PHILIPPINES SECONDHAND CLOTHING
MARKET WHITEPAPER 2026

Executive Summary

The global secondhand apparel market represents one of the fastest-growing segments in the
fashion industry, projected to expand from USD 198.64 billion in 2025 to USD 485.97 billion by
2031, representing a compound annual growth rate (CAGR) of 16.08%. The Philippines,
positioned as the most receptive secondhand market in Southeast Asia, presents exceptional
opportunities for premium suppliers like Hissen Global who can deliver consistent quality and
scale.

The Philippine secondhand apparel market is experiencing accelerated growth at 8.5% CAGR
through 2031, driven by a young, digitally-native population with 110 million consumers and
rising disposable incomes. The country's e-commerce market, valued at USD 20.05 billion in
2026, is growing at 13.61% CAGR, with fashion and apparel representing the largest and fastest-
growing category. Consumer spending on clothing and footwear is projected to reach PHP
320.52 billion by 2028, up from PHP 295.04 billion in 2024.

Hissen Global's strategic position—operating a 20,000 m? facility, exporting to 110+ countries,
maintaining an 80% repurchase rate, and adhering to A-Grade quality standards—positions the
company to capture significant market share in the Philippines secondhand sector, where
authentication, quality assurance, and reliable supply remain competitive differentiators.

This whitepaper analyzes the market opportunity, consumer behavior dynamics, regulatory
environment, and strategic recommendations for suppliers targeting the Philippine secondhand
clothing market in 2026 and beyond.

1. MARKET OVERVIEW AND OPPORTUNITY LANDSCAPE

1.1 Global Secondhand Apparel Market Dynamics

The secondhand apparel sector has transitioned from a niche sustainable practice to a

mainstream, high-growth industry segment. The global market was valued at USD 78.3 billion in
2024 and reached approximately USD 198.64 billion in 2025, reflecting unprecedented consumer
acceptance of preloved clothing as a primary purchasing option rather than a secondary choice.
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Key market drivers include:



Generational Shift: Gen Z and Millennial consumers, who collectively represent the largest
portion of discretionary spending power, view secondhand shopping as aligned with their
values. Nearly 80% of Gen Z and Millennial consumers identify themselves as part of the
"recommerce movement," treating secondhand purchases as a deliberate lifestyle choice rather
than a necessity-driven decision.

Digital Platform Proliferation: The emergence of specialized online resale marketplaces has
dramatically lowered friction in peer-to-peer transactions. Online secondhand apparel sales
grew 23% in 2025 alone, substantially outpacing overall clothing retail growth. Advanced
artificial intelligence enables smart pricing, automated authentication, and personalized
product discovery, normalizing the secondhand experience.

Sustainability Imperative: Consumer awareness of fashion's environmental impact has
intensified. The fashion industry generates over 92 million tons of textile waste annually, and
72% of consumers report a measurable reduction in stigma surrounding secondhand purchases.
Gen Z prioritizes sustainability in purchasing decisions at twice the rate of Millennials, with 33%
citing sustainability as "very important” versus 14% of older generations.

Economic Resilience: Despite macroeconomic uncertainty, secondhand apparel shows counter-
cyclical strength. Affordability remains the primary motivation (35% of purchases), with 59% of
global consumers indicating they will likely shop resale in 2026, a 7-point increase from 2025.

1.2 Asia-Pacific Regional Leadership

Asia-Pacific is projected to capture 35% of the global secondhand apparel market by 2026,
contributing approximately USD 37-40 billion in regional market value. This dominance reflects
the region's position as both the world's largest apparel manufacturing hub and an emerging
mass consumer market.
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Within Asia-Pacific, specific growth drivers include:

Manufacturing Ecosystem Advantage: China, India, Bangladesh, and Vietnam account for over
60% of global textile manufacturing. This production infrastructure creates both massive textile
waste streams (creating supply) and established distribution networks (enabling efficient
resale). The region's 4.5 million+ tons of annual textile waste presents a structural opportunity
for formalized recycling and resale operations.

Rising Middle Class and Disposable Income: Southeast Asian countries are experiencing rapid
per-capita income growth. The Philippines, in particular, is approaching upper-middle-income
classification, with household purchasing power expanding faster than retail inflation.

