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Abstract. With the advent of the digital era and shifts in consumer 
cognitive patterns, Generation Z has emerged as the mainstream force 
driving market demand. Consequently, second-hand platforms must adapt 
their marketing strategies to cater to this new consumer demographic. This 
paper analyzes Generation Z's thrift shopping culture from the perspectives 
of scene-based marketing and emotional connection. Through a review and 
synthesis of relevant literature and data, the study identifies three core 
characteristics of Generation Z's thrift shopping behavior: a pursuit of 
individuality, a strong emphasis on emotional value, and high interactivity. 
It also examines the shortcomings of existing scene-based marketing 
approaches. The research indicates that scene-based marketing strategies 
aligned with Generation Z's emotional experiences and social preferences 
can enhance user engagement and platform loyalty. Based on these findings, 
the paper proposes specific methods and pathways for implementing scene-
based marketing and fostering emotional resonance. This study offers 
valuable insights for the second-hand trading market, helping it accurately 
understand and cater to the shopping psychology of Generation Z consumers, 
adjust marketing strategies accordingly, strengthen competitive advantages, 
and promote the healthy growth and development of the second-hand 
industry. 

1 Introduction 
Based on the background of increased growth of technology, the popularity of the sharing 
economy, and the supporting role of the idle economy driven by dual-carbon targets and other 
technologies based on artificial intelligence, this study will be conducted. At present, the 
Chinese second-hand trading sites are evolving extremely fast. Platforms, such as Xianyu 
and Zhuanzhuan offer selling possibilities with respect to various categories, including 
mobile phones, digital gadgets, clothes, bags, and items of cultural creativity, and are also 
deeply embedded into consumption practices such as trade-in schemes offered by the large 
mobile phone producers. They keep increasing their market size and customer volume [1, 2]. 
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Those who have been around Generation Z throughout the digital era have popularized a 
notion of thrift hunting culture, which has a significantly different meaning compared to 
traditional thrift culture, as the desire to get rid of unnecessary things at the lowest price. This 
is a culture different than previous low price disposal and even further the uncontrolled 
activities of black markets; has become a label of emergent consumption with personalization 
and emotional affinity [3]. This research is highly useful in practice to alleviate marketing 
issues of second-hand platforms, motivate purchasing behaviour of Generation Z consumers 
and promote healthy economic development of idle economy. The paper is aimed at 
addressing three key points; firstly, cultural features of internet purchases among Generation 
Z people, secondly, investigation of scene-based approaches to marketing usage, and finally, 
mechanism design of emotional resonance. Literature review methodology can provide much 
value to the study because it can enable the researcher to gain in-depth insight into the 
relationship between the second-hand market, scene-based marketing and the shopping 
behaviour of Generation Z. It also provides a clear overview of the present situation and the 
existing issues in the second-hand market and lays the foundations of the future research. The 
overall aim of this paper is to present a design strategy behind a second-hand trading site that 
can successfully incorporate both scene-based marketing and emotional resonance. In an 
effort to reach that end, the paper examines examples in the industry and findings in research 
along with the introduction of new forms of marketing, including virtual influencers, to 
examine the possibilities and opportunities of immersive marketing models to appeal to 
Generation Z, eventually to increase the level of user stickiness and conversion rates on the 
platforms [4]. 

2 Core Characteristics and Market Value of Generation Z's "Thrift 
Hunting Culture" 
The concept of thrift hunting culture among Generation Z can be understood as essentially 
founded on the paradigm of digital life and personalized, diverse modes of consumption, 
which are far removed from the logic of traditional consumer behavior. It finds its most 
prominent expression in the following areas: firstly, on the basis of values, consumers give 
precedence both to conformity to product ideas rather than plain comparison of prices; 
secondly, on the emotional level, the consumer wants have not only the practical purpose of 
the products but also sentimental value contained in previously owned items; thirdly, on the 
individual level, unusual and specialized shopping habits are personal markers; last but not 
least, there is a correspondence to environmental preservation norms, harmonizing with the 
sustainable development tendencies and advocating the environmentally friendly and 
conscious consumption values. 

The culture has its roots both in emotions as well as common experience. They play the 
role of social exchange and spiritual comfort, creating a lively group of younger customers 
and bringing life to the used property market. Emotional resonance, social characteristics, 
and green environmental values combined have powerful market consequences and supply a 
fresh impetus to the development of the idle economy and a strong basis on which platforms 
may build their scene-based marketing plans. 

