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Abstract 

Background:  Today’s fashion industry is one of the most wasteful and polluting 

industries, which contributes to a global concern. A transition from a linear to a circular 

approach is needed, in which consumers play a key role. Clothing rental subscription is among 

the sustainable business models that aim to reduce the production and disposal of clothes by 

increasing their utilization and extending their lifetime. Based on the attitude-intention relation 

from the Theory of Planned Behavior and on current literature, we develop a theoretical 

framework. 

Purpose:   The purpose of this study is to investigate the influences of perceived 

sustainability, perceived enjoyment, perceived financial risk, perceived performance risk, 

fashion leadership, psychological ownership and perceived convenience on consumers’ 

attitudes towards clothing rental subscription services and their intentions to engage in this 

circular fashion business model. 

Method:  To fulfill the purpose, we conducted a quantitative study. Primary data was 

collected through online questionnaires, resulting in 282 responses from German females. 

Multiple linear regression analyses were conducted to identify the influences of the above-

mentioned factors on attitude and on intention. Lastly, a linear regression analysis was used to 

test attitude’s influence on intention. 

Conclusion:  The results show that consumers’ attitudes towards clothing rental 

subscription are positively influenced by the perceived sustainability and perceived enjoyment 

of the business model, and negatively influenced by perceived financial risk and perceived 

performance risk. Their intentions to participate in clothing rental subscription were shown to 

be positively influenced by perceived enjoyment and attitude, while negatively influenced by 

perceived financial risk. Focusing on one clothing rental business model, we contribute to 

research in the field and provide valuable implications for practitioners. 
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1. Introduction 

1.1 Background 

The fashion industry has significant impact on the environment and contributes to a global concern, 

as it is part of our everyday lives and is considered to be one of the most wasteful and polluting 

industries (Jacometti, 2019; Jia et al., 2020; Ki, Park, et al., 2020). Today, the way the textile 

industry operates is almost completely linear. In this linear approach, companies use non-

renewable resources to produce clothes, which are then sent to landfills or incinerated after only a 

short period of time (Ellen MacArthur Foundation [EMF], 2017; EMF, 2019). The production of 

clothing requires large amounts of non-renewable resources and its total greenhouse gas emission 

is estimated to be 1.2 billion tons every year, which is more than the emission of all international 

flights and maritime shipping together (EMF, 2017). In addition, the produced clothes are 

underutilized and more than half of them are disposed of in under a year (EMF, 2017). The 

production of clothing in emerging countries contributes to low prices in the fashion industry and 

makes clothing easily disposable (Jacometti, 2019). Adding to the problem, less than 1% of the 

used clothing’s material is recycled into new clothing, which creates more than 100 billion U.S. 

dollars lost value in materials annually (EMF, 2017). As customers and authorities become more 

aware of sustainability issues, there is more pressure to change the linear economy’s “take-make-

use-throwaway” system and focus more on environmental, economic and social issues (Ki, Park, 

et al., 2020). The world’s awareness of the climate crisis and changing consumer needs motivate 

the fashion industry to adopt the ideas of sustainable fashion (EMF, 2019; Sengupta & Sengupta, 

2020). 

An alternative concept to today’s linear economy model is the circular economy (CE), which 

replaces the cradle-to-grave logic of a linear economy with a cradle-to-cradle approach by 

reincorporating waste into the process of value creation. Many different circular economy 

definitions have emerged. In the European Union, the concept of the Ellen MacArthur Foundation 

has become influential (Hopkinson et al., 2018), which defines the circular economy as a systems-

level approach to economic development. It is regenerative by design and aims to decouple 

economic growth from virgin resource consumption and thus benefits businesses, society and the 

environment (EMF, 2019). To achieve economic growth without extensive exploitation of natural 
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resources, the focus of the circular economy is on maximizing resource efficiency along all stages 

of production and consumption (Esposito et al., 2018).  

The increased awareness about environmental issues has led to initiatives by global fashion 

companies as well as small businesses that aim to make the fashion industry more sustainable. 

Some of them can be associated with circular economy, while others just aim to reduce the negative 

effects of the current linear economy. Examples of circular fashion initiatives that have been 

studied are recycled and upcycled fashion (H. J. Park & Lin, 2020), second-hand fashion (Guiot 

& Roux, 2010), product take-back initiatives (Kant Hvass & Pedersen, 2019) and clothing rental 

(Armstrong et al., 2016; S. H. N. Lee & Chow, 2020). This shows the variety of strategies towards 

a circular economy. These different strategies and business models are not exclusive but should 

rather be treated as complementary (Lacy et al., 2020b).  

Clothing rental has the potential to disconnect value from material consumption, which can reduce 

the impact the fashion industry has on the environment (Armstrong et al., 2016). Renting is defined 

as “a transaction in which one party offers an item to another party for a fixed period of time in 

exchange for a fixed amount of money and in which there is no change of ownership” (Durgee & 

Colarelli O’Connor, 1995, p. 90). Piscicelli et al. (2015) argued that renting is a possible way to 

increase the reuse of products and avoid unnecessary use of resources. As the non-ownership use 

of products only provides temporary access to items, more than one customer is able to use them 

throughout the products’ lifetime. Moreover, clothes are not disposed of by customers, instead 

they are recycled by the renting company when necessary, which also increases the products’ 

lifetime. By increasing the utilization and lifetime of the products, the quantity of produced and 

purchased products can be reduced as a result of renting (Moeller & Wittkowski, 2010). Piontek 

et al. (2020) also argued that rented fashion items are better utilized than in the traditional 

ownership model of consumption, which can reduce the environmental impact of the fashion 

industry. According to the Ellen MacArthur Foundation (2017), 44% of greenhouse gas emissions 

of the fashion industry could be avoided if items were worn twice as often. Lower levels of 

production require less material consumption, and less used energy and water, and overall decrease 

the amount of waste (Armstrong & Lang, 2013). Furthermore, strategies that aim to increase the 

utilization and lifetime of products are among the most economically attractive circular business 

models for companies (EMF, 2019). These reasons make clothing rental an interesting topic for 
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further research since it could contribute to increasing the utilization of clothes, while also creating 

attractive business opportunities. 

Clothing rental includes a variety of business models, such as peer-to-peer clothes rental, short-

term rental, children’s clothes and maternity wear rental, fashion libraries and clothing rental 

subscription services. In case of peer-to-peer services, individual consumers manage the renting 

process among themselves with the help of a platform (Conlon, 2020). However, most fashion 

rental platforms employ business-to-customer (B2C) models (S. H. N. Lee & Huang, 2020a). 

Within B2C models, short-term rental is already quite common. It means a one-off rental of a 

garment for a special occasion or event, such as renting a wedding dress or a tuxedo (Fashion for 

Good & Accenture Strategy [FGAS], 2019; Little, 2019). Renting children’s clothes and maternity 

wear are also popular, as these products are only needed for a short period of time, which makes 

owning them seem redundant (Little, 2019). Fashion libraries are also gaining popularity, as they 

allow customers to rent clothes on a membership basis for reasonable fees. These libraries either 

take clothes from their members to extend their wardrobe or they accept donations from designers. 

However, fashion libraries are usually not profitable and depend on volunteer work (Pedersen & 

Netter, 2015). Clothing rental subscription models for everyday clothes are fairly new and are still 

being tested (Conlon, 2020; Little, 2019). This rental model normally offers clothing items in a 

curated box containing 3 or 4 pieces. Customers subscribe to the service and pay a monthly 

subscription fee. In return, they get a box of clothes that they can keep and use for a fixed period 

of time – usually one month – and then have to return (Piontek et al., 2020). 

Most literature has focused on studying clothes rental in general or by investigating several 

business models at the same time (Armstrong et al., 2015; Lang, 2018; Lang et al., 2020). 

However, as discussed above, these models differ from each other. Therefore, focusing on one 

model in particular can be helpful to gain a clearer and deeper understanding of it and was also 

suggested for future research by Won and Kim (2020). Moreover, different circular fashion 

initiatives appeal to different types of customers (EMF, 2017). Therefore, researching the 

customers’ perspectives on each circular fashion business model separately is worthwhile. 

Clothing rental subscription is fairly new and different from the other business models. First of all, 

customers do not pick the items they would like to rent, instead, they get a curated box, which is 

not the case in other types of clothes rental. Moreover, it is a recurring rental model and not just a 
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one-off rental of clothing items, which suggests a long-term commitment (FGAS, 2019). 

Additionally, it is a type of fashion rental for everyday clothes and not only for a special occasion 

or period in life, aiming to fulfill the experiential fashion needs of the customers (Conlon, 2020). 

As such, clothing rental subscription potentially resolves the contradiction between consumers’ 

desires to regularly renew their appearance and sustainable consumption of clothes (Niinimäki, 

2010). Therefore, in this paper, we focus on the clothing rental subscription business model in 

particular. 

Achieving circularity in the fashion industry depends on all participants, such as manufacturers, 

product designers and consumers (Koszewska et al., 2020). However, the speed and success of 

change depend on consumers’ attitudes and behaviors and on an increasing customer demand for 

circular business models (Koszewska et al., 2020; Lacy et al., 2020a). For clothing rental, the 

economic and ecological success of this business model relies on the willingness of consumers to 

change their consumption preferences regarding clothing. A shift of consumers’ perceptions 

around sharing and reusing garments is required (Conlon, 2020; Mukendi & Henninger, 2020). 

Furthermore, as Armstrong et al. (2016) stated, consumers need to adopt a non-ownership style of 

consumption. Due to the importance of consumers’ willingness to change their consumption habits 

and the extent to which they would need to change them, exploring consumers’ attitudes and 

intentions towards fashion rental initiatives is essential to assess and further increase the viability 

of this business model. The attitude towards a behavior refers to “the degree to which a person has 

a favorable or unfavorable evaluation or appraisal of the behavior in question” (Ajzen, 1991, p. 

188). A positive attitude towards a behavior increases the intention to perform the behavior. The 

intention to perform a behavior refers to how much effort people are willing to exert to perform 

the behavior. The higher the intention, the more likely it is that the person will engage in the 

behavior (Ajzen, 1991). This relationship between attitude and intention is a part of the Theory of 

Planned Behavior by Ajzen (1991), which is a widely applied model to examine factors that impact 

consumer behavior.  

The forerunners of the shared apparel market are America and Europe, which together accounted 

for 80 percent of the shared apparel revenue worldwide in 2019, followed by Asia (16%) (Statista, 

2020). Out of these three regions, the fastest expansion of the shared apparel sector is projected 

for Europe in the next years, doubling the market revenue from 1.2 billion U.S. dollars in 2019 to 
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2.4 in 2025 (Statista, 2020). The German clothing industry has the highest value among the 

European countries with approximately 63.3 billion U.S. dollars (Shahbandeh, 2020). 

Furthermore, Wahnbaeck and Roloff (2017) found that German consumers are becoming aware 

of environmental issues with 60% of their respondents admitting to owning more clothes than they 

need. This makes Germany a potentially big market for clothing rental, which has not been 

thoroughly researched yet. Previous studies on clothing rental often focused on the US market (e.g. 

Lang & Armstrong, 2018; S. H. N. Lee & Chow, 2020; S. H. N. Lee & Huang, 2020a). Therefore, 

our focus is on the German market, as an example of a country in the fast-growing European 

market for shared apparel. There are already some fashion rental companies established in 

Germany. Companies such as Kilenda, Kiindo and Räubersachen offer childrens’ clothing and 

toys. Examples of subscription services include Pool, which focuses on high-end menswear, 

Myonbelle, Modami and Unown, which all focus on female customers specifically. 