Digital-First Consumer Base: Southeast Asia's population is exceptionally young and digitally
native. Mobile payment penetration exceeds 60% in urban centers, social commerce drives



40%+ of online transactions, and platform-based shopping is the default discovery mechanism,
not a secondary channel.

1.3 Philippines Market Position and Scale

The Philippines represents the single most receptive secondhand market in Southeast Asia, with
consumer adoption metrics substantially ahead of regional peers. Research data validates
exceptional market readiness:

e 58% of Filipino online consumers are comfortable purchasing secondhand apparel,
exceeding comparable penetration in Indonesia, Thailand, and Vietnam.

* 929% of Filipino consumers have purchased secondhand items, indicating established
cultural normalization of preloved goods.

e 75% of Filipino merchants actively choose to sell secondhand apparel, demonstrating
supply-side enthusiasm and entrepreneurial participation.

e 74% of secondhand purchasers prioritize affordability, while 72% of non-buyers cite
authentication and warranty as primary barriers to conversion—a critical insight for
premium suppliers offering A-Grade standards.

The Philippines apparel market is projected to reach USD 1.363 billion by 2027, growing at
15.01% CAGR from 2023 levels.
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Complementary market data reveals accelerating secondhand adoption within broader fashion
consumption:

e Household clothing and footwear spending: PHP 295.04 billion (2024) — PHP 320.52
billion (2028), representing steady 4% annual growth.

e Apparel sector users: Expected to reach 34.2 million by 2027, with user penetration
expanding from 22.4% (2023) to 27.5% (2027).

e E-commerce fashion market: Growing at 13.78% CAGR through 2033, with fashion
representing the largest online retail category.

2. CONSUMER BEHAVIOR AND PURCHASING DYNAMICS

2.1 Philippine Consumer Motivation Framework

Consumer research specific to the Philippine market reveals a nuanced hierarchy of purchase
motivations that differ meaningfully from Western secondhand markets, where sustainability
frequently dominates.
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In the Philippines, the primary driver hierarchy is:

Affordability & Value (35%): Cost savings remain the dominant purchase driver. Filipino
consumers explicitly seek products at 50-70% discounts relative to retail, viewing secondhand
not as a sustainable choice but as a rational economic decision. This motivation is particularly
strong among middle-income households (PHP 25,000-75,000 monthly income) who seek
brand-name products at accessible price points.

Sustainability & Environmental Consciousness (25%): While secondary to affordability,
environmental motivation has grown materially, particularly among urban, college-educated
consumers and Gen Z. This cohort explicitly connects secondhand shopping to reducing textile
waste and participating in circular economy practices. The Philippines' environmental
consciousness is reinforced by local waste management challenges and visible air/water quality
concerns in urban areas.

Uniqueness & Individualism (20%): Filipino consumers, particularly younger demographics,
value distinctive fashion expression. Secondhand channels offer rare, vintage, and discontinued
pieces unavailable in modern retail, appealing to consumers who see fashion as personal
identity assertion.

Quality & Brand Access (15%): Aspirational consumption drives purchase intent for premium
Western brands (Gucci, Prada, Coach) at prices below comparable new items. Consumers gain
access to status brands they would not otherwise afford, supporting both brand equity and ego-
driven consumption.

Social Influence (5%): Social media, influencer recommendations, and peer validation drive a
smaller but meaningful share of purchases, particularly among Gen Z. Instagram-based thrift
stores and TikTok secondhand fashion content have become discovery mechanisms.

2.2 Generational Cohorts and Digital-First Behaviors

Gen Z (Ages 10-27): Represent 27% of the Philippines population (31 million consumers) and
account for approximately 35% of secondhand purchases. This cohort prioritizes sustainability,
actively engages with social commerce (Instagram, TikTok, Shopee livestreams), and expects
digital-first experiences. They exhibit the highest brand consciousness and willingness to spend
premium prices for A-Grade quality items over lower-quality, cheap alternatives. This
demographic will drive 50%+ of secondhand market growth through 2030.

