BUY. IMPROVE. FLIP.

MONEY RESELLING
CLOTHES ¢

How to Source, Photograph,
Price, and Sell Secondhand
Fashion Online

JACK FLIPWELL




TABLE OF CONTENTS

INTRO .ot e eeeee e e e e e e eeeeaaes 1
Chapter 1 - Start With the Market, Not the Rack.................... 9
Chapter 2 - Condition, Defects, and Authenticity - Do Not

Buy Problems You Cannot Price........ccuuueeiiiiiiiieieeeiieeeeeeeee, 16

Chapter 3 - Cleaning and Preparation - Add Value Without
Damaging the INVENTOrY .....ccoevviieiiiiiiiiiieeee e 24

Chapter 4 - Measurements and Photography - Build a Listing
BUYErs Can TrUST...ciiviiieei et ee e 33

Chapter 5 - Write Listings That Sell - Titles, Descriptions,
and Useful Information .............ceeeeiiiiiiiiiiiiiieeecceeee, 42

Chapter 6 - Pricing and Platforms - Sell for Margin, Not Hope

............................................................................................. 50
Chapter 7 - Packing and Shipping - Profit Is Not Real Until
the Item Arrives Safely ..., 58
Chapter 8 - Returns, Complaints, and Customer Service -
Protect Margin Without Fighting Every Buyer ..................... 66
Chapter 9 - Cost Tracking and Real Profit - Count Everything
That ReduCes MargiN.......ccoevivuiuiireieeeeiiiiiiiieee e eeeeeeeiieees 75
Chapter 10 - Taxes and Business Formalities - Regular
Reselling Needs a Legal Foundation ..........ccceevvviiiiinnneeenens 82
Chapter 11 - Scale Without Creating Chaos..........cccceeeeuuneee. 90

Chapter 12 - Capital, Liquidity, and Inventory - Do Not Let
Profit Get Trapped on the Shelves .......cccoevvveviiiiiiiieeeeeeeeeen, 98

Chapter 13 - Sourcing Inventory - Build Supply Channels
Instead of Chasing Random DealS......cccceeeveveviiviieeeeeeeennns 106



Chapter 14 - Specialization and Data - Build an Advantage

Buyers Cannot See.....c.uuuuiiiiiiiiiiiiiiceeececece e 13
Chapter 15 - Negotiation, Promotions, and Aging Inventory -
Recover Capital Without Giving Away Margin.................... 121
Chapter 16 - Build a Weekly Operating System - Turn
Individual Sales Into a Repeatable Operation..................... 128
Chapter 17 - Transaction Security and Fraud - Protect Your
Account, Money, and INVENTOrY ......coueeivveeriieieieieeevceeenis 135
Chapter 18 - Optimize Profitability - Earn More Through
Better Decisions, Not More Chaos .......cceeevvevvvnieivinneinnnnnns 143
Chapter 19 - Build a 12-Month Strategy - Manage the Result,
Not the Listing CouNt......cccciviiiiiiiiiiiniiiiicee e 151
Chapter 20 - From the First Iltem to a Repeatable Business -
The Complete Resale Model........cooovvvieiiiiiiiiniiiiiiieneceeeiennn, 158



INTRO

Secondhand fashion has become a serious resale market.
Clothing that once moved mainly through thrift stores, flea
markets, charity shops, or family hand-me-downs can now be
sourced locally and offered to thousands of buyers online
within hours. Selling platforms have made entry easier, but
they have also increased competition. Buying something
cheaply is no longer enough. To make reselling work
consistently, you need to understand what people actually
want, what they are willing to pay, how quickly an item is likely
to sell, and when the smartest decision is to leave it behind.

That is the basic idea behind clothing flipping. You buy an
item below its realistic resale value, improve the way it is
prepared, presented, and described, then sell it at a margin.
Sometimes the value you add comes from cleaning, steaming,
repairing a loose button, taking accurate measurements, or
producing better photographs. Sometimes it comes from
identifying a model, fabric, collection, or category that the
previous seller did not recognize. The most valuable skill,
however, is not making an average item look better. It is
buying the right item at the right price.

A $10 shirt is not automatically a deal, and a listing priced
at $150 does not prove that the market values the product at
$150. An item can sit online for months at an unrealistic asking
price without generating a transaction. What matters more is
evidence: comparable sales, current competition,
seasonality, condition, demand, and how quickly similar
products are actually moving. Throughout this book, we will
separate asking prices from realistic selling prices because
confusing the two is one of the fastest ways to overpay for
inventory.