According to S. H. N. Lee and Chow (2020), women have higher intentions to engage in clothing 

rental. For example, the customer segment of fashion libraries mainly consists of young females 

(Pedersen & Netter, 2015). Furthermore, female customers are identified as primary purchasers of 

fashion and apparel products and have a stronger interest in shopping than men (H.-S. Kim & 

Hong, 2011). As men and women have different behaviors in fashion consumption, it is reasonable 

to study the two gender groups independently (H.-S. Kim & Hong, 2011). Therefore, in this paper, 

we investigate only female consumers’ attitudes and intentions towards clothing rental 

subscription.  

The gap in the literature that this thesis focuses on is customers’ attitudes and intentions towards 

clothing rental subscription. As pointed out by Ki, Chong et al. (2020), previous research about 

circular fashion (CF) has mainly focused on internal stakeholders (fashion suppliers, retailers and 

manufacturers and product designers) and their perspectives. However, achieving a circular 

economy in the fashion industry also depends on consumer demands (Lacy et al., 2020a). 

Consequently, further research that investigates the motives and needs of customers of the fashion 

industry is required (EMF, 2017). The trend of access-based consumption, which refers to 

transactions in which ownership is not transferred to the consumer (Bardhi & Eckhardt, 2012), has 

recently started to become more popular in the fashion industry. However, fashion renting is still 

lacking in popularity and more research is needed to identify motivations and barriers for 
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consumers’ attitudes and intentions towards clothing rental (Lang, 2018; Piscicelli et al., 2015). 

Therefore, understanding consumers’ willingness to participate in this new business model is 

valuable (Lang et al., 2020). Clothing rental subscription is still in its infancy and requires further 

research. Moreover, many of the articles in the field focus on clothes rental in general or study 

several fashion rental business models at the same time (Armstrong et al., 2015; Lang, 2018; Lang 

et al., 2020). Researching customers’ attitudes and intentions towards one particular business 

model for fashion rental can bring new insights for theory and useful implications for practitioners 

since consumers’ motivations to participate may differ from clothing rental subscription to other 

business models. 

1.2 Problem 

The fashion industry is one of the most wasteful industries and has a significant negative impact 

on the environment. It currently operates in a linear system, uses large amounts of non-renewable 

resources and materials for producing clothes, which are then incinerated or end up as landfill 

waste in a short period of time. As the world becomes more aware of the harmful effects of this 

take-make-use-throwaway system, it is apparent that changes need to be made in order to make 

the fashion industry more sustainable. The circular economy is a possible solution to this problem. 

Its goal is to achieve economic growth without exploiting natural resources, by incorporating waste 

into value creation and maximizing resource efficiency. Clothing rental is an option that brings 

circularity into the fashion industry and it has the potential to reduce the amount of purchased and 

produced clothing, which contributes to less wasted resources and materials. Through clothing 

rental, several customers use the same fashion item throughout its lifetime, which increases the 

utilization of the apparel product. Despite its significant potential to contribute to a more 

sustainable fashion industry, clothes rental is still lacking in popularity and the different business 

models focusing on fashion rental have not been thoroughly researched. Moreover, clothing rental 

subscription is a fairly new business model. These reasons make it ideal for further research. To 

be able to evaluate the potential of this model, it is important to study customers’ attitudes and 

intentions towards it. 
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1.3 Purpose 

Consumers’ acceptance of clothing rental services is critical for it to become a widescale business 

model and reduce the environmental impact of the fashion industry. We aim to investigate 

consumers’ attitudes and intentions towards clothing rental subscription. Based on previous 

literature, we identify factors that influence consumers’ willingness to participate in clothing rental 

subscription. These are perceived sustainability, perceived enjoyment, perceived financial risk, 

perceived performance risk, fashion leadership, psychological ownership and perceived 

convenience. The purpose of this study is to investigate the influences of these factors on 

consumers’ attitudes towards clothing rental subscription services and their intentions to engage 

in this circular fashion business model. To fulfill the purpose of the thesis, we aim to answer the 

following research questions:  

RQ1: What is the influence of perceived sustainability, perceived enjoyment, perceived financial 

risk, perceived performance risk, fashion leadership, psychological ownership and perceived 

convenience on consumers’ attitudes towards clothing rental subscription services?  

RQ2: What is the influence of the above factors on consumers’ intentions to participate in clothing 

rental subscription services? 

RQ3: What is the influence of consumers’ attitudes on their intentions to engage in clothing rental 

subscription services?  



16 

 

2. Literature Review 

In our literature review, we first introduce clothing rental as a circular business model for the 

fashion industry. We discuss the negative environmental impacts of the fashion industry, then 

suggest and describe circular economy as a possible solution. Finally, we define clothing rental 

subscription as the focus of our research. 

In the second part of this chapter, we focus on consumer attitudes and intentions towards clothing 

rental subscription. We begin by discussing the relationship between attitude and intention by 

reviewing Ajzen's (1991) Theory of Planned Behavior. Next, we assess Hamari et al.’s (2016) 

theory, which focuses on consumers’ attitudes and intentions towards collaborative consumption. 

We use their model as a basis and extend it with current literature to build a theoretical model that 

we test at a later stage. 

We used Primo, Google Scholar and Web of Science to research our topic and paid attention to 

only include academic papers in our literature review. We applied several keywords and their 

combinations for the search, such as „circular”, „fashion”, „cloth*”, „garment”, „rent*”, 

„collaborative consumption” and „apparel”. To see if there is research about clothing rental 

subscription specifically, we also searched for the combination of “subscription” and “fashion” or 

“cloth*”. The articles found this way were about fashion subscription retailing. However, we found 

some aspects of these research papers to be relevant to clothing rental subscription as well, so we 

also included them in our literature review. Additionally, we complemented the keyword searches 

with snowballing and tracing citations to find influential publications in the field of collaborative 

consumption as suggested by Easterby-Smith et al. (2018).  

2.1 Clothing Rental as a Circular Business Model for the Fashion Industry  

2.1.1 Environmental Impacts of the Fashion Industry 

The fashion industry is considered to be one of the most polluting and environmentally destructive 

industries (Islam et al., 2020; Jacometti, 2019; Muthukumarana et al., 2018). It currently operates 

in an almost completely linear system, meaning that high amounts of non-renewable resources are 

used to produce apparel products which are then discarded after only a relatively short period of 

time (EMF, 2017; EMF 2019). This linear approach is often referred to as a “take-make-use-
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throwaway” or “cradle-to-grave” system and creates significant environmental impacts (Jacometti, 

2019; Koszewska et al., 2020). The production, processing, use and end-of-life of clothes 

contribute to environmental issues such as freshwater consumption, water stress, use of fossil fuel 

energy, greenhouse gas emissions, land occupation and waste generation (Pensupa et al., 2017; 

Wiedemann et al., 2020). 

The production and processing of textile require a significant amount of water, chemicals and 

energy (Pensupa et al., 2017). The fashion industry consumes 79 trillion liters of water a year 

(Niinimäki et al., 2020), which causes the depletion of groundwater levels (Hossain et al., 2018). 

For example, producing a cotton T-shirt requires 2700 liters of water combined with a large 

number of chemicals (Shirvanimoghaddam et al., 2020). The wastewater created this way is often 

discharged into local water systems without sufficient treatment and its toxicants are harmful to 

public health, the health of animals and biodiversity (Bick et al., 2018; Hossain et al., 2018). 

Furthermore, Muthukumarana et al. (2018) identified that throughout a garment’s life cycle, the 

production phase has the highest impacts of energy use. The apparel industry is a significant energy 

consumer, which contributes to natural resource consumption, generation of greenhouse gases and 

pollution that all negatively affect the environment (Hiller Connell & Kozar, 2017). 

Despite the world’s increasing awareness of the negative impacts of the fashion industry, it 

continues to grow (Niinimäki et al., 2020). Underlying reasons for that include trends like 

population growth, improving global living standards (Shirvanimoghaddam et al., 2020) and the 

rise of fast fashion (Bick et al., 2018; Niinimäki et al., 2020; Stringer et al., 2020). The fast fashion 

business model takes advantage of globalization and new technologies that enable companies to 

use cheap resources, reduce the time between the phases of production and consumption and 

deliver the newest styles to consumers at the lowest prices (Joung, 2014). It encourages over-

consumption and unsustainable practices (Stringer et al., 2020). As a result, consumers purchase 

more clothes than ever before (Joung, 2014). 80 billion pieces of new clothing are purchased each 

year throughout the world (Bick et al., 2018). Additionally, most customers only wear 20-30% of 

their clothes and the rest either stays in the closet unused or is disposed of (Joung, 2014). Due to 

these problems, over 92 million tons of waste are produced by the fashion industry each year 

(Niinimäki et al., 2020). 
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The environmental impacts and issues described above have led to growing attention on more 

sustainable approaches in the fashion industry (Shirvanimoghaddam et al., 2020). The transition 

from a linear to a circular economy is one possible solution for transforming the fashion industry 

(Koszewska et al., 2020; Stringer et al., 2020). Wiedemann et al. (2020) investigated the 

environmental impact of a woolen sweater and found that the number of garment wear events and 

the length of the apparel product’s lifetime are the most influential factors that can reduce the 

garment’s environmental impact. Therefore, extending the active lifetime of garments and 

increasing their utilization has the most potential to benefit the environment. Niinimäki et al. 

(2020) also consider the increase of garment lifetimes and the reduction of clothes purchasing as 

a possible solution. Textile reuse and recycling can offer a solution to reduce apparel production, 

waste generation and energy consumption, which can make the fashion industry more sustainable 

(Shirvanimoghaddam et al., 2020). 

2.1.2 Circular Economy in the Fashion Industry 

As mentioned before, a concept that aims to integrate economic prosperity with environmental 

sustainability and has gained popularity in recent years is the circular economy (Murray et al., 

2017). Even though the term is widely used today both in theory and practice, a plethora of 

different definitions exists, which attach different meanings to the concept and thereby impede a 

clear understanding (Kirchherr et al., 2017). One of the most influential ambassadors of the circular 

economy is the Ellen MacArthur Foundation which employs the following definition: 

“The circular economy is a systems-level approach to economic development 

designed to benefit businesses, society, and the environment. A circular 

economy aims to decouple economic growth from the consumption of finite 

resources and build economic, natural, and social capital.” (EMF, 2019, p. 19) 

In a linear economy, the industrial cycles are open, i.e. in order to produce goods, valuable 

materials are extracted from nature and then returned in degraded form as waste. This open cycle 

system is unsustainable and inevitably causes environmental problems in the long term (Ayres, 

1994). In contrast, the circular economy aims to close the cycles - also referred to as loops - by 

eliminating waste and emission leakages into nature (Geissdoerfer et al., 2017). Therefore, the 

circular economy is defined as a regenerative system (EMF, 2019; Geissdoerfer et al., 2017). By 

reincorporating waste into the generation of new products and maximizing resource efficiency, the 
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CE can minimize virgin resource consumption (Geissdoerfer et al., 2017; Ghisellini et al., 2016; 

Murray et al., 2017). As a result, in a circular economy, the amount of waste that ends up in 

landfills or in the oceans would be minimized, the consumption of raw materials would be kept at 

a level that does not irreversibly harm the environment, and the greenhouse gas emissions can be 

reduced to tackle climate change (EMF, 2019; Ghisellini et al., 2016). 