2.1 Core characteristics of Generation Z's "Thrift Hunting Culture" 

2.1.1 Personalization 

Generation Z tends to be individualistic and distinctive due to the multicultural setting where 
they have developed up. These people enjoy purchasing in non-traditional ways and seek to 
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shop more customized consumption experiences, which explains why it is not surprising that 
the so-called "thrift hunting culture" has emerged. In contrast to the myth of second-hand 
shopping as merely bargain hunting, the involvement of Generation Z in the second-hand 
market is not a passive hunt for affordable products but a deliberate search of peculiar pre-
owned items. It is consistent with the results of surveys that revealed divergent user 
transaction requirements that exceeded 50 percent by choosing the other options. Generation 
Z also loves collecting discontinued figurines, limited edition streetwear, vintage garments, 
and scarce cultural goods- products not commonly found in the original market -which 
perfectly satisfies their need to be unique. 

The post-95s thrift hunters unlike traditional consumers focus on the idea of individualism 
as opposed to standardisation and universality because to them, used products are physical 
representations of themselves. Choosing products that resonate with their personal values and 
tastes, they display their unique lifestyles and interests. The survey samples indicate that most 
Generation Z participants involved in second-hand exchanges are university students aged 
between 18 and 22 years. They do not only appreciate personalized shopping but are also 
cost-effective. Their treasure hunting behavior is indicative of the desire to consume uniquely: 
e.g., subcultures of Generation Z interested in vintage culture buy old cameras and vinyl 
records on resale websites and this fits into the high importance placed on it during the 
surveys (memories of users/nostalgia). Those who are fans of niche trendy cultures look out 
for unused limited edition fashion pieces by designers to demonstrate their personal taste. 
Also, there is a large number of Generation Z buyers that acquire limited edition or special 
second-hand luxury products, which generally cost between 30%-70 percent of their original 
costs, and see the rarity as an investment to exhibit their uniqueness. The statement highlights 
the underlying significance of personalized behaviors of thrift hunters among Generation Z. 

One interesting fact here is that, in addition to indicating individualized consumption 
requirements, Generation Z thrift hunters also indicate the need to feel an emotional 
connection. According to surveys, more than 80 percent of users consider the textual stories 
of product detail pages as important and 41.98 percent tend to choose products that have a 
history on other similar products. The Generation Z thrifting culture does not only focus on 
the rarity and novelty of the items, it also aims to find an emotional connection by exploring 
the stories behind the products. Nevertheless, story-based marketing is still underexploited 
on second-hand platforms. Almost 45.68% of users say that they seldom come across any of 
these kinds of stories on such platforms and that the available ones are too exaggerated or 
deliberately sensationalist. Not only this goes against the principles of online shopping of 
Generation Z that is based on authenticity and rejection of superficial categorization, but it 
also fails to recognize the emotional richness of the phenomenon of the thrift culture of the 
second-hand market. Scene-based marketing together with emotional marketing has no 
targeted strategies. Such findings may provide useful information about changing marketing 
approach on second-hand trading platforms. 

2.1.2 Digital natives 

Being digital natives, Generation Z is very efficient in using the technology that makes the 
process of purchasing and sales of pre-owned products more enhanced. A significant 
proportion of this population consists of students between 18 and 22 years old and there is a 
slight tendency of males (about 60%) being more. More than a quarter of these youths can 
spend more than 2,000 RMB per month in consumption and it is obvious that they are young 
and highly educated. They tend to be very active users of popular second-hand websites, 
including Xianyu. Even though 44.44 percent of them have used one of these apps in less 
than three months and have not bought many items, they are capable of effectively switching 
between the online and offline environments, treating electronic devices as parts of their 
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lifestyles. For instance, they commonly engage in a shopping spree on social networks such 
as Weibo and Douyin: following the second-hand masters, observing unboxing videos of 
classic items, and engaging in authentication of unusual discoveries. Their variety of 
consumption features matches those who often belong to other categories, such as consumer 
electronics (3C), books, and stationery. 

These resources act as the inspiration as well as digital networks in which participants 
share their recommendations about authentication, strategies of bargaining, tricks to discover 
scarce goods, and the history behind a product. More than 80% of them notice details about 
the products listed on the product details pages, but almost half of them cannot find this data 
on the platform. The shopping experience among Generation Z is very social; most of them 
do not shop individually but frequently ask their peers regarding their choices. They establish 
chat groups and conduct live-streamed inspections as well as invite friends to join an online 
flea market when buying and selling used goods. Their social behaviour turns second-hand 
transactions into communal and community-based action. 

