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An active circular approach, driven by 
exchange and resale. Greece stands out for 
its strong culture of exchange between 
individuals (34% vs. 19% on average), 
making it the country most inclined to 
barter and lend. Greeks are also active in 
repairing objects and reselling goods. 
Moreover, only 26% say they do not 
practice any of these alternatives, a figure 
lower than the global average (31%), 
revealing a good appropriation of circular 
modes of consumption. 

Base: All (996) 
Q5.3: Which of the following have you done in the past 12 months? 

16

18

26

32

34

39

Rented goods (clothes, electronics, tools, etc.)

Made your own products (DIY, upcycling)

None of these practices

Sold your own products (yard sales, online
platforms)

Exchanged or lent items (swapping, peer-to-
peer lending)

Repaired items (DIY or using a service)

Practices adopted in recent months (excluding second-hand)

Total « yes »



Greece is on a par with the rest of the world when it comes to stepping up purchases of second-hand goods (43%). Resale and repair are 
also well represented, although slightly behind other countries. On the other hand, Greece stands out at the top of the ranking for the 
exchange of goods, which is well above average (17%). 
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Strengthening practices in the coming months

Base: All (996)
Q6: Which of the following do you plan to engage in more over the next 12 months?

Total « yes »

41

36

29 29

21
19

10

Purchase pre-owned items (used
or refurbished)

Sold your own products (yard
sales, online platforms)

Repaired items (DIY or using a
service)

Exchange or lend items
(bartering, peer-to-peer lending)

Create your own products (DIY,
upcycling)

None of these practices Rent goods (clothing,
electronics, tools, etc.)
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Base: All (996)
Q5: Have you purchased any second-hand, pre-owned, or refurbished products in the past 12 
months?

As for the consumption of second-hand 
goods, one in 2 Greeks claim to buy
them: a good average which puts Greece
in 6th position out of 13, behind Mexico, 
Poland, Sweden, the United Kingdom
and France.  

Consumption of second-hand products
TS « yes» + TS « no »

50

66
63 61

56 54
50 48 48 48 46 46 45

40

Moyenne
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Base: Second-hand consumers (502)
Q2: What is your age group ? | Q3 : Which range best represents your monthly personal net income after taxes?

Second-hand consumption by age group

5

10
13

17 17

32

8

14-17 years old 18-25 years old 26-35 years old 36-45 years old 46-55 years old 56-65 years old More than 65 old

Second-hand consumption by income range

24

45

22

7

2

Less than 850€ 
net/month

From 851 to 1300€ 
net/month

From 1301 to 2200€ 
net/month

From 2201 to 3000€ 
net/month

More than 3001€ 
net/month

In Greece, second-hand consumption is driven by the 56-65 age group, and by those on modest incomes, reflecting usage 
that is still very much linked to economic considerations. Young people and affluent households remain largely 
unaffected. 
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5

9

10

11

13

14

15

17

19

28

35

38

38

40

Perfumes and cosmetics

Home accessories (bedding, tableware, kitchenware)

Sports equipment

Costume jewelry and watches

Building materials

Gardening and DIY tools

Bicycles, scooters

Toys

 Luxury items (clothing, shoes, accessories, bags,…

Furniture and home decor

Cars and motor vehicles

Books, CDs, DVDs, video games

Clothing and accessories (shoes, bags, etc.)

Electronics and household appliances

Categories of second-hand purchases

Greek second-hand consumers turn mainly 
to electronics, a result above the global 
average (32%), while clothing and 
books/video games are important but 
slightly below the average (47% and 41%). 
Cars are over-represented (35% vs. 23%), 
putting Greece and Brazil at the top of this 
category. Household accessories, perfumes 
and cosmetics are lagging behind. 

Base: Second-hand consumers (502)
Q8: What types of pre-owned products do you buy ?
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The frequency of second-hand purchases is concentrated mainly on clothing and accessories, followed by books/video games, electronics and 
furniture. Despite a smaller buyer base, perfumes and cosmetics also reach 46% of frequent purchases, a sign of intensive use  among the 
consumers concerned. 

Base: Second-hand consumers (502)
Q8.1: How often do you buy these pre-loved products?