The circular economy has received some criticism from several authors for not including a social 

dimension, which is one of the three pillars of sustainability (Geissdoerfer et al., 2017; Kirchherr 

et al., 2017; Murray et al., 2017). Korhonen et al. (2018) further postulate a lack of scientific 

backup for the CE concept, which therefore remains superficial and unorganized. However, 

Geissdoerfer et al. (2017) state that in contrast to the sustainability paradigm, the CE is framed 

more concisely and provides clearer directions for its implementation. 

Different authors introduced different classifications of strategies towards a CE. Bocken et al. 

(2016) distinguish between strategies for closing, slowing and narrowing the loops. Other authors 

often refer to these strategies as recycle, reuse and reduce, and often extend this list with further 

strategies such as repair, long-lasting design, remanufacture and refurbish (Colucci & Vecchi, 

2021; Geissdoerfer et al., 2017; Ghisellini et al., 2016; Kirchherr et al., 2017). Whereas closing 

the loops refers to reusing materials through recycling, slowing the loops is about extending the 

use and reuse phase of goods. Strategies to narrow the loops aim to reduce the use of resources in 

production (Bocken et al., 2016).  

Due to the increasing awareness of the environmental ills burdening the fashion industry, CE 

solutions are attracting growing interest in the industry as well as in research (Ki, Chong, et al., 

2020; Lacy et al., 2020a). Shirvanimoghaddam et al. (2020) and Sandin and Peters (2018) 

illustrated the environmental benefits of textile reuse and recycling, such as reduced greenhouse 

emissions, reduced waste in landfills and reduced consumption of water and energy. However, 

several barriers towards implementing a circular economy in the fashion industry have been found, 

for example, technology and resource, economic, governmental and management, knowledge and 

social barriers (Ki, Chong, et al., 2020). Paradoxically, while consumer awareness is found to be 

a driver of circular fashion business models (Jia et al., 2020), consumers also account for a major 

barrier (Ki, Chong, et al., 2020). Although consumers increasingly support the idea of more 

sustainable fashion, the acceptance of actual circular offerings is often rather low (Camacho-Otero 
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et al., 2019; Kant Hvass & Pedersen, 2019; Ki, Chong, et al., 2020). More research on consumers’ 

attitudes towards circular offerings is therefore necessary, especially considering the key role 

consumers take in the transition from a linear to a circular economy (Colucci & Vecchi, 2021; 

Kirchherr et al., 2017; Koszewska et al., 2020). 

Innovative and viable business models are seen to play a key enabling role for implementing a 

circular economy. These business models do not generate profit from selling products but from 

the flow of materials and products (Colucci & Vecchi, 2021; Geissdoerfer et al., 2017). Potential 

circular business models in the fashion industry employ recycling, reuse, remanufacturing, 

product-life extension (Colucci & Vecchi, 2021), repair, refurbishment, sharing, take-back (Stal 

& Corvellec, 2018), redesign, redistribute (Patwa & Seetharaman, 2019), recommerce or rental 

principles (Lacy et al., 2020a).  

Castellani et al. (2015) suggest that reuse is to be seen as the preferred waste management option 

since it requires fewer resources and has a smaller environmental impact than recycling or disposal. 

Collaborative consumption models, such as clothing rental, focus on reusing clothes and are among 

the best currently available options for consumers to shift to a CE (Ghisellini et al., 2016). 

Collaborative consumption is a form of consumption that focuses on using products rather than 

owning them and is based on the shared usage of products in order to increase their utilization 

through renting, trading, lending and swapping (Lang & Armstrong, 2018). This is largely 

congruent with Bocken et al.'s (2016) definition of an access and performance model. Clothing 

rental aims to extend the lifetime and utilization rate of clothes and therefore can be classified as 

a strategy to slow the resource loops (Bocken et al., 2016). Even though it is still a new and niche 

business model, several authors have emphasized the opportunities it entails regarding decreasing 

the production of new clothing, thereby reducing water use, greenhouse gas emissions and textile 

waste (Castellani et al., 2015; Colucci & Vecchi, 2021; Lacy et al., 2020a). Figure 1 provides an 

overview of how clothing rental is a part of the CE.  
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2.1.3 Clothing Rental Subscription 

As discussed before, clothing rental can be approached from a circular economy perspective and 

categorized as an access and performance-based business model. However, it has been put in 

several other categories and has been approached from different directions by different researchers. 

Durgee and Colarelli O’Connor (1995, p. 90) define renting as “a transaction in which one party 

offers an item to another party for a fixed period of time in exchange for a fixed amount of money 

and in which there is no change of ownership”. Clothing rental has been categorized as a kind of 

product-service system (Armstrong et al., 2016; Armstrong & Lang, 2013; Piontek et al., 2020; 

Piscicelli et al., 2015), as a form of collaborative consumption (Lang et al., 2020; Lang & 

Armstrong, 2018), access-based consumption (Lang, 2018; Moeller & Wittkowski, 2010), which 

is also referred to as non-ownership consumption and as a part of sharing economy (Lang & 

Armstrong, 2018). These terms share the same ideas about clothing rental, which is why we took 

all of them into consideration for our literature review. 

Even though there is an increasing trend of access-based consumption in the fashion industry, the 

area of fashion renting is still scarcely researched (Lang, 2018; Piscicelli et al., 2015). A variety 

of different business models offer clothing rental to customers, such as maternity and children 

Figure 1: Clothing rental as part of the CE. Categorization adapted from Bocken et al. (2016) 
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clothing rental, short-term rental, fashion libraries or clothing rental subscription. There is already 

existing literature focusing on consumers’ attitudes and intentions towards clothing rental 

(Armstrong et al., 2015; Lang, 2018; Lang et al., 2020). However, these studies either research 

consumers’ attitudes and intentions on clothing rental in general or by investigating several 

business models at the same time. According to EMF (2017), different types of customers value 

different types of circular fashion initiatives. Therefore, studying one business model in particular 

can contribute to a clearer understanding of consumers’ attitudes and intentions towards it (Won 

& Kim, 2020). As mentioned before, some fashion rental business models are more established 

and popular than others, such as short-term rental of clothes for a special occasion or event, 

maternity and children’s clothes rental or fashion libraries. Clothing rental subscription is a fairly 

new business model and its research is still in its infancy. It also differs from other types of clothing 

rental as described before, which makes it an interesting area of research.  

There are already some companies offering clothing rental subscription. These are mostly based 

in the US, such as Rent the Runway, Gwynnie Bee or Armoire. Some examples can also be found 

in Germany, such as Unown, Modami and Myonbelle. These companies offer clothing and 

accessories for a fixed period of time. Customers pay a subscription fee, normally for one month 

and get a box containing 3 or 4 items (Piontek et al., 2020). Depending on the company, customers 

can either pick the items they would like to receive themselves or the box is curated. A curated 

subscription box contains items that are picked by a stylist or curator based on the given 

preferences of the customer. Most of the companies also offer their customers the option to 

purchase the items that they want to keep at a discount (FGAS, 2019; Piontek et al., 2020). 

According to Piontek et al. (2020), the benefits of reducing production through clothing rental only 

occur if the lifetime of the garment is extended and as a result less production is necessary. In case 

the renting model is only used to increase sales, the environmental benefits of rental are limited 

(Piontek et al., 2020). FGAS (2019) also highlight in their report that if the subscription box model 

is dependent on the purchase of items, the circular impact of the business model is rather low. The 

highest impact can be achieved by focusing on the returning of items by providing no option to 

purchase the clothes (FGAS, 2019). An example of such a company is Hack Your Closet, which 

is based in Sweden (Hack Your Closet, n.d.). Therefore, in this thesis, we define the clothing rental 

subscription model as a monthly subscription service for a fixed monthly fee. Customers are asked 

to give their style and fashion preferences and each month they get a curated box containing 4 



23 

 

items. At the same time, their previous box is collected and returned to the company. Customers 

do not have the option to purchase the items in this scenario. The process of the business model 

can be seen in Figure 2.  

 

Figure 2: Visual representation of clothing rental subscription 

Achieving the environmental benefits of this business model and the transformation from a linear 

to a circular economy in the fashion industry require collaborative and system-wide change (EMF, 

2017). For the successful and sustainable implementation of clothing rental as a circular business 

model, it must be complemented by circular design principles that are embedded in the production 

of clothing (EMF, 2019; FGAS, 2019). The quality and longevity of garments are essential factors 

that determine the commercial viability of clothing rental business models (FGAS, 2019). 

Therefore, product design plays a central role as an enabler of clothing rental. Garments must be 

designed to allow for reuse and to maximize durability and the focus of the fashion industry must 

shift from quantity produced to quality, which brings further benefits regarding sustainability 

(FGAS, 2019).  
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This business model has the potential to extend garments’ lifetime by increasing the time that 

garments remain in active use and increasing their utilization by lending them to several customers. 

However, a behavioral shift is required from customers in order to make circular fashion business 

models successful (FGAS, 2019). The transition from a linear to a circular model in the fashion 

industry requires the involvement of all stakeholders, such as manufacturers, product designers, 

retailers and consumers (Koszewska et al., 2020). However, end consumers have a significant role 

in this transformation and in advancing sustainability as its success depends on their attitudes, 

intentions and behaviors (Hiller Connell & Kozar, 2017; Koszewska et al., 2020). 

2.2 Consumer Attitude and Intention 

In this section, we review research about consumer attitude and intention towards clothing rental. 

First, we review the relationship between attitude and intention based on the Theory of Planned 

Behavior by Ajzen (1991), which is a widely used framework to explain human behavior. 

Following this, we assess Hamari et al.’s (2016) model that places attitude and intention into the 

context of participation in collaborative consumption. 

2.2.1 Theory of Planned Behavior 

The Theory of Planned Behavior (TPB) is a model developed by Icek Ajzen (1991) that aims to 

explain and predict human behavior in specific contexts. It assumes that humans behave in a 

reasonable manner and consider available information and implications of a behavior to decide 

whether to perform it or not (Ajzen, 2005). Consistently, the most important determinant of a 

behavior is the intention to perform the specific action. According to the TPB, intentions follow 

from attitudes towards a behavior, subjective norms and perceived behavioral control (Ajzen, 

1991). It is an extension of Ajzen and Fishbein's (1980) Theory of Reasoned Action, which is 

widely applied in research studying consumer behavior due to its adaptability to specific contexts. 

In the following section, we will briefly explain the different elements of the theory and their 

relations to each other, as seen in Figure 3. 
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Figure 3: Theory of Planned Behavior (Ajzen, 1991) 

A person’s intention to perform a specific behavior is a key factor in the TPB, as it is the main 

determinant of the actual performance of the behavior. Intentions reflect the motivational factors 

that influence how much effort they are willing to employ to engage in the behavior. Generally, 

the stronger the intention to perform the behavior, the more likely its performance is (Ajzen, 1991). 

The intention can however only lead to a behavior if the person can decide of free will to enact the 

behavior, e.g. if the person has the required opportunities and resources (e.g. money, time, skills) 

to do so (Ajzen, 1991). The TPB is therefore only applicable if the person has actual control over 

the behavior. 

An important factor that determines the intention to perform the behavior is the attitude towards 

the behavior. Ajzen (2005, p. 3) defines an attitude as “a disposition to respond favorably or 

unfavorably to an object, person, institution, or event”. Accordingly, the attitude towards the 

behavior reflects the person’s favorable or unfavorable evaluation of performing the particular 

behavior (Ajzen, 1991).  