Millennials (Ages 28-42): Represent 19% of population (22 million consumers) and account for
40% of secondhand purchases. Motivated primarily by value and practical functionality, this
cohort has established shopping habits and brand loyalty. They represent the most stable
customer base for wholesale suppliers and exhibit the highest repurchase rates.

Gen X and Older (Ages 43+): Represent 12% of secondhand purchasers, concentrated in higher-
income segments. This demographic values quality assurance and established retailers,



exhibiting lower price sensitivity and higher demand for authentication.

2.3 Digital Commerce Channel Preferences
The Philippine retail landscape is undergoing rapid omnichannel transformation:

Social Commerce Dominance: Facebook and Instagram remain the primary secondhand
discovery channels, with peer-to-peer sales occurring through Facebook Marketplace and
Instagram-based boutiques. Estimated 45% of secondhand apparel transactions originate from
social platforms, with livestream selling ("live selling") driving particularly high conversion rates.

Marketplace Platforms: Shopee and Lazada collectively account for approximately 35% of
online apparel transactions. These mega-platforms provide customer acquisition scale but are
characterized by intense price competition and margin compression. Niche secondhand
platforms (Carousell, ThriftApparel PH) command premium positioning but smaller transaction
volumes.

Emerging Hybrid Models: Omnichannel retailers combining physical thrift stores with digital
channels are emerging as category winners. Click-and-collect, home delivery, and social-first
discovery with in-store fulfillment optimize for the Philippines' geographic fragmentation and
logistics challenges.

Mobile-First Expectation: 73% of online retail transactions in the Philippines occur via mobile
devices. Secondhand platforms without mobile optimization face fundamental user friction. Live
payment options (GCash, PayMaya) and cash-on-delivery (COD) remain critical for conversion,
though digital payment adoption has accelerated to 57.4% of transaction volume.

3. COMPETITIVE LANDSCAPE AND MARKET SEGMENTATION

3.1 Distribution Channel Dynamics

The secondhand apparel market operates through distinct distribution segments, each with
different economics and growth trajectories:

Wholesalers/Distributors (Primary Growth Engine): Represent the fastest-growing
distribution channel, capturing wholesale buyers who aggregate supply for end-retail. This
segment experienced accelerated growth in 2025-2026 as independent retailers and SMEs
increasingly outsource sourcing and quality control to specialized suppliers.
Wholesalers/distributors command 40%-+ growth premiums relative to other channels and offer
the highest margins (35-50% gross margin) for premium-grade suppliers.

Online Retailers: Account for 30-35% of volume but create fragmented buyer bases. Direct-to-
consumer resale platforms (ThredUp, Vinted, Vestiaire Collective) compete on brand and



customer experience but require consistent inventory replenishment, creating steady B2B
demand for reliable suppliers.

Traditional Thrift Stores/Ukay-Ukay Shops: Remain culturally significant in the Philippines,
with estimated 8,000-10,000 independent establishments. These stores require high-volume,
lower-cost assortments and historically have limited quality control standards. They represent a
lower-margin but high-volume segment experiencing modest decline as consumers migrate to
online channels.

Department Stores and Multi-Brand Retailers: SM Retail, Robinsons, and other anchors are
increasingly incorporating secondhand sections or launching dedicated resale partnerships
(e.g., H&M's take-back programs). These represent high-visibility, premium-positioning channels
with stringent quality requirements.

3.2 Product Category Mix and Consumer Preferences

Secondhand apparel demand is highly segmented by product category, with clear hierarchies in
velocity and margin potential:
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Dresses & Tops (33% of market): Highest volume, strongest consumer preference. Represents
the largest category across all demographics and price tiers. Fast-moving inventory, particularly
for branded items and contemporary styles.

Shirts & T-Shirts (25%): Second-largest category. Exceptional volume velocity, lower average
price points, broad appeal across demographics. Represents 40%+ of units sold by many
retailers.

Jeans & Pants (18%): High-demand category with strong brand preference (Levi's, Gap, etc.).
Appeals to working-age consumers and requires size selectivity.

Sweaters (12%): Seasonal demand with tropical climate headwind in Philippines. Primarily
imports from temperate regions serve market in December-February period. Lower overall
volume but premium pricing potential.