Frequency of second-hand purchases
TS « very frequently» + TS « frequently»

46

31

22

26

41

26

13

40

41

21

2

43

46
19

15

4

6

4

14

4

3

8

10

3

0

9

10
4

0 5 10 15 20 25 30 35 40 45 50

Perfumes and cosmetics

Home accessories (bedding, tableware, kitchenware)

Sports equipment

Costume jewelry and watches

Building materials

Gardening and DIY tools

Bicycles, scooters

Toys

 Luxury items (clothing, shoes, accessories, bags, jewellery, watches, etc.)

Furniture and home decor

Cars and motor vehicles

Books, CDs, DVDs, video games

Clothing and accessories (shoes, bags, etc.)

Electronics and household appliances

Very frequently Total frequently

Base: 203

Base: 193

Base: 190

Base: 174

Base: 142

Base:94

Base: 86

Base: 75

Base: 68

Base: 66

Base: 57

Base: 50

Base: 45

Base: 26
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Generally speaking, the more expensive a product, the more likely it is to be bought second-hand (with the exception of 
books/CDs/video games). 

Base: Second-hand consumers (502)
Q9: For each product category below, what is the proportion of your pre-owned purchases compared to your new product purchases ?

Share of second-hand purchases vs. new purchases

35
31

26

13

20

27
29

12

28

21 23

38

13

23

12

21

36

22
27 27

30

24
21

29
26

18
22 23

51

45

35

26

51

38
36

48
46

42

47
44

58

50

2 3 3

38

1

9
5

16

6 8
4

0

7
4

Electronics and
household
appliances

Clothing and
accessories

(shoes, bags,
etc.)

Books, CDs,
DVDs, video

games

Cars and motor
vehicles

Furniture and
home decor

 Luxury items
(clothing, shoes,

accessories,
bags, jewellery,
watches, etc.)

Toys Bicycles,
scooters

Gardening and
DIY tools

Building
materials

Costume jewelry
and watches

Sports
equipment

Home
accessories
(bedding,

tableware,
kitchenware)

Perfumes and
cosmetics

As many pre-owned as new More pre-owned as new Sometimes pre-owned Only pre-owned

Base : 203 Base : 193 Base : 190 Base : 174 Base : 142 Base : 94 Base : 86 Base : 75 Base : 68 Base : 66 Base : 57 Base : 50 Base : 47 Base : 26



The majority of Greeks are inclined to maintain their frequency of second-hand purchases (71%), slightly above the global average (68%). 
On the other hand, only 31% plan to increase the proportion of their budget allocated to these purchases, a score below the global 
average (37%). Reflecting a stable but moderate dynamic in the evolution of their habits.
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Frequency of second-hand product purchases in the future

71

18

11

At the same frequency
as now

More frequently Less frequently

Base: Second-hand consumers (502)
Q10: In the coming months, do you plan to buy pre-owned products…

31%
YES

16%
NO

54%
SAME BALANCE AS NOW

Base: Second-hand consumers (502)
Q12: In the coming months, do you plan to allocate a larger portion of your budget to pre-owned or 
refurbished products rather than new items?

Share of budget allocated to second-hand product purchases in the 
future



Obstacles, incentives, and choices
shaping consumers
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9

10

14

23

27

29

30

40

50

Due to influence from family, friends, or social media

To avoid contributing to the market for new products

Out of habit or personal preference

To maximize purchasing power and improve my
standard of living

For the enjoyment of finding bargains

To support environmental sustainability (anti-waste,
reducing waste, recycling)

To afford premium products that I couldn’t purchase 
new

To find unique or vintage items

Due to financial constraints

Motivations for purchasing second-hand products

© Havas Commerce 2025

In Greece, budgetary constraints are the 
primary motivation for second-hand 
purchases, cited by 50% of consumers. 
This score places the country at the top of 
the 13 countries surveyed on this
criterion, well above the global average
(27%). The search for unique items, access
to premium products and ecological
motivations complete the podium. 

Base: Second-hand consumers (502)
Q15: What are your main reasons for buying pre-owned products?
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4

11

11

12

14

14

15

16

23

32

35

40

I find the process of purchasing pre-owned items too complicated

I am unable to find the items I am looking for in the pre-owned market

I am concerned I will not be able to return items if they do not meet my…

 I do not trust the platforms or sellers

 I am worried about potential scams or fraud

I llack sufficient information about pre-owned products

I find pre-owned prices to be too high

I have concerns regarding the cleanliness or hygiene of pre-owned products

 I do not feel comfortable using items that have belonged to others

I am concerned about hidden defects

I have doubts about the quality of pre-owned products

I prefer to purchase new items

While the main barrier to buying second-hand products remains the preference for new, fears linked to hidden defects, product quality 
and the fact of having objects that have already belonged, are also major obstacles.