In contrast to the personal nature of the attitude, subjective norms “refers to the perceived social 

pressure to perform or not perform the behavior” (Ajzen, 1991, p. 188). Whether the person thinks 

that important others would evaluate the behavior positively or negatively influences the intention 

to perform the behavior (Ajzen, 1991). 
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Perceived behavioral control is a further antecedent of behavior. It refers to “people’s perception 

of the ease or difficulty of performing the behavior of interest” (Ajzen, 1991, p. 183). If a person 

does not believe in their ability to perform a behavior, they are less likely to perform it, even though 

they might have strong intentions towards it.  

In conclusion, it is expected that the more positive the attitude and subjective norm towards a 

behavior, and the greater the perceived behavioral control, the higher the intention will be to 

perform the behavior (Ajzen, 1991). As for the determinants of the behavior, the relative 

importance of the factors varies across situations. It is expected that sometimes only attitude will 

have a significant impact on intention, whereas in other situations two of the factors or all three 

will have an effect (Ajzen, 1991). For instance, perceived behavioral control is expected to be 

more relevant for behaviors with lower volitional control (Ajzen, 1991). 

In this thesis, we focus on attitude, which has been shown to be the strongest predictor of intention 

(White et al., 2009). To be able to assess the attitude and what underlying beliefs are influencing 

it more thoroughly, we decided to exclude subjective norms and perceived behavioral control from 

our research. Subjective norm has been found to be a very weak predictor of behavior in many 

studies (Armitage & Conner, 2001). Furthermore, Tu and Hu (2018) found attitude to be a 

significantly stronger predictor of intention than subjective norms in the clothing rental context. 

Moreover, clothing rental subscription is a new business model, which most consumers are 

expected not to be familiar with. Therefore, it might be challenging for respondents to answer how 

significant others would assess the business model and thus measuring the subjective norms might 

prove difficult. Secondly, according to Ajzen and Fishbein (1980), norms diffuse in communities 

over time. Thus, for such a new service, norms may not have a meaningful effect on consumers’ 

attitudes and intentions yet, since the business model is not established enough (Hamari et al., 

2016). The perceived behavioral control is more likely to have an effect in behaviors that require 

a certain extent of skills to perform. This can be seen in the examples that Ajzen (1991) provides 

of behaviors where it is expected to have an effect, such as learning to ski and becoming a 

commercial airplane pilot. While it makes sense to consider people’s confidence in their ability to 

perform these behaviors, it seems irrelevant for the behavior that we study, which is subscribing 

to a clothing rental service. 
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The TPB has become a widely applied framework in research about predicting and explaining 

human behavior, however, it also received some criticism. For instance, Conner et al. (2012) have 

criticized the TPB for relying only on rational reasoning and ignoring the role of emotions. In 

many studies, subjective norm has been found to be a very weak predictor of behavior (Armitage 

& Conner, 2001). Moreover, several studies discuss the existence of an attitude-behavior gap in 

consumers’ consumption, as many of them have a positive attitude towards a product but do not 

engage in purchasing it (H. J. Park & Lin, 2020). Conner and Armitage (1998) support the general 

validity of the TPB in explaining how attitudes determine behavior but criticize a lack of attention 

on how other variables influence the components of the TPB. Therefore, they proposed the 

addition of six variables to the TPB, e.g. past behavior, moral norms, self-identity and affective 

beliefs. However, they conclude that the addition of other variables depends on the specific 

behavior of interest, i.e. it might not be useful to include all the proposed factors in a single study 

but rather examine which combinations of factors are most appropriate for the context.  

Despite their criticism, Armitage and Conner (2001) provide evidence in their meta-analytic 

review that supports the utility of the TPB for predicting behavioral intention and behavior. Many 

researchers have adapted the TPB to the context of the behavior they are aiming to study by 

including additional factors to gain a more complete understanding of the behavior of interest (e.g. 

S. H. N. Lee & Chow, 2020; Tu & Hu, 2018). This is in accordance with Ajzen (1991)’s own 

understanding of the model as being open to the inclusion of additional predictors.  

2.2.2 Model for Participating in Collaborative Consumption 

Hamari et al. (2016) are among the researchers that adapted Ajzen's (1991) model. Other authors’ 

theoretical models either contain factors that are not relevant for our research focus or do not quite 

fit the context of our researched business model. Hamari et al. (2016) use attitude and behavioral 

intention from the Theory of Planned Behavior to research factors that motivate consumers to 

participate in collaborative consumption (CC). They define CC as „the peer-to-peer-based activity 

of obtaining, giving, or sharing the access to goods and services, coordinated through community-

based online services” (Hamari et al., 2016, p. 2047). The researchers developed hypotheses in 

four categories, which are sustainability, enjoyment, reputation and economic benefits (Hamari et 

al., 2016). These factors are distinguished in their paper as extrinsic and intrinsic motivations based 

on Deci and Ryan's (1985) self-determination theory. Hamari et al. (2016) consider sustainability 
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and enjoyment to be intrinsic motivations, whereas economic benefits and reputation are 

categorized as extrinsic motivations. The authors posit hypotheses for all the factors’ influences 

on consumers’ attitudes and intentions as well, which can be seen in Figure 4 (Hamari et al., 2016). 

 

Figure 4: Hamari et al.'s (2016) model 

Hamari et al. (2016) found that the perceived sustainability of CC positively influences consumer 

attitude towards CC. Moreover, the perceived enjoyment of the activity itself to participate in CC 

positively influences both the consumer attitude and behavioral intention. The perceived economic 

benefits – meaning the benefits of lower-cost options offered by CC – were shown to influence 

positively the behavioral intentions towards participation in CC. The perceived possibility to gain 

reputation among like-minded people by participation in CC had no significant influence neither 

on the attitudes nor on the behavioral intentions of customers (Hamari et al., 2016). The authors 

argue that relatively new CC services may not be established enough to create strong ties between 

the members of this community, therefore norms do not have a meaningful effect on customers’ 

attitudes and intentions yet (Hamari et al., 2016). Therefore, we decided not to use perceived 

reputation as a motivational factor in our model, as the concept we focus on is also very recent. 



29 

 

However, perceived sustainability, perceived enjoyment and economic benefits showed significant 

influence, which makes them worthwhile to be included in our framework. This decision is 

strengthened by the findings from other researchers focusing on collaborative consumption, 

clothes rental and access-based consumption, as these three factors are found to be influential 

regarding customers’ attitudes and intentions by several papers (e.g. Armstrong et al., 2015; Lang, 

2018; Lang et al., 2020), which will be further discussed in the next chapter. 

As we take Hamari et al.'s (2016) model as a basis for the theoretical model of our thesis, it is 

important to assess its credibility and applicability to our study. Hamari et al. (2016) collected 168 

respondents’ survey data to test their hypotheses. At first, this sample size might seem low; 

however, they describe in detail that the number of necessary responses was around 150 to meet 

academic criteria. Furthermore, they tested and confirmed their data’s validity and reliability. 

Another limitation of the study is that the data is gathered from respondents that are registered on 

a CC site, which poses the threat of high bias in the data. However, in our thesis, we have a different 

population and sampling strategy, allowing us to test the model in a different context. Moreover, 

as we aim to research people’s opinions about a hypothetical business model, they do not need to 

have previous knowledge or experience with the sharing economy. Even though Hamari et al.'s 

(2016) study has its limitations, it is published in a peer-reviewed journal and has been cited several 

thousand times. Most of the papers included in our literature review also build on their findings, 

which increases the article’s credibility. 

Hamari et al.'s (2016) model is applicable in our thesis not only because the factors identified by 

them overlap with other research in the field of fashion rental, but also because of their focus on 

CC. In their paper, they map 254 platforms to understand the landscape of CC (Hamari et al., 

2016). Most of these platforms offer access over ownership, but the authors included all types of 

collaborative consumption models, including companies such as Airbnb (home renting service), 

Swapstyle (clothes swapping service) and DriveNow (car-sharing service) for instance. Among 

their examples is Rent the Runway as well, which is a fashion rental company (Hamari et al., 

2016). As mentioned before, in our research we focus on one CC business model rather than all of 

them together. However, the logic behind the CC models is similar and fashion rental has also 

been categorized as CC in previous research (Lang et al., 2020; Lang & Armstrong, 2018). 

Therefore, Hamari et al.'s (2016) model is applicable to our research regarding clothing rental 
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subscription services and we apply their broader perspective on CC in a narrower context. Their 

model proved to be adequate in explaining consumer intentions, and thus behavior, in relation to 

CC. However, it has not been applied with a focus on clothing rental subscription to the best of 

our knowledge. This paves way for our research on consumers’ attitudes and intentions towards 

the clothing rental subscription business model. Therefore, in this paper, we use Hamari et al.'s 

(2016) model as support when structuring the model for our research.  

2.3 The Theoretical Model for the Thesis 

Consumers’ attitudes and intentions towards clothing rental, access-based consumption, 

collaborative consumption and product-service systems in the fashion industry have been 

researched by several authors focusing on different factors that might influence or hinder 

consumers’ adoption of this fairly new business model (e.g. Lang & Armstrong, 2018; S. H. N. 

Lee & Chow, 2020; S. H. N. Lee & Huang, 2020a). However, clothing rental subscription in 

particular has not been widely studied to the best of our knowledge. Many researchers have used 

adaptations of Ajzen's (1991) Theory of Planned Behavior by adding more context-specific factors 

to the model to gain a deeper understanding of the studied behavior (e.g. Hamari et al., 2016; S. 

H. N. Lee & Chow, 2020; Tu & Hu, 2018). 

Hamari et al.'s (2016) developed model includes additional factors to study what motivates 

consumers to participate in collaborative consumption. As clothing rental subscription is also a 

form of collaborative consumption, we decided to use Hamari et al.'s (2016) framework as a basis 

to develop our research framework for the thesis. They include sustainability, enjoyment, 

reputation and economic benefits as additional factors in their research. However, reputation had 

no significant influence on consumer attitude, nor on intention (Hamari et al., 2016). This is 

supported by Baek and Oh (2021), who found that the social approval gained through using fashion 

rental services does not significantly affect attitude towards fashion renting. Therefore, we decided 

not to include reputation in our research framework. The other three factors have shown significant 

influence and have also been discussed in current literature regarding clothing rental, which makes 

them worthwhile to include. 

As our study’s context is more specific than Hamari et al.'s (2016), we find it relevant to modify 

the framework by including four additional factors based on current literature. The selection of 

these factors was based on two criteria. Firstly, we reviewed how often they were shown to be 



31 

 

significantly affecting attitude and intention. Secondly, we only included factors that are applicable 

to the context of clothing rental subscription. The factors that emerged from this selection process 

are psychological ownership, fashion leadership, perceived convenience and perceived 

performance risk. In the following section, hypotheses are proposed that together form the 

theoretical model for this thesis. It is important to note that the primary focus of the research model 

is on consumers’ attitudes and intentions and not on their behaviors. As clothing rental subscription 

is a new business model, the first step in predicting consumer behavior is to understand the factors 

that affect the intention to engage with such a business model.  

2.3.1 Perceived Sustainability 

An important factor derived from the reviewed literature is the perceived sustainability of the 

business model. Hamari et al. (2016) found that if customers perceive participating in collaborative 

consumption to be ecologically sustainable, it positively influences their attitudes towards it. 

Furthermore, S. H. N. Lee and Chow (2020) supported their hypothesis that perceived ecological 

importance of online fashion renting positively influences consumers’ attitudes towards it. 

Perceived ecological importance also refers to the perceived sustainability of the business model, 

including consumers’ perception of its potential to reduce pollution, landfill waste and save natural 

resources (S. H. N. Lee & Chow, 2020). 