2.1.3 Emotionality 

One defining feature of the thrifty culture of Generation Z is their intense focus on sentiment. 
Second-hand products are not just useful to them; instead, they are carriers of memory and 
expressions of feeling. According to surveys, Generation Z buyers on second-hand websites 
are mostly freshmen university students between 18-22 years old where more than 40 percent 
can afford to spend more than 2,000 RMB per month. They require a broad range of second-
hand products, and it is much more important to them to emphasize the emotional value that 
lies within one of the items, which is a distinctive feature of used products. Life pieces and 
emotions of other owners that have been incorporated into the second-hand items evoke the 
deep feelings that Generation Z wants to feel. 

The Generation Z consumer group has a keen interest in the narratives and emotions 
related to things when thrifting. There are more than 80 percent of the people who would go 
through the narrative text of product details pages and around 35.8 percent who would click 
or ask about something due to their story. In these stories they become nostalgic, live other 
people lives and gain spirit comfort. Generation Z is guided by these feelings when shopping 
and thinks beyond functionality and takes into consideration emotional value too, frequently 
ready to spend extra money on an object that triggers sentimental response. The items that 
they feel emotionally connected with are chosen by them, creating a pattern of buying items 
based on emotional resonance. It is one of the main areas of application of emotional 
marketing in second-hand trading environments. It is important to note that the most popular 
type of stories among the Generation Z is the so-called "user memories / nostalgic stories". 
Although the stories of user experiences might not greatly increase sales numbers, they are 
welcomed positively and create positive emotional results. 

Nevertheless, the marketing methods of the narrative have not become common practice 
on the second-hand markets. 45.68 per cent of users believe that searching for stories about 
the products in such forums is quite challenging and examples of inauthenticity or 
overstatement can quickly generate negative attitudes and higher return rates. Generation Z 
does not buy just things when they shop online, they require resonance. Authentic stories of 
the items that had been used (particularly often circulated categories of 3C goods, books and 
stationery) are more likely to hit the mark than made-up ones. They exchange their shopping 
experiences and product stories on social networks such as Weibo, and talk about them with 
other people who share the same interests, which reinforces a sense of community. The 
method does not only increase the emotional aspect but also the emotional component of 
buying second-hand goods strengthens the emotional aspect of the act of shopping and gives 
important information in the case of the scene-driven shopping activities on the platform. 
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2.1.4 Socialization 

The Generation Z individuals have a high tendency of longing to be socially connected to 
others and the thrift shopping culture existence is what gives them an area to forge friendships. 
The concept of second-hand shops is not just the process of acquiring and selling to 
Generation Z; rather, it transforms into the mode of communication. There they meet other 
buyers and sellers with similar interests, share stories about their experiences with thrift 
hunting and acquire stories behind things, hence, creating communities based on thrift 
hunting. 

Such as Generation Z having a passion in trend toys builds them their own social networks 
on second-hand platforms where they share information on collecting and swapping idle 
items. Individuals who are into vintage merchandise also utilize these sites as a way of 
locating people with similar interests, learning more about vintage culture, and discussing 
their purchasing experiences. Such an object-focused style of social relationship gives young 
people of Generation Z more chances to get connected and increases their sense of belonging 
to thrift shopping culture and forms an inner socialization -shopping-re-socialization circuit. 
Many of them do not perceive second-hand trading as just a place to throw useless things but 
rather a space of finding kindred souls and finding peace of mind. The enjoyment of making 
a successful connection during communications between buyers strengthens their faith in 
such websites. 

Moreover, social media are deeply merged increasing this social feature. Many 
Generation Z individuals tend to post their thrift finds on social media such as Instagram, 
Douyin and Xiaohongshu, typically with pictures and information as to what they are 
purchasing, the background on the item, or styling advice. They may also spark a dialogue, 
a question, or even a transaction due to common interest. One instance would be when upon 
the publication of a photo of a vintage band t-shirt by a Gen Z girl, her other fans could ask 
about the history of the band, which may develop further contacts or organize meetings to 
trade with each other additional vintage clothing. The second-hand products act as social 
binders that link the online and offline worlds and turn the websites into busy social meeting 
places in which friendships are created around the mutual enthusiasm in individual 
secondhand stuff. This means that the practice of buying and selling second-hand goods has 
turned into a type of social coinage that allows Gen-Z to articulate their identity, discover 
similar-minded groups, and form bonds that go beyond financial interactions into more 
cohesive clusters. 