Coats & Jackets (8%): Minimal volume in Philippines due to climate mismatch. Primarily serves
tourist market and air-conditioned institutional settings.

Other (4%): Lingerie, activewear, specialized apparel. Emerging high-growth subcategory driven
by fitness/wellness culture.

4. QUALITY STANDARDS AND SUPPLY CHAIN EXCELLENCE

4.1 A-Grade Quality Grading Standards



The secondhand apparel market operates on standardized quality grading systems that
determine marketability, pricing, and target distribution channels. A-Grade represents the
premium tier and commands price premiums of 40-60% relative to lower grades.

A-Grade Classification Criteria:

e No visible stains, holes, or pilling

e No more than 2 minor flaws (e.g., faint discoloration)

e Intact branding and labeling

® 95%+ wearable condition

e Ready forimmediate retail resale without processing

e Suitable for premium multi-brand retailers and online resale platforms

B-Grade Classification Criteria:

e Moderate signs of wear evident

e Slight fading or minor pilling acceptable

e Small imperfections allowable (loose threads, faint marks)

e 80-90% wearable condition

e Requires minor cleaning or processing

e Appropriate for value-oriented retail and emerging market channels

C-Grade Classification Criteria:

e Noticeable wear and visible flaws

e Small tears, discoloration, or irreparable damage

e 60-75% wearable condition

e Suitable for donation, recycling, or informal market channels
e Minimal resale value in formal retail

4.2 Quality Assurance Protocols

Hissen Global's 20,000 m? facility implements rigorous, multi-stage quality verification protocols
that have achieved the company's 80% repurchase rate, indicating exceptional customer
retention:

Stage 1: Material Inspection: Initial screening evaluates fabric integrity, material composition
compatibility, and structural soundness. Items with irreparable damage are immediately
segregated.

Stage 2: Sorting Inspection: Items are categorized by type (tops, bottoms, dresses, etc.), season
(summer, winter), and condition tier. This stage enables targeted grading and market-specific
assortment.

Stage 3: Processing Inspection: ltems undergo detailed examination for defects, stains, odor,
and wear patterns. Professional sorting teams apply consistent, standardized criteria across



batches.

Stage 4: Pre-Packaging Inspection: Final quality verification ensures items meet committed
grade specifications. This stage implements statistical sampling and real-time sorting
refinement.

Stage 5: Pre-Loading Inspection: Bale composition verification confirms that delivered
products match customer specifications and contracted grade distribution. This protects against
downstream disputes.

Stage 6: Secondary Sorting for Quality Control: Random sampling and re-inspection validate
quality consistency across larger shipments. Rejection rates typically fall below 2-3% for A-Grade
assortments, substantially below industry benchmarks (5-8%).

5. MARKET DRIVERS AND GROWTH CATALYSTS THROUGH
2026-2028

5.1 Structural Demand Drivers

Accelerating E-Commerce Adoption: The Philippines e-commerce market is projected to reach
USD 37.95 billion by 2031, growing at 13.61% CAGR. Fashion represents the largest e-commerce
category, and secondhand fashion is the fastest-growing fashion subcategory. Digital payment
adoption reached 57.4% of retail transaction volume in 2024 and continues to accelerate,
reducing transaction friction and enabling impulse purchases of secondhand items.

Rising Disposable Income and Middle-Class Expansion: The Philippines is approaching upper-
middle-income classification. Per-capita income has grown 8-12% annually over the past five
years, and household purchasing power is expanding. This income expansion creates demand
for aspirational brands at accessible price points, directly benefiting the secondhand market.

Sustainability Regulatory Framework: The Philippine government has implemented the
Ecological Solid Waste Management Act (RA 9003) and the Green Jobs Act (2016), both
promoting textile recycling and reuse. Local government units are increasingly sponsoring pop-
up thrift events and encouraging SME participation in online marketplaces, creating policy
tailwinds for the sector.

Demographic Composition: The Philippines' population exceeds 110 million, with median age
of 26 years. This is one of the youngest populations in Asia, and younger cohorts exhibit
substantially higher secondhand purchasing propensity than older demographics. Generational
replacement dynamics create a structural tailwind for market growth.