In Armstrong et al.'s (2015) research on product-service systems for clothing, environmental 

benefits were among the most frequently cited themes by the study participants, without being led 

towards that topic by the authors of the study. Moreover, it generally contributed to a positive 

perception of rental services. Similarly, interviewees in Mukendi and Henninger's (2020) study 

about fashion rental also found sustainability to be especially important and were aware of the 

environmental impact of the current consumption practices. Armstrong et al. (2016) also found 

that customers were aware of the potential of rental services to reduce clothing consumption and 

thereby reducing environmental harm, especially considering clothing rental for special occasions, 

since those clothes were usually only used once or a few times. Moreover, biospheric motives – 

meaning the positive environmental and ethical impacts of reusing clothes – are significant drivers 

for engaging in circular economy models (Becker-Leifhold & Iran, 2018). 
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Connected to sustainability, studies have also focused on consumers’ environmentalism, 

awareness and concerns. Moeller and Wittkowski (2010) argued that the rental of goods is an 

environmentally friendly form of consumption. By providing temporary access to products, rental 

services can help avoid the accumulation of underused products and therefore potentially reduce 

the production numbers and the number of non-renewable resources consumed. However, they 

could not find a significant positive influence of the consumer’s level of environmentalism on their 

preference to rent products. Similarly, Becker-Leifhold (2018) found no effect of biospheric values 

of consumers on their intentions to rent clothes. One possible reason for this could be that 

consumers do not recognize the link between renting products instead of owning them and the 

environmental benefits that stem from it (Moeller & Wittkowski, 2010). On the other hand, S. H. 

N. Lee and Huang (2020a) later found that the environmental awareness of customers positively 

influences their attitudes towards online fashion rental. This is in line with Won and Kim's (2020) 

finding that consumers’ ecological motivation positively influences attitudes towards fashion-

sharing platforms. Consumers who have a concern for sustainability and are environmentally 

conscious were also found to be more likely to participate in collaborative consumption (N. L. 

Kim & Jin, 2020). 

Considering the potential environmental benefits of clothing rental subscription and consumers’ 

perception of the environment and sustainable business models, we propose the following 

hypothesis:  

H1: The perceived sustainability of clothing rental subscription positively influences attitude 

(H1a) and intention (H1b) towards it. 

2.3.2 Perceived Financial Risk  

The economic outcomes connected to clothing rental is one of the most ambiguous factors in the 

literature. Hamari et al. (2016) hypothesized that perceived economic benefits positively influence 

consumers’ attitudes and intentions towards collaborative consumption, as consumers have the 

opportunity to replace the ownership of goods with a lower-cost service. N. L. Kim and Jin (2020) 

also found that the cost-saving dimension of collaborative consumption attracts customers. 

The financial value of fashion rental is also commonly connected to utilitarian values, as customers 

with utilitarian values appreciate the opportunity to save money while maximizing utility. S. H. N. 
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Lee and Chow (2020) found that utilitarian values positively influence customers’ attitudes and 

intentions towards online fashion rental. According to Lang et al. (2020), being able to rent clothes 

for a one-time event was perceived as the main perspective of utilitarian value by consumers that 

have previously engaged in online fashion rental. 

Moreover, participants in Armstrong et al.'s (2016) study also discussed that in case they could not 

afford the fashion items otherwise, renting seems to be financially beneficial, as customers can try 

new styles and brands without a significant investment. The opportunities to try out fashion items 

before investing and to consume high-end products at affordable prices through renting have been 

identified by other researchers as well (Armstrong et al., 2015; Lang et al., 2020). 

On the other hand, the results of Kang and Kim's (2013) study suggest that financial risk is one of 

the main obstacles that hinders customers from engaging in environmentally sustainable apparel 

consumption. They define financial risk as the concern about possible financial loss resulting from 

a purchase decision. Lang (2018) argued that consumers might be concerned that renting clothing 

instead of owning it is a waste of money as the permanent ownership of the rented items remains 

with the service provider. S. E. Lee et al. (2021) also found that the perceived financial risk of 

wasting money on rental negatively influences intention to participate in online fashion rental 

services. Moreover, the participants in the study of Armstrong et al. (2016) would prefer buying 

instead of renting in case the cost is the same. Therefore, they perceived renting inexpensive 

everyday clothing as unrealistic, especially in cases where an additional subscription fee also needs 

to be paid.  

Even though the influences of financial risk and value have been hypothesized by different authors 

to either have a negative or a positive impact on customers’ attitudes and intentions towards 

renting, many of these assumptions were not supported by the results of these studies 

(Gnanamkonda et al., 2019; Lang, 2018; Lang et al., 2019; S. H. N. Lee & Huang, 2020a; Moeller 

& Wittkowski, 2010). Moreover, the supported hypotheses from previous studies showed negative 

and positive influences as well regarding economic outcomes. However, the positive influence 

was mainly connected to the rental of expensive high-end items and renting for one-time events. 

As in this thesis, we focus on consumers’ attitudes and intentions towards clothing rental 

subscription of everyday clothes, the financial risks – including renting rather than owning, paying 
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a subscription fee and renting affordable everyday clothes – are more prevalent. Therefore, we 

hypothesize:  

H2: The perceived financial risk of clothing rental subscription has a negative influence on 

attitude (H2a) and intention (H2b) towards it. 

2.3.3 Perceived Enjoyment 

Perceived enjoyment has been shown to positively influence the attitude and intention towards 

participating in collaborative consumption (Hamari et al., 2016). The term refers to the enjoyment 

stemming from the activity itself (Hamari et al., 2016). The positive influence of perceived 

enjoyment indicates that if a customer enjoys the rental activity in itself and the results of the 

rental, they are more likely to engage in fashion renting (Lang, 2018). This positive influence has 

been shown on consumers’ attitudes and intentions towards clothing rental as well (Lang, 2018; 

Lang et al., 2019). In Baek and Oh's (2021) study, the enjoyment of the fashion rental service was 

referred to as emotional value and was found to be the most influential predictor of attitude towards 

the fashion rental service, among the values studied. 

Another term that refers to consumption as a source of enjoyment is experience orientation 

(Moeller & Wittkowski, 2010). Moeller and Wittkowski (2010) found no significant effect of 

experience orientation on attitude towards rental. However, Gnanamkonda et al. (2019) showed 

that experience orientation has a positive influence on customers’ preference for non-ownership 

of clothes. This indicates that consumers get influenced mostly by the experience of the rental 

service. Moreover, since collaborative consumption activities are unique and differ from the 

traditional consumption process, consumers might find these activities more fun and exciting (N. 

L. Kim & Jin, 2020).  

Perceived enjoyment has been researched in connection with fashion subscription retailing as well 

(Tao & Xu, 2018a). This subscription business model offers customers curated boxes of fashion 

items, just like clothing rental subscription (Bhatt & Kim, 2018). However, through fashion 

subscription retailing, companies sell items rather than lend them. Tao and Xu (2018a) defined 

perceived enjoyment as the customers’ perceived fun associated with using fashion subscription 

services. The authors found a significant influence of perceived enjoyment on customers’ adoption 

intentions (Tao & Xu, 2018a). In Bhatt and Kim's (2018) study, subscription retailing was 
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perceived as fun and exciting by customers and the surprise element was also identified as a 

benefit. Tao and Xu (2018b) argued that the surprise element can create a satisfying experience 

connected to consumption.  

As perceived enjoyment has been shown to have a positive influence on consumers’ attitudes and 

intentions towards collaborative consumption, clothes rental and subscription retailing as well, we 

posit the following hypothesis: 

H3: The perceived enjoyment of clothing rental subscription has a positive influence on attitude 

(H3a) and intention (H3b) towards it. 

2.3.4 Psychological Ownership 

Another factor that needs to be considered in researching consumers’ attitudes towards clothes 

renting is the influence of psychological ownership. For many decades, it has been the prevalent 

and ideal form of consumption to purchase goods and thereby acquire all rights of ownership over 

the items (Lang, 2018). In contrast, renting clothes demands consumers to detach from a full 

ownership of items and the rights associated with that and instead to focus on the functionality of 

the offering. Consequently, the absence of permanent ownership and control have been identified 

as barriers for collaborative consumption in the fashion sector by several authors (Armstrong & 

Lang, 2013; Becker-Leifhold & Iran, 2018; Lang & Armstrong, 2018).  

Moeller and Wittkowski (2010) argued that since rental only provides limited access to the items, 

customers for whom it is important to have all the rights associated with ownership are less likely 

to prefer rental over purchasing. In accordance, Gnanamkonda et al. (2019) observed a negative 

influence of importance of possession on consumers’ preference for renting garments instead of 

purchasing them. S. H. N. Lee and Chow (2020) reached the same conclusion, finding that 

consumers’ strong psychological ownership of their fashion items negatively influences their 

attitudes and intentions towards clothes rental. 

To some consumers, ownership can be a symbol of status (Lang, 2018). This perception can lead 

to connecting renting behavior to low social status, which results in a perceived social risk. 

Therefore, consumers that feel concerned about the condemnation of friends and family are less 

likely to have a positive attitude towards clothes rental (Lang et al., 2019). Moreover, as consumers 
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use clothing to express their identity, fashion items can have emotional meaning to their owner, 

which cannot be substituted by rental services (Armstrong et al., 2015). Some customers might 

also believe that renting instead of owning clothes does not fit their personal style, which can lead 

to losing self-esteem (Lang, 2018). 

According to K. Johnson et al. (2016) and Lang and Armstrong (2018), materialistic consumers 

highly value ownership of products and consequently are assumed to be less interested in 

collaborative consumption models since they prefer owning over renting or sharing. Whereas Lang 

and Armstrong (2018) found that materialism negatively impacts consumers’ intentions to rent 

clothes, K. Johnson et al. (2016) did not find a significant relationship between consumers’ level 

of materialism and their attitudes towards online collaborative consumption of apparel. However, 

they found materialism to be negatively related to having previous experience of collaborative 

consumption of apparel.  

Overall, previous studies and literature are highly consistent in arguing that if the ownership of 

products is important to a customer, they are less likely to have a positive attitude or intention 

towards clothing rental. Therefore, we posit the following hypothesis: 

H4: The importance of psychological ownership for consumers has a negative influence on attitude 

(H4a) and intention (H4b) towards clothing rental subscription. 

2.3.5 Fashion Leadership 

Another factor that was found to influence consumers’ attitudes towards clothing rental is 

consumers’ behavior and interest regarding trends and new fashion styles. The term fashion leader 

describes consumers with greater interest in fashion than the average consumer (H.-S. Kim & 

Hong, 2011). These consumers are highly engaged in fashion trends and have the tendency to try 

new fashion earlier than others, thereby taking a pioneering role in the acceptance of new fashion 

styles (Lang & Armstrong, 2018).  

Lang and Armstrong (2018) found that fashion leadership positively influences consumers’ 

attitudes towards clothes rental. Fashion leaders can constantly gain access to new styles through 

clothing rental services earlier than others, without the accumulation of large amounts of out-of-
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date clothing that would result from purchasing the products (Lang & Armstrong, 2018; Moeller 

& Wittkowski, 2010). 

In accordance, Moeller and Wittkowski (2010) could prove a positive impact of consumers’ trend 

orientation towards the preference for renting consumer goods instead of ownership. However, in 

a study about garment rental services for men in India, which applied Moeller and Wittkowski's 

(2010) model, this factor did not show a significant influence on preference for non-ownership 

(Gnanamkonda et al., 2019).  