2.2 Analysis of the market value of "Thrift Shopping Culture" among 
Generation Z 

The Generation Z has become a dominant consumer segment in the modern world, and the 
thrift shopping culture emerging around them has brought fresh energy to the market of 
second-hand trading platforms where large platforms are rushing into this niche [5]. At the 
same time, as the purchasing power and customer demand grow, the number of customers, 
as well as the volume of transactions in the online second-hand market undergoes an 
explosive growth, and the various ways of communication are speeding up the transaction 
process [6]. It is also significant to note that the rate at which this market is growing has never 
been seen before. 

In addition to conventional types of purchases such as clothes and gadgets, Generation Z 
has now expanded their shopping list to a much broader assortment of products, such as 
innovative products, fashionable products, and retro luxury brands which are specifically 
attractive to this generation. This tendency of diversification in customer demands can also 
be linked to how community-based scene marketing contributes to the stimulation of 
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consumption needs, and bringing the second-hand market back to life [7]. As a result, the 
second-hand market ceases to be merely an outlet to dispose off unnecessary things but turns 
out to be a lively place where diversity in consumption patterns is possible. The market 
experiences the transformation in an extent that greatly broadens the area and dimensions of 
the market. 

Moreover, an increasing request of second hand luxury goods among young people, 
particularly Generation Z, has been a significant factor that causes the appearance of new 
items in such a sector. Due to their different styles and requirements, traders are always in 
the process of revising and changing their products due to the combined pressures of platform 
creation and market needs, which leads to a considerable growth of the total value of the 
market. 

3 The current condition of scene-based marketing in second-
hand trading platforms among Generation Z in the context of the 
so-called thrift hunting culture 
With the changing consumption concepts of Generation Z and the increasing influence they 
have over the market, the second-hand market is slowly transforming into scene based 
marketing models. The platforms continue to experiment in different novel approaches of 
scenes so as to suit the specific shopping ideas and practices of Generation Z. Experiential 
quality, personalization of merchandise, and embracing green products are some of the 
attributes that define this cohort of people with respect to shopping experience which means 
that only genuine and immersive shopping environments will ensure that such a group is 
satisfied. Nevertheless, the existing market situation indicates a period of exploration of 
scene-based models of marketing. A large number of chronic and complicated problems are 
preventing the platforms from fully supporting the consumer culture of Generation Z. These 
challenges are not only limiting the intense emotional connection between platforms and the 
internal world of users and their emotional requirements but also limit the development of 
platforms, user retention and conversion rate of orders. Thus, it is high time to adopt more 
accurate and efficient solutions to this problem and stay abreast of the growing demographic 
of Generation Z. 

3.1 Analysis of the current state of scene-based marketing on second-hand 
trading platforms 

The leading second-hand trading websites have acknowledged the value of scene-based 
marketing. The aim of such platforms is meeting the needs of the so-called thrift-hunting of 
Generation Z consumers by developing basic infrastructure of scene-based marketing that 
was identified to play an important role in the further evolution of idle product trading 
markets. As an example, in other platforms different scene tags could be assigned to groups 
like digital appliances, clothes and bags, popular toys and cultural creative products, among 
others. They provide specific search services on this scene, in the digital appliance, by mobile 
phone brands used to trade-in [8]. Several other platforms have deliberately developed 
special scenes including: "Graduation Season Yard Sale," "Vintage Style Selection," and 
"Trendy Toy Special Discounts". These scene designs appeal to the tastes of Generation Z, 
as well as reminiscing their nostalgia, changing idle things into abandoned ones into renewed 
ones. There are also attempts to come up with online flea market formats enabling users to 
obtain the same feeling of shopping through physical shops when purchasing on line 
increasing the level of satisfaction and the achievement level achieved by Generation Z in 
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searching for bargains - a statement that highlights the drastic reform initiatives undertaken 
by the platforms. 

Also, the number of trading websites based on selling and buying of second-hand 
products is growing and many of them aim at creating scene-driven by the content because it 
can play a significant role in increasing the competitiveness of the platform and being 
innovative [9]. Through directing users to place their own distinctive search history and 
narrative inspiring stories about products, platforms create nostalgic scenes of quot;treasure 
huntsquot;, which instills more ownership sentiments in idle commodities during their 
circulation. The user-generated content (UGC)-driven strategy to content scenes is very 
engaging with younger people, motivates them to participate actively, and motivates them to 
be active participants in the treasure hunting game. The approach is also emotionally 
supportive to trade-in process of electronic gadgets such as mobile phones among others. 

