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Communal
Benefits

A hyper-local peer-to-peer match-making app
for pre-loved fashion.

Enabling buyers to post tailored requests and get
matched with sellers offering precisely what they
seek, fostering a direct connection between seekers
and providers, making search for desired items
effortless.

Wishful
Thrift

Get matched to a verified
seller selling exactly what

you are looking for

5 steps to your pre-loved finds Key Features

Search Tool that focuses on
filtering for need-based shopping:

Physical Needs
Emotional Needs
Functional Needs

Instantly get matched with items
based on your unique search
criteria and see the match
percentage.

B2C seeking options for specific
requests by NGOs/Charity
Organizations - fostering
community building and giving non-
profit orgs a platform to seek what
they are looking for

A step ahead of your regular search tool.



FASHION FALLOUT: 
URGENCY FOR INDUSTRY
INTERVENTIONS

Source: UN Environment Programme, The Business of Fashion, American Journal of Psychiatry

The fashion industry is the second most polluting
industry, contributing 8% of all carbon emissions and
20% of all global wastewater

600 Garment workers injured in 2022

8% American consumers affected by
compulsive buying disorders

36% Decline in garment usage over the
last 15 years
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https://www.unep.org/news-and-stories/press-release/un-alliance-sustainable-fashion-addresses-damage-fast-fashion
https://www.businessoffashion.com/articles/sustainability/fashion-garment-workers-safety-rana-plaza/


SECOND-HAND EMERGES

AS THE WAY FORWARD.

USE

Reuse
Repair

Redesign
Resell

Raw Materials

Design &
Produce

Recycle

Waste

Ultimately phase out completely
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Footprint of a new item** Footprint of a used item
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Carbon Emissions

Energy Demand

Water Use

*Assumes 30% of the lifetime is complete when re-used to calculate relative savings
**Assumes the new item is a run of the mill fast fashion garment

Ellen MacArthur Foundation - Comparative lifestyle assessment (LCA) of a new vs secondhand clothing (2019)

POWER OF
SECOND-HAND

Footprint of a new vs used item

21.1*

3.7

38.8*

4.8

78.5*

1.2

lbs of CO2

kWh of energy

kWh of energy

context concept iteration 1 iteration 2 concept development way forward

https://docs.google.com/spreadsheets/d/1DUF2isFWsqVSYhbaACYtbgcLi_YjDqpE3GLQIVgkKQg/edit#gid=69851113


SCOPE
Second hand fashion market is projected to grow by more than
double the size of fast fashion 

Source: Ellen McArthur Foundation

Resale is expected to grow

faster than the broader retail sector

Resale Traditional thrift and donation

11x
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https://www.businessoffashion.com/articles/sustainability/fashion-garment-workers-safety-rana-plaza/
https://www.positive.news/society/secondhand-fashion-industry-is-booming-and-could-overtake-fast-fashion-research/
https://archive.ellenmacarthurfoundation.org/case-studies/keeping-clothing-in-use-save-money-and-reduce-waste


ACTION-INTENTION GAP

Hygiene and quality concerns
Lack of awareness & resources
Social stigmas
Poor past experiences

Curious Thrifter Cautious Thrifter

Lack of convenience
Time consuming
Lack of categorization
Pricing inconsistencies

Pro Thrifter

Sizing inconsistencies
Returns, refunds, exchanges
Unappealing visuals online
Lack of credibility
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HOW MIGHT WE...

reduce the action intention gap
to make second-hand shopping
a part of the mainstream
fashion landscape?

 10 Interviews

30 Touchpoints

Explored through:
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ITERATION 1

individual  
buyer

individual
seller

physical
thrift stores

Wishful ThriftA digital platform that lets buyers visually post what they seek and
match with individual sellers and physical thrift stores selling
second-hand fashion items.

This design intervention aimed at reducing the physical barriers of time, digging
through the items at a thrift store by providing a way for shoppers to know in
advance what they can/ cannot find at thrift stores.

Our first provotype, designed to enhance convenience, introduced “a wanted
board” in thrift stores to create an opportunity for shoppers to sketch their
requests.
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Our first step was to focus on building the type of transactions, pain points, and relationships between the key stakeholders. We
mapped out the high-level flow of steps in the process, identifying the values we wanted to cater to the users.