5.2 Technology-Enabled Business Model Innovation



Al-Driven Pricing and Inventory Optimization: Advanced algorithms enable dynamic pricing
based on brand, condition, seasonality, and local demand patterns. This technology permits
suppliers to optimize price realization across geographic markets while maintaining
competitiveness. Suppliers with proprietary pricing intelligence capture margin advantages.

Blockchain-Enabled Traceability: Third-party verification systems and blockchain-enabled
supply chain transparency are becoming differentiators in premium secondhand markets.
Authentication assurance reduces consumer purchase anxiety and commands price premiums.

Real-Time Inventory Management: Cloud-based inventory systems enable suppliers to
manage multi-geography distribution and fulfill wholesale orders with lead times of 5-7 days
(versus industry standard of 14-21 days). This supply chain speed advantage translates to
competitive positioning and customer switching cost reduction.

Social Commerce Integration: Seamless integration between social platforms (Instagram,
TikTok), live streaming functionality, and transactional capabilities is becoming standard.
Suppliers who enable this omnichannel experience capture incremental market share.

5.3 Geopolitical and Trade Dynamics

Regional Supply Chain Resilience: Increasing tariffs on U.S. imports and trade tensions with
China are prompting multinational brands and retailers to diversify supply sources. Southeast
Asia, including the Philippines, benefits from this geographic diversification of import origins.
Secondhand sourcing, which is less tariff-sensitive than new apparel imports, offers additional
supply chain hedging benefits.

RCEP and Regional Trade Integration: The Regional Comprehensive Economic Partnership
reduces intra-ASEAN trade friction, enabling more efficient regional distribution networks.
Suppliers with multi-country export capabilities (like Hissen Global's 110-country footprint)
benefit from network effects and scale economies in logistics.

Extended Producer Responsibility (EPR) Regulations: Chile, South Korea, and increasingly
other Asian jurisdictions are implementing EPR frameworks requiring brands to manage end-of-
life textile waste. This regulatory trend creates institutional demand for secondhand and
recycled products, driving wholesale volume growth.

6. COMPETITIVE POSITIONING AND DIFFERENTIATION
STRATEGY

6.1 Supplier Value Chain and Competitive Advantage Sources

Premium secondhand suppliers compete on multiple dimensions that create meaningful
differentiation:



Quality Consistency and Grading Precision: Inconsistent quality is the primary barrier to
mainstream consumer adoption. Suppliers like Hissen Global, with rigorous quality protocols
and low rejection rates, address this structural barrier and command price premiums. The 80%
repurchase rate indicates that customers verify quality commitments and make repeat purchase
decisions based on delivery consistency.

Supply Reliability and Scale: Retailers require consistent, predictable supply to manage
inventory and meet consumer demand. Suppliers with 20,000+ m? facilities and capacity to
export to 110+ countries provide the scale and reliability that reduce retailer sourcing
complexity and switching costs.

Grade A Specialization: The market demonstrates two-tiered demand. Premium retailers and
online resale platforms (which capture higher margins) require A-Grade inventory. Suppliers that
specialize in A-Grade assortments capture these higher-margin customer segments and
command 40-60% price premiums relative to mixed-grade suppliers.

Geographic Reach and Logistics Efficiency: Operating across 110 countries requires mastery of
complex tariff, regulatory, and logistics environments. Suppliers with established export
infrastructure reduce customer friction and enable faster order fulfillment. This operational
excellence creates customer switching costs.

6.2 Market Positioning in the Philippines Context

For Hissen Global, the Philippines represents a particularly attractive market opportunity due to:

Demand/Supply Imbalance: The Philippines exhibits structural supply constraints. Local
production of secondhand apparel is limited, and informal sourcing dominates. Premium supply
from established, quality-certified exporters is in short supply. This imbalance permits price
realization premium.

Customer Acquisition Ease: Filipinos demonstrate high secondhand purchasing propensity
(58% of online consumers comfortable with secondhand purchases, 92% have purchased
secondhand items). Customer acquisition costs are lower than in skeptical markets, enabling
faster customer base scaling.

Distribution Ecosystem Maturity: Lazada, Shopee, Carousell, and emerging niche platforms
provide immediate distribution channels without requiring greenfield investment. Wholesale
partnerships with established retailers (SM Retail, Robinsons) are achievable with established
quality credentials.