Nevertheless, trying out new styles and fulfilling one’s need for change has often been mentioned 

as a potential benefit of renting clothes in previous research. Armstrong et al. (2016) found that 

participants perceive clothing rental as a way to fulfill their desire for change in fashion and that 

they can experiment with outfits and try new things outside of their comfort zone. In another study, 

some customers perceived using their clothes for a long time as unattractive and thus recognized 

the opportunity of clothing rental to satisfy their need for change without buying more clothes 

(Armstrong et al., 2015). Armstrong et al. (2015) further state that renting products can be used 

for testing new styles before committing to it by purchasing the products. This way wrong 

purchases can be avoided, and a higher product satisfaction can be achieved.  

The assumption that fashion conscious consumers perceive the benefits of clothing rental to be 

stronger was tested by S. H. N. Lee and Huang (2020a). They found that fashion consciousness 

significantly influences the perceived relative advantage of online fashion rental services, which 

then positively affects the attitude towards it. Similarly, S. E. Lee et al. (2021) showed that style 

conformity, which is defined as following the latest trends, significantly influences the intention 

to use online fashion rental services. This is in line with Becker-Leifhold's (2018) finding that 

fashion involvement positively impacts the intention to rent clothes. 

Overall, there is a relatively high level of accordance in previous research that high involvement 

in fashion and fashion trends accompanied by a desire for change and experimentation contributes 

to a positive attitude and intention towards the usage of clothing rental services. Consequently, the 

following hypothesis is posited: 

H5: Fashion leadership of consumers positively influences attitude (H5a) and intention (H5b) 

towards clothing rental subscription. 
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2.3.6 Performance Risk 

A risk that is often connected to clothing rental by customers is the uncertainty about the product 

quality and cleanliness, which is commonly referred to as performance risk. As many rental 

services provide clothing rental online, customers are not able to touch the products or try them on 

before renting them. Therefore, they might have concerns about whether or not they will get what 

they expect (Lang, 2018; Lang et al., 2019; S. E. Lee et al., 2021).  

In addition, since the rented clothes are worn by multiple users, consumers might be concerned 

about the hygiene and cleanliness of the garments, particularly with those worn close to the skin 

(Armstrong et al., 2016). Becker-Leifhold and Iran (2018) found hygiene and health concerns, 

such as worries about bacteria, odor and transmission of diseases to be one of the key barriers for 

collaborative consumption of clothing. Accordingly, Clube and Tennant (2020) emphasized that 

contamination issues must be considered for fashion rental services, due to consumers’ strong 

negative reactions to contamination, including a complete rejection of the concept. 

A factor that is closely connected to the performance risk of products is the trust in the service 

provider. This involves concerns about the continuation of the business, about hygiene and quality 

and about size issues (Armstrong et al., 2015; Armstrong et al., 2016). The availability of the sizes 

and variety of fashion items has also been referred to as the service’s ease of use by authors. 

However, the ease of use not only contains the size and style selection, but also the personal 

liability for the rented items. Several customers have expressed their concerns regarding their 

ability to take good care of the rented items and what would happen if they would fail to do 

that (Armstrong et al., 2016; Becker-Leifhold & Iran, 2018; Lang, 2018). 

All in all, these concerns and perceived risks have been shown to negatively influence customers’ 

attitudes (Lang, 2018; Lang et al., 2019) and intentions towards clothes rental (S. E. Lee et al., 

2021). Therefore, we propose the following hypothesis: 

H6: Perceived performance risk of clothing rental subscription negatively influences attitude 

(H6a) and intention (H6b) towards it. 
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2.3.7 Perceived Convenience 

Convenience is also considered to be a factor that drives participation in collaborative 

consumption. Consumers that desire to save time and energy spent on shopping activities could 

perceive clothing rental subscription as an opportunity to make consumption more convenient. 

Based on previous experience and individual preferences, the service provider can tailor offerings 

for the consumer, making time and energy-intensive trips to different stores and searching for the 

best products redundant (Moeller & Wittkowski, 2010; H. Park & Armstrong, 2017). Furthermore, 

the burdens of ownership, such as the cleaning and storage of the products, stay with the provider, 

which can be a source of convenience for consumers (Moeller & Wittkowski, 2010; H. Park & 

Armstrong, 2017). Moeller and Wittkowski (2010) and Gnanamkonda et al. (2019) both found that 

convenience orientation positively impacts consumers’ preference for non-ownership, whereas N. 

L. Kim and Jin (2020) found convenience not to be a significant factor for collaborative 

consumption of consumer goods. 

Research about subscription retailing, including for fashion products, has also researched 

convenience as an advantage of this consumption model (e.g. Bhatt & Kim, 2018; Bray et al., 

2021). Bray et al. (2021) found that convenience was one of the most cited advantages of 

subscription services. The convenience of the services mainly refers to the time saved and the 

reduced effort in searching, evaluating and choosing the right products and instead getting the 

clothing items, selected by the provider, delivered to the doorstep (Bray et al., 2021; Tao & Xu, 

2018b). Accordingly, Tao and Xu (2018a) showed that convenience significantly influenced 

consumers’ intentions to adopt fashion subscription retailing. Due to the apparent similarities 

between subscription retailing and rental subscription regarding how customers receive new 

products, it can be assumed that the factors found can to a certain extent be transferred to clothing 

rental subscription. 

Therefore, and in accordance with the literature about collaborative consumption, we assume that 

the perceived convenience of clothing rental subscription services, including conserved time and 

energy, reduced storage space and removed burdens of ownership, positively influences attitude 

and intention towards clothing rental subscription. Thus, we propose the following hypothesis: 
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H7: Perceived convenience of clothing rental subscription positively influences attitude (H7a) and 

intention (H7b) towards it. 

2.3.8 Attitude and Intention 

As mentioned previously, attitude is one of the predecessors of intention in Ajzen's (1991) Theory 

of Planned Behavior. It is formed by a person’s beliefs and generally, it can be stated that the more 

positive the attitude towards a behavior, the higher the intention to perform that specific behavior 

(Ajzen, 1991). Studies across different fields have proven this relationship. Regarding clothing 

rental, S. H. N. Lee and Chow (2020), Tu and Hu (2018), Lang et al. (2019) and S. H. N. Lee and 

Huang (2020a) confirmed that attitude positively influences intention towards clothing rental. 

Therefore, the following hypothesis is proposed: 

H8: Attitude towards clothing rental subscription positively influences intention to engage in this 

business model. 

Figure 5 illustrates the proposed hypotheses, which form our theoretical model for the thesis. 

Furthermore, Table 1 provides an overview of the factors and their definitions. 

 

Figure 5: The theoretical model for the thesis 
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Table 1: Definition of factors 

Factor Definition Reference 

Perceived Sustainability 

Consumers’ rating on how 

environmentally beneficial they view 

the participation in clothing rental 

subscription. 

(Hamari et al., 2016; S. 

H. N. Lee & Chow, 

2020) 

Perceived Financial Risk 

“Consumers’ perception of 

potential monetary loss that results 

from” participating in clothing rental 

subscription. 

(Lang et al., 2019, p. 

523) 

Perceived Enjoyment 

“Perceived enjoyment interprets the 

extent to which performing a certain 

activity is perceived to be enjoyable in 

itself, regardless of the performance 

consequences that are expected” and 

“indicates the pleasure, fun, and 

satisfaction gained from performing a 

certain behavior.” 

(Lang, 2018, p. 7) 

Psychological Ownership 

Psychological ownership is a “state in 

which individuals feel as though the 

target of ownership (material or 

immaterial in nature) or a piece of it is 

‘theirs’”. 

(Pierce et al., 2001, p. 

299) 

Fashion Leadership 

“The term fashion leader is used to 

describe a consumer who has a greater 

interest in fashion than the average 

consumer and is perceived as having 

an influential role in other consumers' 

decision making concerning fashion 

products.”  

(H.-S. Kim & Hong, 

2011, p. 316) 

Perceived Performance 

Risk 

“Performance risk involves the 

uncertainty about whether or not the 

performance of the product will be as 

expected.” 

(Lang, 2018, p. 5) 

Perceived Convenience 

Consumers’ perception on how 

beneficial clothing rental subscription 

is to conserve time and energy 

associated with consuming clothes. 

(Moeller & Wittkowski, 

2010) 

Attitude towards 

Clothing Rental 

Subscription 

“The degree to which a person has a 

favorable or unfavorable evaluation or 

appraisal of the behavior in question.”  

(Ajzen, 1991, p. 188) 

Intention towards 

Engaging in Clothing 

Rental Subscription 

The intention to perform a behavior 

refers to how much effort people are 

willing to exert to perform the 

behavior. 

(Ajzen, 1991) 
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3. Methodology 

The purpose of this study is to investigate the influences of perceived sustainability, perceived 

enjoyment, perceived financial risk, perceived performance risk, fashion leadership, psychological 

ownership and perceived convenience on consumers’ attitudes towards clothing rental subscription 

and on their intentions to engage in this business model. 

As our purpose and research questions aim to identify causal relationships in human social 

behavior, we adopt a positivist research philosophy (P. Johnson & Duberley, 2000). Positivist 

studies start with building hypotheses and then use data to confirm or reject these (Easterby-Smith 

et al., 2018), which indicates a deductive research approach (Saunders et al., 2012). Deduction is 

characterized by testing theory and trying to find causal relationships between variables and 

concepts, which is the purpose of this study (Saunders et al., 2012). Our research design is therefore 

explanatory in nature. The most fitting methodological choice for us is a quantitative study, as it 

enables us to numerically measure the relationship between variables (Saunders et al., 2012). As 

our research questions are ’what’ questions, the most appropriate research strategy is a survey 

strategy, which enables collecting quantitative data (Saunders et al., 2012). In terms of time 

horizon, ours is a cross-sectional study that focuses on a phenomenon only at a particular time 

(Saunders et al., 2012). To collect data, we used a self-completed and web-based questionnaire. 

For data analysis and interpretation, several methods were used, such as confirmatory factor 

analysis and multiple regression analysis. All of these choices are described in more detail below 

and Figure 6 is an illustration of our research methodology based on Saunders et al.'s (2012) 

research ’onion’. 
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Figure 6: The research 'onion' of this thesis created based on Saunders et al. (2012) 

3.1 Research Philosophy 

We adopt an internal realist ontology, which assumes that there is a single reality, but that 

researchers can only access it indirectly. Internal realism assumes that scientific laws are absolute 

once they are discovered (Easterby-Smith et al., 2018). The ontology has implications for the 

design decisions and the kind of questions we ask. A realist ontology is usually connected to a 

positivist epistemology, a quantitative research design and numerical data collection and analysis 

(Easterby-Smith et al., 2018). 

Epistemology refers to the researchers’ views about the nature of knowledge and the most suitable 

ways of enquiring into the world (Easterby-Smith et al., 2018). We adopt a positivist epistemology, 

as we assume that the social world exists externally and objective methods should be used to 

measure its properties (Easterby-Smith et al., 2018). Moreover, the aim of a positivist study is to 

identify causal explanations that can explain regularities in human behavior, which is also the aim 

of our paper (P. Johnson & Duberley, 2000). Positivist methods usually start with hypotheses and 

then use data to confirm or reject these. As survey methodologies are looking for causal relations 
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and explanations that cannot be accessed directly, they are generally connected to positivism 

(Easterby-Smith et al., 2018). 

3.2 Research Approach 

The research approach is concerned with whether the researchers are clear about the theory at the 

beginning or not (Saunders et al., 2012). In this study, we take on a deductive approach. Based on 

academic literature, we develop a theory and hypotheses. As a result of our research, we will be 

able to test the proposed theory. This approach is suited for this study since previous literature 

about the topic in general exists, which we can use to develop a testable model, adapted to the 

specific context.  