Another common mistake is confusing revenue with profit.
If you buy a jacket for $30 and sell it for $90, the $60
difference is not necessarily your true profit. You may also
have cleaning costs, packaging materials, platform fees,
shipping expenses, transportation, repairs, returns, taxes,
and time invested in handling the transaction. A resale model
that looks excellent when only purchase and selling prices are
compared can become mediocre once the full cost is
included. You cannot improve what you do not measure.

The purpose of this book is to help you treat secondhand
clothing as inventory rather than as a collection of exciting
finds. You do not need a warehouse, expensive camera
equipment, or encyclopedic knowledge of every fashion
label. You need a repeatable decision process. That process
should help you evaluate category, brand, model, size,
material, condition, seasonality, demand, likely selling price,
expected selling time, and maximum purchase price. A
framework like that remains useful even when trends change.

Brands matter, but they should be treated as one variable
rather than as guarantees. A famous label cannot rescue an
unwanted style, severe wear, an awkward size, or a purchase
price that leaves almost no room for profit. At the same time,
a less recognizable brand can perform well if the item has a
desirable cut, excellent fabric, unusual design, practical
function, or demand within a particular niche. Strong resellers
learn combinations rather than memorizing logos. They ask
whether the entire product makes sense.

Condition is one of the biggest drivers of resale value and
one of the easiest areas in which to make expensive mistakes.
A small stain, stretched cuff, worn lining, broken zipper,
pilling, sole damage, or missing button can reduce both price
and buyer confidence. Higher-value brands create an



additional challenge because counterfeits enter the market. If
you cannot reasonably support an authenticity claim, you
should not present an item as genuine simply because it has
the right logo or because the previous owner said it was
authentic. Uncertainty must be treated as risk.

Preparing an item for sale means improving presentation
without hiding reality. A clean, properly steamed garment
displayed in good light can look significantly more desirable
than the same garment photographed wrinkled on a cluttered
floor. That does not give you permission to conceal flaws,
alter colors aggressively, or describe a worn item as nearly
new. Good presentation makes the product easier to
understand. It should reduce the difference between what the
buyer expects from the listing and what arrives in the
package.

Measurements play an important role because clothing
sizes are inconsistent. A medium from one brand can fit like a
small or large from another, and older collections often use
proportions that differ from current sizing. A strong listing
therefore does more than repeat the size tag. It gives useful
measurements taken with a consistent method and lets the
buyer compare them with clothing they already own. Accurate
measurements cannot guarantee fit, but they reduce
uncertainty and unnecessary questions.

Pricing requires a balance between margin and speed.
Price too high and your money can remain trapped in
inventory for months. Price too low and you may sell quickly
while giving away margin you could reasonably have kept. We
will use realistic price ranges, minimum acceptable returns,
planned markdowns, and target holding periods rather than
treating one asking price as permanent. In many resale
models, turning the same capital several times can be more



valuable than holding out indefinitely for the highest possible
price on every item.

Consider two sellers with the same $1,000 starting budget.
One invests most of it in a handful of expensive pieces that
may take months to move. The other buys a larger number of
lower-cost items with proven demand and faster rotation.
Neither strategy is automatically superior. The correct choice
depends on margin, risk, available storage, workload, and
selling time. What matters is recognizing that money tied up
in unsold inventory cannot be used to buy the next
opportunity.

The platform also affects the economics of a product.
Everyday fashion, vintage clothing, sneakers, children's wear,
premium brands, and luxury goods can attract very different
buyers depending on where they are listed. Platforms differ
in search behavior, fees, shipping systems, dispute
procedures, buyer expectations, authentication policies, and
rules for commercial sellers. Those conditions can change.
Always verify the current rules of the platforms you use rather
than assuming that a procedure or fee described in any book
remains permanent.

The same caution applies to taxes, consumer rights, and
business status. Selling unwanted clothes from your own
closet may be treated differently from regularly purchasing
goods with the intention of reselling them for profit.
Depending on your jurisdiction and operating model, business
registration, tax reporting, recordkeeping, return rights,
consumer protections, or other obligations may apply. This
book is not individualized legal or tax advice. As your activity
becomes more regular or more valuable, check current
official rules and seek professional guidance where
appropriate.