Regulatory Simplicity: The Philippines' regulatory framework for secondhand apparel imports
is relatively permissive compared to other Asian markets. While sanitation and fumigation
certifications are required, these are standard industry practices and don't represent material
barriers.



7. MARKET CHALLENGES AND MITIGATION STRATEGIES

7.1 Primary Market Barriers

Quality Assurance and Authentication Risk: Consumers remain skeptical of online
secondhand purchases due to historical quality variability and counterfeiting concerns.
Mitigation: Premium suppliers should emphasize third-party verification, money-back
guarantees, and transparent quality grading systems. Hissen Global's established reputable
brand and low rejection rates address this barrier effectively.

Logistics and Last-Mile Delivery: The Philippines' geographic fragmentation (7,641 islands)
creates logistics complexity. Urban centers are well-served, but provincial areas face 10-14 day
delivery times and higher costs. Mitigation: Partnerships with established logistics providers
(2Go, LBC, JT Express) and regional distribution hubs optimize delivery economics.

Price Elasticity and Margin Compression: Intensifying platform competition (Lazada, Shopee)
and marketplace commoditization compress margins. Customer acquisition costs are rising as
competition increases. Mitigation: Specialization in premium A-Grade assortments, direct-to-
retailer wholesale models, and brand-building reduce price competition and enable margin
protection.

Inventory Turnover and Markdowns: Secondhand inventory carries inherent obsolescence
risk. Seasonal shifts, fashion trend changes, and size distribution mismatches create inventory
aging and markdown pressure. Mitigation: Advanced demand forecasting, dynamic pricing, and
close partnership with distributors to optimize sell-through rates.

7.2 Competitive Threats and Response

Local and Regional Competitors: Established wholesalers in China, Vietnam, and India have
cost advantages and established retail relationships. Hissen Global's differentiation through
quality, reliability, and customer service mitigates this threat. The 80% repurchase rate indicates
strong customer satisfaction that creates switching cost and loyalty.

Direct-to-Consumer Resale Platforms: ThredUp, Vinted, and Vestiaire Collective increasingly
control consumer relationships and reduce wholesale demand. Mitigation: Hissen Global's B2B
wholesale focus on retailers and smaller resellers positions the company to benefit from
distributed retail growth, which will outpace centralized platform growth through 2030.

New Entrants and Startup Disruption: Well-capitalized startups may attempt to disrupt the
market with technology-first approaches or direct-to-consumer models. Mitigation: Established
operational excellence, quality reputation, and customer switching costs create durable
competitive moats that offset new entrant advantages.



8. MARKET PROJECTIONS AND OPPORTUNITY SIZING FOR
2026-2028

8.1 Philippines Secondhand Apparel Market Projections

Based on current market trends and growth drivers, the Philippines secondhand apparel market
is projected to:

2026: USD 145-155 million wholesale market value (direct wholesale transactions between
suppliers and retailers/distributors), growing at 8.5% year-over-year from 2025 baseline.

2027: USD 157-170 million wholesale market value, maintaining 8-9% annual growth as e-
commerce penetration increases and consumer adoption accelerates.

2028: USD 170-190 million wholesale market value, with growth potentially accelerating to 10-
12% as Gen Z purchasing power increases and sustainability consciousness deepens.

These projections assume:

e Continued 13%+ CAGR in e-commerce overall

e Secondhand apparel maintaining 5-7% share of total apparel e-commerce
e Average wholesale transaction values remaining stable at USD 8-12 per unit
e No major regulatory disruptions or tariff increases

8.2 Revenue Opportunity for Premium Suppliers

For a supplier like Hissen Global specializing in A-Grade inventory and wholesale distribution:

Direct Market Addressable Market (SAM): Approximately USD 75-85 million annually (50-55%
of total wholesale market), comprising premium retailers, online resale platforms, and direct-to-
consumer brands seeking A-Grade bulk inventory.