Deduction is characterized by searching for causal relationships between concepts and variables. 

In our study, we identify causal relationships between several factors and consumer attitude and 

intention towards clothing rental subscription. Moreover, an advantage of a deductive approach is 

that it can usually be completed quickly, which is beneficial regarding the strict time constraints 

of this study (Saunders et al., 2012). In accordance with the characteristics of a deductive approach, 

we therefore operationalize the factors to make them measurable (Saunders et al., 2012). 

3.3 Research Methodology 

In this study, we select a single quantitative research design, in contrast to single qualitative or 

multiple methods research designs. Due to the presence of literature about clothing rental in 

general and factors that influence consumers’ attitudes and intentions towards it, we decided to 

test their applicability on the specific business model of clothing rental subscription. For that 

purpose, a quantitative research design fits the best since it enables us to examine relationships 

between numerically measured variables (Saunders et al., 2012). Furthermore, choosing a 

quantitative design allowed us to access a larger sample size and gather precise data, thereby 

improving the generalizability, objectivity, and reliability of the research (Malhotra, 2012). A 

quantitative research design also fits our deductive approach, in which we aim to use the collected 

data to test a theory (Saunders et al., 2012). For these reasons, a quantitative research design was 

seen to be the most adequate way of answering our research questions.  



45 

 

The nature of our research design is explanatory since in our study we aim to test and establish 

causal relationships between variables (Saunders et al., 2012). More precisely, we aim to identify 

the influences of perceived sustainability, perceived enjoyment, perceived financial risk, perceived 

performance risk, fashion leadership, psychological ownership and perceived convenience on 

consumers’ attitudes and intentions towards clothing rental subscription services. 

3.4 Research Strategy 

In this paper, we use the survey strategy, as it is a frequently used strategy in business research 

that is usually connected to a deductive research approach (Saunders et al., 2012). Moreover, the 

survey strategy is often used to answer ‘what’ questions (Saunders et al., 2012). As our research 

questions also belong to this category, adopting this strategy fits our purpose perfectly. 

Furthermore, the survey strategy enables us to collect quantitative data, which can be used to 

suggest relationships between variables (Saunders et al., 2012).  

The questionnaire is a data collection method that is most commonly used within the survey 

strategy (Saunders et al., 2012). In our research, we use self-completed, web-based questionnaires. 

In self-completed questionnaires, respondents record their own answers (Easterby-Smith et al., 

2018; Saunders et al., 2012). The web-based survey means that respondents are invited to take part 

in the questionnaire by sharing a link with them and they can complete the survey online (Easterby-

Smith et al., 2018). According to Saunders et al. (2012), questionnaires fit our research since they 

tend to be used for explanatory research and it allows researchers to examine relationships between 

variables. 

Web-based surveys have some weaknesses, such as uncompleted responses and low response 

rates, which can be caused for example by survey length and content (Evans & Mathur, 2018; 

Gillham, 2008). Moreover, they rely on the Internet, so it excludes people without access to it 

(Easterby-Smith et al., 2018). Gillham (2008) argues that questionnaires can be problematic as it 

is not possible to check the seriousness or integrity of answers and there is no way to correct 

misunderstandings. However, a carefully designed questionnaire can affect the response rate as 

well as the collected data’s reliability and validity (Saunders et al., 2012). Therefore, pilot testing 

the questionnaire, paying close attention to designing all of the questions and creating a clear layout 

are important (Saunders et al., 2012). 
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However, the advantages of the questionnaire method outweigh the disadvantages. One of its 

biggest benefits is low cost both in terms of time and money (Gillham, 2008). Especially through 

online survey platforms, large samples can be reached quickly, while also assuring the anonymity 

of respondents (Evans & Mathur, 2018; Gillham, 2008). The ease of data entry and analysis present 

another advantage (Evans & Mathur, 2018; Gillham, 2008). Moreover, there is no interviewer bias 

when applying this method, as no interviewer is present during self-completed questionnaires 

(Gillham, 2008). And last but not least, questionnaires provide data that can be used for testing 

hypotheses, which is a fundamental part of our research (Gillham, 2008). 

3.5 Survey Design 

We used Qualtrics as a tool to create a web-based survey. Due to our focus on the German market, 

we provided a German version of the survey in addition to the English survey. Participants could 

choose their preferred language to fill out the survey.  

The survey consisted of 4 sections. First, we briefly introduced the questionnaire by stating the 

nature and purpose of the study, including a clarification that this research is part of a master thesis 

at Jönköping University. Furthermore, we included our and our supervisor’s names and contact 

information to increase trustworthiness. Moreover, we informed the respondents about the 

confidentiality and anonymity of the data collected. Secondly, in the demographic section, we 

included questions about gender and the country of residence, which worked as filter questions to 

ensure that the participants match the specified target group of this research (female German 

consumers). Additionally, we asked about the participant’s level of education and age. 

In the third section, we explained the researched business model of clothing rental subscription, 

including a figure that illustrates it (see Appendix 5). Afterward, we asked questions about the 

factors of our theoretical model. Here, all the items were rating questions. According to Saunders 

et al. (2012), this type of question is commonly used to collect data on opinion and therefore was 

considered to be a good choice for our study. Items that belong to the same variable were grouped 

together to allow participants to consider different facets of a topic more thoroughly and thus reply 

more thoughtfully (Easterby-Smith et al., 2018). We introduced each group of items by briefly 

stating what they ask about. Respondents could rate how strongly they agree or disagree with a 

statement. The majority of the used items were adopted or adapted from previous quantitative 
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studies about clothing rental or similar fields of research. In addition, 2 items that were specific to 

the business model studied in this thesis were developed by us. For these, we did not find accurate 

items from other authors. Table 2 gives an overview of our items and their sources. 

Table 2: Items used in our survey 

Item Source 

Perceived sustainability of clothing rental subscription   

1.  Clothing rental subscription helps save natural resources.   
Based on Hamari et 

al. (2016) 
2.  Clothing rental subscription is a sustainable way of consuming clothes.  

3.  Clothing rental subscription is environmentally friendly.  

4.  Clothing rental subscription will reduce pollution.  Based on S. H. N. 

Lee and Chow 

(2020) 
5.  Clothing rental subscription will save land that would be used as 

dumpsites for apparel disposal.  

Perceived financial risk of clothing rental subscription   

1.  I would feel that I wasted money to rent clothing just for a shorter time.  

Based on Lang et al. 

(2019) 

2.  It would cost me a lot to manage and keep the rented clothing in good 

shape.  

3.  I would feel that I wasted money to rent clothing but not own it.   

4.  I could save money if I participated in clothing rental subscription.* 
Based on Hamari et 

al. (2016) 
5.  My participation in clothing rental subscription would benefit me 

financially.* 

Perceived enjoyment of clothing rental subscription  

1.  Subscribing to clothing rental would be a real pleasure.  
Based on Lang et al. 

(2019) 
2.  I would enjoy participating in clothing rental subscription.  

3.  I think it would be fun to participate in clothing rental subscription.  

4.  Expecting the arrival of the subscription box could be a very exciting 

experience.  

Based on Tao and 

Xu (2020) 

Psychological ownership   

1.  The money paid for subscribing to clothing rental is not worthwhile, 

since I cannot own the items.   
Based on S. H. N. 

Lee and Chow 

(2020) 
2.  Not being able to own the fashion items I love would be annoying.  

3.  I want to own the fashion items I like and feel that they are mine.  

4.  Owning my clothes is important to me.  Based on Moeller 

and Wittkowski 

(2010) 
5.  Owning my clothes is comfortable because I have access to my 

possessions.   
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Fashion leadership   

1.  I am aware of fashion trends and want to be one of the first to try them.  

Based on Lang and 

Armstrong (2018) 

2.  I am the first to try new fashion; therefore, many people regard me as 

being a fashion leader.  

3.  It is important to me to be a fashion leader.  

4.  I am usually the first to know the latest fashion trends.  

5.  I keep my wardrobe up to date with the changing fashions.   Based on S. H. N. 

Lee and Huang 

(2020a) 

Perceived performance risk connected to clothes rental   

1.  I would be worried about the cleanness of rented clothing.  

Based on Lang et al. 

(2019) 

2.  It would not be easy for me to clean the rented clothing.  

3.  I would not feel comfortable when wearing the clothing that have been 

worn by others.  

4.  I think the quality of the rented clothing would be poor.  Based on Lang 

(2018) 

Perceived convenience of clothing rental subscription   

1.  I think a clothing rental subscription would be very convenient.   
Based on Tu and 

Hu (2018)  
2.  I think I could effectively manage storage space through clothing rental 

subscription.  

3.  I could save space in the closet as the clothes are returned.  Based on S. E. Lee 

et al. (2021) 

4.  Participating in clothing rental subscription would help me reduce time 

spent on shopping clothes.  
Developed 

by authors  5.  It would be convenient not to have to search for clothes myself. 

Attitude towards clothing rental subscription 

 1. Overall, I think clothing rental subscription is beneficial.   

Based on S. H. N. 

Lee and Chow 

(2020)  

 2. All things considered; I think clothing rental subscription is pleasant.   

 3. All things considered; I find clothing rental subscription to be a good 

thing.   

 4. Overall, I find clothing rental subscription to be enjoyable.   

 5. All things considered; I think clothing rental subscription is valuable.  

Intention towards clothing rental subscription  

1.  I would participate in clothing rental subscription.  
Based on S. E. Lee 

et al. (2021) 
2.  I would be willing to visit the website of this clothing rental subscription 

service.  

3. I can see myself engaging in clothing rental subscription in the future. 
Based on Hamari et 

al. (2016) 
4.  It is likely that I would frequently participate in clothing rental 

subscription in the future. 

5.  I would try subscribing to clothing rental in the near future.  Based on S. H. N. 

Lee and Huang 

(2020b) 
(* indicates a reverse coded item) 
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We used a 7-point Likert Scale that ranges from 1=’strongly disagree’ to 7=’strongly agree’. The 

authors from whom we adopted the items mostly used 5-point or 7-point Likert scales. We decided 

to use the 7-point Likert scale, as it has been shown to be more reliable because it allows for more 

differentiation of responses (Lietz, 2010). Furthermore, it provides the option for respondents to 

remain neutral about a question, which we found to be relevant, as we present a hypothetical 

scenario to them, about which they might not have a strong opinion. Adding to that, 7-point scales 

were found to be more appropriate when respondents are asked for abstract judgments (Lietz, 

2010). We applied a forced response function to all the questions so that the final data set would 

have no missing values. This also justifies having a neutral option among the answers, as this way 

the forced response function would not force respondents to choose an alternative that does not 

exactly show their actual opinion. 

Since filling out a questionnaire is a cost to each respondent, we aimed to reduce the effort as much 

as possible (Easterby-Smith et al., 2018). The layout of the questionnaire and the order and flow 

of questions were designed to make filling out the survey as convenient as possible. Furthermore, 

we aimed to keep the survey short to avoid high dropout rates (Evans & Mathur, 2018) and 

mistakes in filling out resulting from a loss of focus. Therefore, each variable was measured with 

4-5 items, which made a total of 43 items for the variables, which can be seen in Table 2. This 

way, the survey could be filled out in approximately 10 minutes. To further increase the response 

rate, each page of the survey consisted of only three sets of questions and contained a progress bar 

at the bottom. 