Base: Non second-hand consumers (494) 
Q5.1:  Why haven’t you bought pre-owned items this year? 

Barriers to purchasing second-hand products
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Base: Non second-hand consumers (494) 
Q5.2: Do you plan to begin purchasing pre-owned items in the next 12 months?

17% of Greeks say they plan to start buying second-hand in the next 12 months, well above the global average (14%). Greece ranks 3rd 
behind Mexico and Brazil, well ahead of Germany and Belgium in last place. 

Intention to start buying second-hand products

14

20

18
17 16 16 16 15

14 14

10 10
9 8

Global Mexico Brazil Greece Sweden USA South
Korea

Italy France Poland Australia UK Belgium Germany

Average
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Base: Second-hand consumers (502)
Q18: How much confidence do you have in the quality of pre-owned products before
completing your purchase?

The majority of consumers are cautious 
when it comes to the second handbag: more 
than 8 out of 10 buy by checking products 
carefully. The absence of a guarantee 
remains an obstacle for some, while the 
majority buy with confidence. 

7

12

28

52

I have full confidence and rarely check the
product before buying

I am cautious and prefer to avoid purchases
without guarantees or return option

I have limited trust and make sure to gather as
much information as possible before making

my decision

I generally trust the product, but I do take the
time to verify key details (photos, description,

customer reviews)

Level of confidence in the quality of second-hand products
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For nearly 6 out of 10 second-hand 
consumers, the reputation of the brand or 
platform and the site's customer reviews
are the number 1 reassurance criteria. 
Detailed photos also play a key role: more 
than 1 in 2 buyers consider them an 
essential reassurance.
While warranties and return policies
reassure some buyers. Only 3% take the 
risk of buying without any insurance at all.

Searching for insurance and guarantees before purchase

Base: Second-hand consumers (502)
Q19: What types of guarantees or insurances do you look for when purchasing pre-owned products?

3

32

35

52

56

56

None, I’m comfortable taking the risk

A guarantee of functionality or authenticity

A clear return or refund policy

The product is clearly shown with detailed,
high-quality photos

The customer reviews on the site or platform
are positive and reassuring

The retailer or platform is trusted and
reputable (well-known, recommended)
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Base: Second-hand consumers (502)
Q16: What are the main factors that influence your decision when purchasing a pre-owned product?

In Greece, the main factor influencing the decision to buy second-hand is clearly price: 72%, well above the global average (59%). The 
condition of the product comes in second place, demonstrating a dual requirement: to get a good deal while maintaining a certain level
of quality. The other criteria are much less cited, reflecting a more pragmatic and economical approach to the second-hand market in 
Greece. 

Criteria influencing the purchase decision

72

57

21
15 14

6
3

The price being
particularly low

The condition of the
product

The brand of the product The rarity or uniqueness
of the product

The guarantee of
functionality, condition,

or safety

The retailer or platform
offering the product

For the enjoyment of
finding bargains
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Base: Second-hand consumers (502)
Q7: In your opinion, resale platforms and stores... compared to those selling new products ?

Second-hand platforms/points of sale compared to new product platforms/points of sale

By far the biggest difference is price. The country leads the 13 countries surveyed: 75% of consumers believe that second -hand platforms 
are more economical (75% vs. 65%). The ecological argument comes a long way behind, but is still cited. The aspect of differe nce also 
comes up again, along with unique products (27%) and innovations (25%). But quality and warranties are still the main stumbling blocks. 

16

17

17

23

25

25

27

40

75

Are more community-focused, fostering exchanges between individuals

Are less convenient in terms of returns and warranties

Are less reliable regarding product quality

Offer a wider range of products by allowing access to diverse items

Support local commerce by encouraging exchanges between small sellers and local…

Provide access to new products/innovations at a lower cost without needing to wait…

Are more unique, offering one-of-a-kind items

Are more environmentally sustainable as they extend the life cycle of products

Are more cost-effective as prices are typically lower
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Base: Second-hand consumers (502)
Q13: For what purposes and for whom do you buy pre-owned or refurbished products?