To understand this more fundamentally, we reached out to multiple stakeholders - ranging from thrifters, non-thrifters, thrift store
staff, software developers, fashion industry experts, etc.

PROCESS

context concept iteration 1 iteration 2 concept development way forward



FRIENDS AND
FAMILY

RESELLING
PLATFORMS

E-COMMERCE
PLATFORMS

SUSTAINABILITY
COMMUNITY

GROUPS

FACEBOOK
MARKETPLACE

SHOPPERS

SECOND
HAND FLEA
MARKETS &
EXHIBITIONS

TREND
FORECASTORS

DESIGNERS

CONSULTANTSSUSTAINABLE
FASHION

ACTIVISTS/
NGOS

SOCIAL MEDIA
INFULENCERS

INDUSTRY
EXPERTS

EDUCATIONAL
INSTITUTES

BRANDS

Thrift stores do not have
back-end inventory

management system to
support their presence on

a digital platform.

Powerpuff 3
Pro Thrifter | Staff, The New School,
NYC

Time & effort v/s sales for
digitising dynamic store
inventory is impractical. 

Updating and keeping
track of Wishful Thrift

would require additional
touchpoint and resource

in the store.

“A people-to-people
connection would work as

our community speaks
with each other”

“Would be helpful for
theft prevention in store”

“Would be helpful for
upcyclers”

INDIVIDUAL 
THRIFTERS

PHYSICAL 
THRIFT STORES

Powerpuff 1
Store Staff | Beacon’s Closet, Manhattan NYC
Powerpuff 2
Store Staff | Crossroads, Manhattan
NYC

Powerpuff 4
Pro Thrifter | Student, The New School,
NYC
Powerpuff 5
Cautious Thrifter | Student, New York
University, NYC

Powerpuff 6
Curious Thrifter | Student, The New
School, NYC

Primary stakeholders

Secondary stakeholders

Tertiary stakeholders

STAKEHOLDERS

*All names changed for anonymity

CONCEPT TESTING FEEDBACK & INSIGHTS
One-on-one semi-structured interviews
and conversations for feedback on
one-pager and concept. 

Powerpuff 7
Curious Thrifter | Cybersecurity specialist,
NYC
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How will the back-end of
stores work as they have

a lot of stuff?

How is Wishful Thrift
taking care of hygiene,

transaction and logistics?

How will WT stop the
platform from becoming
profit based exchange
platform, vulnerable to
taken advantage of?

“that's a great idea
because sometimes key
words can only really go
so far. So I do like the

idea of posting an image”

“this will definitely save
time and effort of

searching”
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PIVOTAL LEARNINGS

A digital platform is not the
most viable solution to

connect individuals and
physical thrift stores. 

People opt for quick
solutions and may not

choose thrift shopping for
urgent needs.

Visual search has significant
potential to revolutionize

need-based thrifting. 
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Individual  
buyer

Individual
seller

Wishful Thrift

ITERATION 2

A digital platform that lets buyers (individuals + organisations)
visually post what they seek and matches to across individuals &
organisations selling/renting second-hand fashion items.  

Physical
thrift stores

Charity
Organisations /
NGOs / Brands

This iteration aimed to bring in the stakeholders in the second-hand eco-
system, like small brands and thrift stores along with introducing another
feature of renting for the individual. The primary feature was to help thrift
stores and small and medium fashion brands with liquidating their dead
stock/slow-moving inventory through our platform.
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PROCESS
We found that the desire for seeking specific needs is strong. Thrift stores seek via manual posts outside their store. Individuals
seek via browsing or asking from peers. Charities seek via partnerships with organisations. 