Nevertheless, regardless of promising outcomes of initial attempts, scene-based 
marketing implementation on the second-hand platforms is still subject to a number of 
obstacles, which impede the development of the platforms into their full potential 
transformation [9]. Initially, there may be inadequacy in terms of the complexity and the 
degree of richness in the scenes. Most of the platforms tend to construct scenes around certain 
product categories or seasonal topics. Even though this provides some level of convenience 
to the user, it is not effective in most cases in creating keen interest and deep engagement 
amongst the young individuals, making it difficult to maximize the emotional and reuse value 
of the second-hand goods. Secondly, the combination of online and offline channels has not 
been achieved. Despite some channels trying to recreate the offline shopping experience 
online, the interaction and sensory cannot be replaced by the true shopping experience. 
Trying on products, conversing with the seller directly, bargaining, or exchanging stories 
about the purchases are social factors that cannot be easily replicated online that goes against 
the high quality development aim on the second hand market. 

3.2 Core pain points of scene-based marketing on second-hand trading 
platforms 

Nowadays, the majority of second-hand trading facilities have the same attributes when it 
comes to their scene-based marketing: having no individualized brand identity and lack of 
custom scene development. Following Wang Mengnan study on the convergence of idle 
platform models, the approach to scenes, whether they are based on product categories, 
themes of activities or emotions, is usually simplistic and shallow [10]. The fail to convey 
the basic nature of the thrift hunting culture among the Generation Zers, which results into 
the scenes being homogeneous across various platforms and does not leave any memorable 
impression in the minds of the Generation Zers. 

As an illustration, most e-commerce stores sort their products into large categories such 
as digital goods, clothing, or trendy toys. Nevertheless, the way these scenes are designed is 
too raw and unrefined to properly address the psychology of the Generation Z "thrift hunter." 
It does not fulfill their emotional requirements and thwarts the aims of improving the 
customers purchase experience, which is mentioned by Wang Ke [11]. The majority of 
platforms just add a story tag to the product detail page when they offer emotional scenes, 
but do not have any overall framework to the emotional scenes. These methods do not bring 
about authentic feelings and can not be used to ensure that negative experiences will not arise, 
as warned by the author Yu Qiang [11]. Offline scene is also generic in most cases, and the 
display format has no authenticity and personalized sensation akin to thrifting experience. 
Convergence of marketing prevents platforms from creating different beneficial advantages 
and forces them to use such measures as lowering prices, offering discounts and coupons in 
order to draw consumers in. This strategy does not nurture user loyalty, nor will it efficiently 
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utilize scenes to reduce the risk of transactions [12]. In addition, on other platforms, the 
offline scenes do not have unique characteristics and do not have distinct experiences to suit 
their business model, making the offline store uncompetitive. 

4 Conclusion 
The paper presents a systematic discussion about the concept of scene-based marketing and 
emotional resonance on second-hand trading websites, based on the culture of thrift hunting 
of Generation Z. The paper finds out that there are four core features in the behaviour of 
Generation Z when it comes to bargaining: value orientation, emotional resonance, 
uniqueness (individualism), and sustainable consumption inclination. Emotional experience 
is now a significant component determining their buying patterns. Scene-based marketing of 
present platforms tends to be shallow in design and not truly emotionally resonant thus 
restricting stickiness of consumers and conversion rates. Scene-based marketing and 
emotional resonance are very well-related and mutually supportive, which are essential levers 
to push high-quality development at a platform. Finally, the study concludes that secondary 
markets should find more effective ways to fulfill the demands of the new era consumers and 
increase the market vitality by completely complying with the emotional and cultural desires 
of Generation Z and by constantly enhancing scene-based marketing and emotional 
connection mechanisms. 

The value of this paper can be significant in the future studies of marketing in the sector 
of the second-hand e-commerce. The contribution can be made by giving some insight on 
formulating marketing strategies using second-hand e-commerce platforms; helping 
construct the user emotional marketing system; preparing pathways in scene designing, 
which focus on the youth population; and presenting theoretical backing to the relationship 
between the idle economy and the conduct of consumers of Generation Z. In the future, 
research might go further to explore such features of the second-hand trading as scene 
differentiation depending on the varieties of second-hand products, the emotional marketing 
with the use of AI, cross-platform emotional resonance as a means to refine, make it easier 
and sustainable the environment of the second-hand trading market with regard to the digital 
information age. 
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