%

52%

64%

52%

67%

Consumers want to see 
the product before buying

75% 69% 47% 47%