97%
FOR PERSONAL USE

11%
AS A GIFT

In Greece, second-hand is above all a personal choice, a score above the global average (95%), with other
uses remaining marginal. This confirms a predominantly individual approach to second-hand consumption in 
the country. 

11%
TO RESEL LATER

Purposes & recipients of second-hand purchases



The Where and How of second-hand 
consumption

03 
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Base: Second-hand consumers (502)
Q14: Where do you typically purchase pre-ownd products?

Applications dedicated to second-hand goods are by far the main purchasing channel, ahead of specialized 
physical stores, e-commerce sites and social networks. Digital has thus become the number-one reflex for 
accessing second-hand goods, reflecting a search for simplicity, variety and practicality. 

Places where second-hand products are purchased

24

33

41

50

62

Physical stores with dedicated refurbished or second-hand sections

Social media and peer-to-peer resale platforms

E-commerce websites offering a pre-owned section

Physical stores specializing in second-hand goods (thrift stores, flea markets,
consignment shops, etc.)

Online platforms and apps focused on second-hand or refurbished products
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Shopping channels remain dominated by food. Consumers continue to give priority to classic food chains, a strong anchoring that 
testifies to the importance of these channels for essential purchases. Multi-brand discount and discount food chains also occupy a 
prominent place.

Base: Second-hand consumers (502)
Q17: Which type of retailers selling new products do you visit most frequently for your other purchases?

24

35

35

48

50

57

Large traditional multi-brand marketplaces

Traditional non-food retailers (physical or online)

Discount non-food stores (physical or online)

Discount grocery stores (physical or online)

Discount multi-brand marketplaces

Traditional grocery stores (physical or online)

Preferred retailers for buying new products
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Digital technology dominates as an information 
vector in Greece. Greeks prefer online 
advertising to inform themselves about the 
occasion, placing Greece above the average of 
the 13 countries surveyed (71%), behind 
Germany and Brazil. 
Social networks come in 2nd, well ahead of 
television, billboards, radio and influencers. The 
Greeks therefore prefer digital channels, with a 
marked appetite for accessible, targeted 
information.

78

58

25

14
10 7

On the
internet via
online ads

On social
media

On television Through
outdoor

advertising
(posters,

billboards...)

On the radio Through
influencers

Preferred channels for receiving offers and information on second-hand products

Base: Second-hand consumers (502)
Q27: Through which channels do you prefer to receive information or offers
regarding pre-owned products?



Building the future: Innovation and 
growth drivers

04 
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Base: Second-hand consumers (502)
Q20: What is your opinion on the following statements or hypotheses?

Second-hand consumers are strongly in favor of a stronger integration of second-hand products into new-buy chains. 8 out of 10 would 
like to see these chains also sell second-hand products. Systematically taking back old products before buying new is also widely 
supported, as is offering a second-hand alternative to every new product, which is the most popular (85%). 

I would like retailers and marketplaces selling new products
to also offer pre-owned products

Retailers and marketplaces should always offer a trade-in 
option for old products before selling us a new one (except
for items like electrical appliances that require a mandatory

trade-in)

Retailers and marketplaces should consistently provide pre-
owned alternatives alongside new product offerings.

83%
yes

Desire to integrate second-hand into retailers selling brand new 
products

17%
no

83%
yes

Desire for the systematic take-back of old products by retailers and 
marketplaces

15%
no

85%
yes

Desire to systematically offer a second-hand alternative alongside a new 
product

17%
no
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Greece expresses a strong desire for structuring and innovation in the second-hand world. Greeks are looking for more structured and practical formats, 
collaboration between brands and direct resale to brands, a sign of a desire to professionalize the sector. In-store repair services and dedicated second-hand 
spaces reflect the appeal of institutionalized circuits. Last but not least, upcycling and subscription models are also attracting significant but secondary 
interest. 

Base: Second-hand consumers (502)
Q25: In your opinion, to what extent should these in-store or platform innovations be developed in the coming years?