Scaling too early is another frequent source of trouble. A
few successful sales can create the impression that buying
ten times more inventory will produce ten times more profit.
In reality, more stock creates more cleaning, measuring,
photographing, listing, messages, packing, storage,
accounting, and mistakes. Scaling makes sense only after the
basic process is reliable. First prove that you can source
intelligently, calculate real margins, control inventory, and
turn stock back into cash.

This book will not build a strategy around spectacular one-
off finds. Buying a jacket for $20 and selling it for $500 is
possible, but it is not a dependable business plan. A
repeatable ability to buy items at sensible prices and sell them
with predictable margins is far more useful. Consistency
matters more than excitement. A seller who understands fifty
ordinary transactions often has a stronger model than
someone waiting for one extraordinary score.

Across the twenty chapters ahead, we will move through
the complete resale cycle: sourcing, category and brand
selection, condition and authenticity checks, cleaning,
preparation, measurements, photography, listings, pricing,
platform selection, shipping, returns, customer service, cost
tracking, taxes, inventory management, cash flow, scaling,
security, and long-term optimization. You will also learn when
not to buy, when to cut a price, when to remove dead stock,
and when additional scale would create more problems than
profit.

That is the logic of BUY. IMPROVE. FLIP. Find the Deal. Add
the Value. Keep the Margin. The deal is not simply the
cheapest item you can find. The value is not created by hiding
defects or inventing a higher worth. The margin comes from
better selection, better information, better preparation, better



execution, and better control of your numbers. When those
decisions become repeatable, reselling stops being a series
of lucky finds and starts becoming a business process.



Chapter 1 - Start With the Market, Not
the Rack

The most expensive mistake a new reseller makes usually
happens before the first purchase. They see a recognizable
label, a low price, or a garment that looks fashionable and
assume somebody will pay more for it online. A better resale
process works in the opposite direction. First you study what
buyers are actually purchasing, then you estimate a realistic
selling price, and only then do you decide how much you can
afford to pay. You are not buying an item because it is cheap.
You are buying it because the numbers suggest that it can
produce an acceptable return within a reasonable period.

The secondhand clothing market is not one single market.
The same brand may sell quickly in outerwear and poorly in
shirts, one sneaker model may have strong demand in a few
sizes and weak demand in others, and the resale value of a
coat can change dramatically with the season. That is why
useful research starts with categories rather than logos.
Jackets, jeans, dresses, knitwear, sneakers, children's
clothing, activewear, vintage garments, and luxury
accessories all behave differently. They have different
buyers, price ranges, condition expectations, return risks, and
selling speeds.

At the beginning, build a narrow area of competence. Do
not try to learn every brand and every category at once.
Choose two or three categories that appear frequently in the
places where you source and that you can learn to inspect
quickly. If your local thrift stores are strong in denim, jackets,
and sweatshirts, start there. If you repeatedly see premium
children's clothing or technical outdoor wear, that may be a



better niche. Specialization improves decision speed and
makes your early data much easier to compare.

Your best source of market information is current
marketplace evidence, not a generic article listing "the best
brands to resell." Where a platform shows completed or sold
listings, study actual transaction prices. Where it only shows
active listings, look at the number of comparable items, how
long they appear to remain available, buyer engagement
signals, and how much price competition exists. A jacket
listed for $300 does not prove a $300 market value if twenty
similar jackets are sitting between $110 and $160. Asking
prices are advertisements. Transactions are evidence.

Comparables should be as close as possible to the item
you are evaluating. A sweatshirt from a specific label is not
automatically comparable with every sweatshirt made by that
label. Model, line, gender category, size, color, material,
condition, age, and season can all matter. If your comparison
set is too broad, the resulting price range becomes almost
meaningless. Five genuinely similar sales can be more useful
than fifty random listings with the same logo.

You also need to think about supply relative to demand. If
a search produces hundreds of active listings and only
occasional signs of sales, competition may be too high. If
similar products appear and disappear regularly while active
supply stays limited, the category may have stronger rotation.
You do not need sophisticated statistics to begin. Learn to
distinguish between scarce and wanted, scarce and
unwanted, common and fast-moving, and common but
permanently oversupplied.

Your next decision is the maximum purchase price. A
practical starting formula is realistic selling price minus all
expected costs minus your minimum required profit. Suppose
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