Realistic Market Capture Potential (2026-2028):

e Year1(2026): 3-5% market share capture = USD 2.2-4.2 million revenue
e Year 2 (2027): 6-9% market share capture = USD 9.4-15.3 million revenue
e Year 3(2028): 10-15% market share capture = USD 17-28.5 million revenue

These figures assume:

Average wholesale transaction values of USD 10-12 per unit

Monthly shipment volumes ramping from 100,000 units (Year 1) to 300,000+ units (Year 3)
Gross margins of 45-55% (premium A-Grade positioning)

Operating leveraged achieving positive unit economics at scale (Year 2+)



9. STRATEGIC RECOMMENDATIONS

9.1 Go-to-Market Strategy for Philippine Market Entry

Phase 1 (Months 1-3): Market Establishment and Partnership Development

Establish direct relationships with 3-5 anchor retail customers (SM Retail, Robinsons, major
online marketplaces).

Conduct product-market fit testing with pilot shipments of 25,000-50,000 units of curated A-
Grade assortments matched to identified market preferences (dresses/tops, shirts/t-shirts,
jeans).

Secure regulatory approvals and establish fumigation/sanitation certification pathways.
Partner with established logistics providers for reliable, cost-optimized delivery to Metro
Manila and provincial distribution hubs.

Phase 2 (Months 4-9): Customer Acquisition and Brand Building

Scale pilot relationships to committed, recurring orders (minimum 100,000 units monthly).
Develop Philippines-specific marketing collateral emphasizing A-Grade quality, 80%+
repurchase rates, and authentication guarantees.

Sponsor 2-3 pop-up thrift events or experiential marketing activations in high-density
consumer areas (Makati, BGC, Quezon City).

Build relationships with 8-12 secondary retail customers including specialty thrift stores and
online resale platforms.

Phase 3 (Months 10-18): Market Expansion and Ecosystem Integration

Develop direct partnerships with 2-3 key online platforms (Shopee, Lazada) as preferred
wholesale supplier.

Launch "Hissen Global Certified A-Grade" brand positioning and retail partner co-marketing
campaigns.

Establish local Philippines distribution center or partnership arrangement to optimize
fulfillment timelines.

Develop exclusive product assortments tailored to Philippines market preferences and
seasonal demand patterns.

9.2 Product and Pricing Strategy

Assortment Curation: Initial product mix should weight heavily toward high-demand
categories:

Dresses & Tops: 40% of volume (premium pricing, velocity)
Shirts & T-Shirts: 30% of volume (high velocity, affordable price point)
Jeans & Pants: 20% of volume (brand-sensitive, premium positioning)



e Other (Sweaters, Jackets, Accessories): 10% of volume (seasonal and specialty)

Pricing Architecture: Premium A-Grade positioning permits wholesale pricing of USD 10-15 per
unit (landed cost to retailer), enabling retail selling prices of USD 20-35 per unit, representing 40-
60% discounts relative to new retail prices.

Target gross margins of 45-55% on wholesale transactions, with volume incentives for
customers committing to monthly minimum orders (100,000+ units).

9.3 Customer Service and Retention Excellence

Quality Guarantees: Implement 100% money-back guarantees on all A-Grade assortments for
30-45 days post-delivery. Transparency on quality commitment addresses the primary
consumer barrier and builds retailer confidence.

Customer Support: Establish Philippines-based customer service support (Spanish and English
language capability) with rapid response (4-hour SLA) to customer inquiries and quality
disputes.

Replenishment Flexibility: Enable flexible order sizing and rapid replenishment (5-7 day lead
time) to optimize retailer inventory management and reduce stockouts.

Data Sharing and Analytics: Provide detailed sell-through data and customer feedback to retail
partners, enabling collaborative demand forecasting and inventory optimization.

9.4 Channel Development and Distribution

Direct-to-Retail Model: Priority focus on established retailers (SM Retail, Robinsons, major
malls) where premium brand positioning and quality guarantees can command price realization
premium.

Online Marketplace Partnerships: Develop exclusive supplier relationships with 2-3 key
platforms (Shopee, Lazada) to reduce customer acquisition costs and access scale buyer bases.

B2B Wholesale Channels: Establish relationships with 15-20 independent retailers and
secondhand store operators, providing volume incentives and business development support.