Demand for innovation in physical stores and digital platforms

TS « high priority » + TS « important »

55

59

59

60

63

64

12

26

18

25

19

17

0 10 20 30 40 50 60 70

Subscription models providing unlimited access to pre-owned products

Physical spaces dedicated exclusively to pre-owned products within retail stores

Platforms offering customization services for pre-owned products (upcycling)

In-store repair and refurbishment services

Marketplaces that allow consumers to resell directly to brands

Brand collaborations to expand pre-owned product ranges (multiple brands in a
single location)

High priority Important
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Transparency is key, and consumers are keen to use price comparison and authenticity verification tools. Expectations are high when it 
comes to traceability, ecological impact and educational information, reflecting a need for trust structured around simple, concrete tools. 

Base: Second-hand consumers (502)
Q26: In your opinion, to what extent should innovations in transparency and information be developed in the coming years?

Demand for greater transparency and information innovation
TS « high priority » + TS « important »

48

50

51

51

52

52

58

37

11

27

21

18

34

31

0 10 20 30 40 50 60 70

Wear-and-tear and lifespan indicators for pre-owned products

Long-term rental options for pre-owned goods

Digital traceability systems to confirm the history and provenance of pre-owned
items

Eco-friendly ratings and recycling scores for products

Educational campaigns highlighting the benefits of buying pre-owned

Digital tools to verify the authenticity and quality of pre-owned products

Clear price comparison indicators for new vs. pre-owned products

High priority Important
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A promising future for second-hand goods: 
for more than 1 in 2 consumers, second-
hand products will continue to grow in 
popularity across all categories. But 38% 
believe that their growth will be 
concentrated in specific segments such as 
luxury or vintage. 

Second hand products in the future

2

9

38

51

They will become less popular with the growth
of sustainable, repairable, and eco-friendly

products.

Pre-owned products will lose appeal due to the
rise of low-cost new products (e.g., Temu,

Shein, etc.).

They will remain popular, but primarily for
specific categories (e.g., luxury items, rare

products, vintage, etc.).

Pre-owned products will become increasingly
popular across all product categories.

Base: Second-hand consumers (502)
Q21: What do you believe is the future of pre-owned products? 
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Base: Second-hand consumers (502)
Q22: What improvements would you like to see in the pre-owned purchasing process?

The priority is clear: first and foremost, consumers want more quality, more choice and more secure platforms. Transparency o f origin 
and better customer service are also strongly expected. Expectations therefore extend beyond the product itself to encompass the entire 
purchasing ecosystem.

14

19

21

26

26

35

35

42

46

Public or government initiatives to promote the purchase of second-hand goods

Greater international reach for online platforms

Improved delivery times and return policies

Enhanced customer service and after-sales support

Loyalty programs or discounts for regular buyers

Increased transparency regarding product origin

More secure online platforms

Greater variety and availability of products

Improved product quality/condition

Improvement of the second-hand product purchasing process
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Nearly 9 out of 10 consumers say they
are interested in a trade-in program. 
Simplicity of resale is the main 
motivation, followed by the possibility of 
obtaining discounts. 

Base: Second-hand consumers (502)
Q24: Would you be interested in a trade-in program offered by brands, even without immediately purchasing a new 
product?

Interest in a trade-in program

47
45

4 4

Yes, if it allows me to
easily sell my old

products

Yes, if it offers
benefits or discounts

No, I prefer to sell my
products myself

No, I don't have any
products to sell
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8
8

13
16
16
17

18
18

27
30

32
33
34

46

Perfumes and cosmetics

Building materials

Home accessories (bedding, tableware, kitchenware)

Toys

Sports equipment

Gardening and DIY tools

Costume jewelry and watches

Bicycles, scooters

Books, CDs, DVDs, video games

Cars and motor vehicles

Luxury items (clothing, shoes, accessories, bags, jewelry, watches, etc.)

Furniture and home decor

Clothing and accessories (shoes, bags, etc.)

Electronics and household appliances

Consumers are keen to see a wider range of second-hand products, particularly electronics and household appliances. Greece is the first 
of the 13 countries surveyed to want to see more. Next come clothes, furniture and luxury goods, in line with the global average. 

Base: Second-hand consumers (502)
Q23: Which product categories would you like to see more pre-owned options available for? 

Desire for an expanded range of second-hand products by category



More than 8 out of 10 respondents report a 
positive experience, confirming the growing
appeal of this mode of consumption. Only a 
small proportion expressed dissatisfaction, 
showing that any disincentives remain
marginal. 
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Base: Second-hand consumers (502)
Q28: How would you rate your overall experience with purchasing pre-
owned products?