We mapped out the journey of individuals and the thrift stores to understand what could be the entry point for wishful thrifting,
since we still wanted to hold physical thrift stores in our ecosystem. We also explored the option of renting as a service.

context concept iteration 1 iteration 2 concept development way forward



FRIENDS AND
FAMILY

RESELLING
PLATFORMS

PHYSICAL THRIFT
STORES

SUSTAINABILITY
COMMUNITY

GROUPS

FACEBOOK
MARKETPLACE

SHOPPERS

SECOND
HAND FLEA
MARKETS &
EXHIBITIONS

TREND
FORECASTORS

DESIGNERS

CONSULTANTS

SUSTAINABLE
FASHION

ACTIVISTS/
NGOS

SOCIAL MEDIA
INFULENCERS

INDUSTRY
EXPERTS

EDUCATIONAL
INSTITUTES

BRANDS

INDIVIDUAL 
THRIFTERS

Primary stakeholders

Secondary stakeholders

Tertiary stakeholders

STAKEHOLDERS CONCEPT TESTING FEEDBACK & INSIGHTS

Time & effort v/s sales for
1 garment will also be too

much to do.

Shoppers & Sellers are
same people mostly, so

they want money instantly

“It’ll be cool to see that,
there’s a nice sweater 2
blocks away from me &

get it.”

“I can list unsold inventory
of samples/minor-defect

items for sale”
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Concerned about
refunds, exchanges and
would prefer try and buy

aspect 

the specificity tool really
helps to filter it out like
pet hair. I am allergic to

pet hair!

Powerpuff 8
Store Owner | Beacon’s Closet,
Manhattan NYC

One-on-one semi-structured interviews
and conversations for feedback on
one-pager and concept. 

Powerpuff 10
Cautious Thrifter | Clinical Psychologist,
NYC

Powerpuff 9
Brand Owner | Sustainable small brand,
India

How will be the endless
scrolling be taken care

of?
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PIVOTAL LEARNINGS

Creating a hyper-local
platform with a user-friendly

interface like Tinder can
enhance user experience

and increase engagement.

Thrift stores may find
digitizing inventory

challenging as their existing
supply chain includes
responsible disposal

mechanisms.
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ITERATION 3

Wishful
Thrifting

A hyper-local peer-to-peer match-making app for pre-loved
fashion.

individual  
buyer

individual
seller

Physical
thrift stores

Charity
Organisations /
NGOs / Brands

Enabling buyers to post tailored requests and get matched with sellers offering
precisely what they seek, fostering a direct connection between seekers and
providers, making search for desired items effortless.
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individual  
buyer

individual
sellerphysical

thrift stores

Wishful Thrift

Individual  
buyer

Individual
seller

Wishful Thrift

Physical
thrift stores

Charity
Organisations /
NGOs / Brands

Wishful Thrift

individual  
buyer

individual
seller

Physical
thrift stores

Charity
Organisations /
NGOs / Brands

CONCEPT EVOLUTION
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iteration 1 iteration 2 iteration 3
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RE-SELLING
LANDSCAPE
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Dire need for a seeking feature,
people using the listing features to
create requests.

Inconvenient, unassured matching
through conversation on the listings.

Unfriendly and cluttered platform
with irrelevant notification spam.

Lack of credibility and
assurance, flooded with spam
and fake listings.

PAIN POINTS IDENTIFIED IN COMPETITORS
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WHO SEEKS AND FOR WHAT?

Individual Shoppers

Students

Looking for specific garments for their projects.

Upcyclers

Small scale designers/upcyclers who are looking for
garments to design, upcycle and resell

Brands

To redirect their dead stock/ slow inventory toward
reuse 

NGOs/ Charity Organization

Seek out the specific needs of communityfor functional garments (maternity, camping gear,
swim wear etc)
based on physical needs (body type).
based on garment owner’s lifestyle (pet owner,
smoker etc.)
based on sensory preferences. (colours, textures,
fabric types, feel).

To make specific requests:
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FUNCTIONS AND ACTIONS TREE

Seek - Match - Sell 
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NEXT STEPS

Interview non-profit
organizations, upcyclers,
designers and brands

Business Model Development

Further narrowing the target
audience and defining our
niche

Testing and finalising the features
and USPs

Conduct Workshop with primary
stakeholders about
matchmaking concept
validations  

Interview software and app
developers for a feature and
feasibility test

Test the possibility of making WT
a plug in that adds value to the
already existing solutions
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