Emerging Omnichannel Channels: Develop partnerships with emerging omnichannel retailers
combining physical thrift stores with digital fulfillment, which are gaining market share from
traditional channels.

10. CONCLUSION

The Philippines secondhand apparel market represents a significant, high-growth opportunity
characterized by exceptional consumer adoption, rising e-commerce penetration, and structural



supply-demand imbalances favoring premium suppliers. With 58% of Filipinos comfortable
purchasing secondhand apparel and 92% having engaged with the category, the market
demonstrates consumer readiness substantially ahead of historical penetration rates in
comparable economies.

Hissen Global's strategic assets—20,000 m? facility capacity, export reach to 110+ countries, 80%
repurchase rate, and A-Grade quality specialization—position the company to capture
meaningful market share in a market projected to grow from USD 145-155 million (2026) to USD
170-190 million (2028). Conservative market capture assumptions suggest revenue potential of
USD 2-5 million in Year 1, scaling to USD 17-28.5 million by Year 3 with appropriate market
development investment and customer acquisition focus.

The opportunity is time-sensitive. Increasing competition from regional suppliers and potential
regulatory changes underscore the value of establishing market presence and customer
relationships in 2026. The combination of strong consumer demand, emerging digital
infrastructure, favorable regulatory environment, and supply-side advantages creates a
distinctive window for market leaders to establish durable competitive positions.

Success requires committed capital investment in market development, customer acquisition,
and operational excellence in logistics and customer service. However, for a supplier with Hissen
Global's operational capabilities and quality standards, the Philippines secondhand market
offers exceptional return-on-investment potential and long-term growth optionality in one of
Asia's most dynamic retail markets.

APPENDIX A: MARKET DATA REFERENCES

Global Secondhand Apparel Market Size:

e 2024:USD 78.3 billion

2025: USD 198.64 billion

2026: USD 230.5 billion (projected)
2031: USD 485.97 billion

CAGR (2025-2031): 16.08%

Asia-Pacific Regional Market:

e 2026 Market Value: USD 37-40 billion (35% of global)
e CAGR:8.1%
e Fastest-growing regional market globally

Philippines Market Specifics:

e Apparel market size: USD 779.1 million (2023) — USD 1,363 million (2027)
e Apparel market CAGR: 15.01%



E-commerce market size: USD 20.05 billion (2026) — USD 37.95 billion (2031)
E-commerce CAGR: 13.61%

Secondhand apparel penetration: 58% consumer comfort, 92% historical adoption
Household clothing/footwear spending: PHP 295.04 billion (2024) — PHP 320.52 billion
(2028)

Consumer Behavior Metrics:

Gen Z/Millennial recommerce participation: 80%

Consumer comfort with secondhand shopping: 72% (reduced stigma)

Global consumer likelihood to shop resale 2026: 59%

Philippines consumer secondhand purchase motivation: Affordability (35%), Sustainability

(25%), Uniqueness (20%), Quality/Brand Access (15%), Social Influence (5%)

APPENDIX B: QUALITY GRADING STANDARDS SUMMARY

Wearable
Grade  Condition Allowable Defects o Market Suitability
(V]
A- Excellent, <2 minor (faint Premium retail,
, , 95%+ ,
Grade Near-New discoloration) online resale
Good,
B- Slight fading, minor Mid-market retail,
Moderate -~ 80-90%
Grade pilling, small marks value channels
Wear
C- Fair, Visible Tears, discoloration, Donation, recycling,
.. 60-75% ,
Grade  Wear visible damage informal markets

APPENDIX C: PHILIPPINES REGULATORY ENVIRONMENT

e Ecological Solid Waste Management Act (RA 9003): Promotes textile recycling and reuse
e Green Jobs Act (2016): Incentivizes employment in recycled apparel sector
e Import Requirements: Sanitation and fumigation certification mandatory for used clothing

imports

e Tariff Classification: HS Code 6309 (worn clothing and textiles)
e Trade Agreements: Philippines is signatory to RCEP, reducing intra-ASEAN trade friction

Whitepaper Prepared: February 2026

Market Data Current Through: January 2026



Projections and Analysis: 2026-2028

For Hissen Global and Philippine Secondhand Apparel Market Stakeholders