81 17

Positive Neutral Negative

Assessment of the second-hand product purchasing experience

TS « very positive », « rather positive » + TS « neutral » + TS « rather negative », « very negative »



Key takeaways

05 
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Greeks and second-hand consumption: a promising future

6 key points to remember
1. A strong appetite for digital

In Greece, the second-hand market is showing strong digital maturity. The majority of 
consumers prefer to receive offers or information via the Internet, particularly online advertising 
(78%) and social networks (58%). These channels largely dominate more traditional media such 
as television (25%) or radio (10%). This reveals a highly digitalized consumption pattern, where 
Greek consumers are accustomed to exploring, comparing and buying online.

2. A massive expectation for brands to integrate second-hand products

Second-hand is seen as a lever to be fully integrated into traditional sales channels. 83% of 
respondents would like brands and marketplaces that sell new products to also offer second-
hand items. Another 83% would like to see a systematic system of taking back old products
before a new purchase, and 85% would like to see a second-hand alternative offered alongside
every new product. This expectation expresses a strong desire to normalize second-hand, to 
include it in current consumer practices, without marginalizing it.

3. Innovations in stores and platforms eagerly awaited

In terms of innovation, Greek consumers are looking for more professional and accessible 
structures. They prefer physical spaces dedicated exclusively to second-hand goods within retail 
chains, marketplaces that enable consumers to resell directly to brands, and repair workshops 
integrated into retail outlets. This shows a need for clarity, reliability and fluidity in the resale 
process, and a preference for supervised channels rather than transactions between private 
individuals..

6. A very positive shopping experience overall

Finally, the current user experience is largely satisfactory. 81% of respondents rate their second-
hand shopping experience as positive, compared with just 2% who rate it negatively. This 
satisfaction confirms that consumers are not only convinced by the ecological or economic
values of second-hand goods, but also by the concrete quality of their shopping experience. 
Second-hand in Greece is not simply a default choice, but a genuine modern consumer reflex.

4. A clear demand for transparency and reassurance

Trust is also a key concern. Consumers expect innovations to enhance market transparency. They
would like to see price comparisons between new and used products (58%), digital authenticity
verification tools (52%), traceability systems (51%) and product wear and lifespan indicators
(48%). These figures reflect a strong need for clear information to enable safe purchasing.

5. A promising future for the second-hand sector

The future of second-hand is seen as positive by Greeks. 51% believe it will become popular in all 
product categories, while 38% see it as being confined to segments such as luxury, rare or 
vintage goods. Only 9% believe it will lose interest due to the rise of low-cost products such as 
those from Temu or Shein. This reflects a strong support for the second-hand model, perceived 
as a sustainable, credible and evolving mode of consumption.



Methodology
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Global Methodology

Sample of 17003 individuals representative of the countries
population (France, Germany, Greece, Italy, Belgium, UK,
US, Sweden, Poland, Mexico, South Korea, Australia, Brazil)
aged 14 and older. The sample was formed using the quota
method, based on criteria such as gender, age, socio-
professional category, and region of residence.

The sample was surveyed using an online CAWI 
(Computer Assisted Web Interview) 
questionnaire.

The interviews were conducted between
february 20th and march 3rd 2025.

UNITED STATES

MEXICO

BRAZIL

FRANCE

UNITED KINGDOM

BELGIUM

ITALY

GREECE

SWEDEN

GERMANY

POLAND

SOUTH KOREA

AUSTRALIA
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Sample of 996 individuals representative of the 
Greek population aged 14 and older. The sample was
formed using the quota method, based on criteria
such as gender, age, socio-professional category, and 
region of residence.

The sample was surveyed using an online CAWI 
(Computer Assisted Web Interview) 
questionnaire.

The interviews were conducted between
february 20th and march 3rd 2025.

Greece Methodology

GREECE
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Sample

Age range %

14-17 years old 6%

18-25 years old 7%

26-35 years old 9%

36-45 years old 15%

46-55 years old 18%

56-65 years old 36%

More than 65 ans 9%

Gender %

Female 52%

Male 48%

Other 0%
Income Range %

Working class 29%

Lower middle class 43%

Middle class 20%

Upper middle class 6%

Above wealth treshold 2%
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