3.6 Pilot Testing 

Saunders et al. (2012) suggest that the developed questionnaire should be pilot tested before being 

used for data collection. Therefore, we conducted a pilot test with 10 participants in order to refine 

our questionnaire. We tested both the English and the German version of the questionnaire. Our 

acquaintances filled out the questionnaire while sharing their screen with us in Zoom calls. We 

observed them to detect any confusion and we asked questions afterward. As our goal was to 

ensure it takes a maximum of 10 minutes to complete the questionnaire, we measured their time 

spent on the survey. Fortunately, the completion never took longer than that, so we did not have 

to modify the length of the survey. However, some items were not easy to understand for 
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participants, so we modified them to be clearer. We also got recommendations regarding the layout 

and design of the questionnaire, as well as some suggestions to further clarify the description of 

the suggested business model. We then made the necessary modifications. Afterward, we used the 

test data to familiarize ourselves with exporting and analyzing the data as suggested by Saunders 

et al. (2012). 

3.7 Sampling and Data Collection 

As discussed before, we decided to focus on the German market in our research, as the European 

shared apparel market is expected to double its market revenue in the next 5 years to 2.4 billion 

U.S. dollars and Germany’s clothing industry has the highest value among the European countries 

(Shahbandeh, 2020; Statista, 2020). Moreover, German consumers are becoming aware of the 

environmental issues of the clothing industry (Wahnbaeck & Roloff, 2017) and some clothing 

rental services are already established in Germany. These reasons make it interesting to study 

German consumers’ attitudes and intentions towards clothing rental subscription. Moreover, we 

decided to focus only on female consumers, as they have been shown to have higher intentions to 

engage in clothing rental than male consumers (S. H. N. Lee & Chow, 2020), Furthermore, they 

are primary purchasers of apparel products and show a stronger interest in shopping than men (H.-

S. Kim & Hong, 2011). 

We applied a non-probability sampling strategy, which means that the probability of any member 

of the population being included in the sample is unknown (Saunders et al., 2012). Therefore, it is 

harder to make claims about the population that the sample is taken from (Easterby-Smith et al., 

2018). We used convenience sampling, which is a type of non-probability sampling. It means that 

the sample is selected based on their ease of access (Easterby-Smith et al., 2018). Consequently, 

this sampling method is prone to bias (Saunders et al., 2012). Despite this, convenience sampling 

is widely applied and it might not be problematic if there is little variation in the population 

(Saunders et al., 2012). Moreover, convenience sampling can reach a big enough sample most 

quickly and easily (Easterby-Smith et al., 2018). Therefore, considering the finance and time 

constraints of our research, we decided to use convenience sampling. 

The web-based questionnaire was distributed first by sharing the link on our social media pages 

(Facebook, Instagram and LinkedIn) and asking friends that met the criteria to fill it out and also 

share it with their networks. Afterward, we joined several Facebook groups that aim to help 
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students find respondents for their surveys. Therefore, we could reach respondents that are 

motivated to fill out our survey outside of our personal networks. 

The questionnaire was open from the 9th until the 19th of April 2021. Regarding the time horizon, 

our research is a cross-sectional study as it focuses on a particular phenomenon at a given time 

(Saunders et al., 2012). In total, we received 372 responses to our survey. As a first step, we cleaned 

the data by deleting non-finished responses, respondents under the age of 18, non-female 

respondents and respondents that do not belong to the German market. As a result, the number of 

usable responses was 282. According to Easterby-Smith et al. (2018), a useful rule of thumb to 

calculate the minimum sample size for a study is to multiply the number of observed predictor 

variables by 10. In our case, it would mean a minimum sample size of 80 respondents. However, 

they note that it really is a minimum and a larger sample size is always better, as it increases the 

reliability of the research. According to Pallant (2005), about 15 responses per predictor are needed 

for a reliable study, which would mean a minimum of 120 respondents in our case. Our sample 

size fulfills both criteria. 

3.8 Analysis of Data 

For our data analysis, we exported the collected data from Qualtrics to the statistic software 

Jamovi, which is a free and open-source statistical software that is designed to be easy to use 

(Jamovi, n.d.). We conducted various statistical tests to analyze the data. First, we conducted 

frequency analyses to extract general information about the collected data and gain a general 

understanding of the distribution among age, education and other variables. 

Second, we conducted a factor analysis to assess the validity of the factors and the constructed 

variables to measure them. Factors that cannot be observed directly can be measured with a set of 

items that are assumed to reflect the factor. These items are then combined into a single variable. 

This approach allows for a more nuanced and reliable measurement of factors compared to 

selecting a single variable for a factor, and it enables the researchers to assess the reliability of the 

measurement by conducting a factor analysis (Easterby-Smith et al., 2018; Spector, 1992). Since 

our research follows an explanatory, deductive design in which hypotheses are posited based on 

theory, we performed a confirmatory factor analysis (CFA). In contrast to an exploratory factor 

analysis, the CFA is theory-driven and is used to confirm the validity of previously defined 

constructs that we derived from literature (Easterby-Smith et al., 2018).  
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In the next step, we tested our hypotheses by conducting multiple and single linear regression 

analyses. Linear regression is used to analyze the causal relationship between one dependent and 

one independent variable, whereas multiple regression analysis is used for a set of predictor 

variables and a single dependent variable (Easterby-Smith et al., 2018). We performed two 

multiple regression analyses to analyze the value of the independent contribution of each of the 

predictor variables to predict the dependent variable. This way, we could determine which of the 

independent variables made the strongest contribution to explaining the variance in our dependent 

variables (attitude and intention). Further, the regression analyses allowed to measure the overall 

quality of the regression models by calculating R², the squared multiple correlation. Thereby, we 

could show how much of the variance of the dependent variable can be accounted for by the 

predictors in our model (Easterby-Smith et al., 2018). A final linear regression analysis was 

conducted to test the influence of attitude on intention.  

3.9 Data Validity and Reliability 

According to Saunders et al. (2012), the collected data’s validity and reliability highly depend on 

the design and the structure of the questionnaire and on the pilot testing. Validity refers to the 

ability of the questionnaire to collect accurate data that measures the concepts that the researcher 

is interested in. Therefore, it is important that the questions and the answers are understood and 

interpreted the same way by respondents and researchers (Saunders et al., 2012). To increase the 

validity of our research, we used items and measures from other researchers’ previous studies and 

adapted them to our topic. Only two items were constructed by us, as we could only find the 

convenience factor in qualitative studies and quantitative papers that did not reveal their used 

items. Furthermore, we used 4-5 items to measure each factor in order to better understand 

respondents’ perceptions and opinions. The pilot testing was extremely helpful to increase the 

validity of our questionnaire. The participants in the pilot study helped in identifying unclear and 

non-essential questions and they suggested other layout and design modifications as well. 

Moreover, as the questionnaire was available in both English and German, we were cautious about 

preserving its content validity throughout the translation. After it was translated to German, we 

translated it back to English to avoid any information gaps between the two versions. 

Reliability means the consistency of measurement and data collection (Easterby-Smith et al., 2018; 

Saunders et al., 2012). By calculating the internal consistency, the consistency of responses can be 
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measured across the questionnaire. The most frequently used method for calculating this is 

Cronbach’s alpha. It can be stated that the questions that are combined are measuring the same 

construct if the value of Cronbach’s alpha is 0.7 or above (Saunders et al., 2012). Other measures 

that are used for assessing data reliability are average variance extracted (AVE) and composite 

reliability (CR) (Hair et al., 2011). Therefore, we calculated these values for all our factors. 

Moreover, to ensure there is no multicollinearity present between the different factors, we 

calculated the variance inflation factor (VIF). If a VIF is larger than 10, it means that there is a 

problem of multicollinearity (Clark-Carter, 2004). 

3.10 Ethical Considerations 

When designing and conducting a research, it is necessary to consider potential ethical issues of 

the research project to avoid harm and ensure the appropriateness of the study. According to 

Saunders et al. (2012, p. 226), ethics in the context of research “refer to the standards of behavior 

that guide your conduct in relation to the rights of those who become the subject of your work, or 

are affected by it”. Following ethical principles aims to protect the research participants, as well 

as the integrity of the research community (Easterby-Smith et al., 2018).   

Following the General Data Protection Regulation (GDPR) and the data processing guidelines of 

Jönköping University, we provided an information sheet at the beginning of our survey to inform 

participants about their rights. Participation in this study was of voluntary nature and all 

participants were truthfully informed about the nature and purpose of the study and the purpose of 

the data collection in advance. This way, we ensured that they could make an informed decision 

whether to participate or not. Participants were informed about their right to withdraw from 

participation at any point of the process and about their right to withdraw data they have provided 

afterward. Before beginning the survey, the respondents were asked to give their consent to 

processing their data under the conditions outlined in the information sheet. In the demographic 

section of the survey, we provided participants the option not to answer questions in case they 

consider it too private or do not want to share the information for any other reason to respect their 

privacy.  
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Furthermore, we ensured confidentiality of the data gathered and anonymity of the participants 

during all stages of the research process to protect the privacy of the research participants. Data 

was solely used for the purpose of the study. No alterations of primary data were done by us. The 

data was stored on Jönköping University’s OneDrive, which is a cloud storage application, where 

only we could access it. After the completion of the thesis, this data was deleted.  
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4. Results 

In this chapter, we describe how we analyzed the final data set of 282 responses. Jamovi was used 

for our statistical data analysis. First, we examined the frequencies of respondents’ age and 

education. Afterward, a confirmatory factor analysis (CFA) was carried out in order to ensure that 

the items measure the factors that we aimed them to measure. To be able to conduct multiple 

regression analyses with our confirmed factors, we then tested if our dataset met the required 

assumptions of multiple regression analysis. Lastly, two multiple regression models and one linear 

regression analysis are presented that are used to test our hypotheses.  

4.1 Descriptive Statistics 

In total, we received 372 responses to our questionnaire. As discussed in chapter 3.7, after cleaning 

the data, the number of usable responses was 282. We deleted non-finished responses, including 

respondents under the age of 18, non-female respondents and respondents that do not belong to 

the German market. 

We started our data analysis by conducting descriptive statistical analyses. The frequencies of the 

education level of respondents can be seen in Table 3 and the frequencies of age in Table 4. As it 

can be seen, the majority of respondents’ highest level of education is a university degree (53.4%). 

Moreover, most respondents were younger than 35 years old (72%). These values do not illustrate 

the frequencies of age and education within the population we study, which is the German female 

market (Statista, 2019). This is probably due to the convenience sampling strategy, which increases 

the level of bias in the data collection. Therefore, the generalization of our findings should be 

considered with care. As the distributions of age and education are skewed, we do not use them as 

control variables in our multiple regression analyses.  
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Table 3: Frequencies - Level of education 

Frequencies of Education 

Levels Counts % of Total Cumulative % 

No schooling completed  1  0.4 %  0.4 %  

Elementary/Middle School (9 years)  2  0.7 %  1.1 %  

Secondary School (10 years)  35  12.5 %  13.5 %  

High School/College (12/13 years)  93  33.1 %  46.6 %  

University degree  150  53.4 %  100.0 %  

Table 4: Frequencies – Age 

Frequencies of Age 

Levels Counts % of Total Cumulative % 

18-24  97  34.4 %  34.4 %  

25-34  106  37.6 %  72.0 %  

35-40  10  3.5 %  75.5 %  

41-49  18  6.4 %  81.9 %  

50-59  43  15.2 %  97.2 %  

Over 60  8  2.8 %  100.0 %  

The items were measured on a 7-point Likert scale, where 1 stood for “strongly disagree” and 7 

for “strongly agree”. On average, it can be stated that respondents rated their fashion leadership 

lowest (M=2.65, SD=1.37). The perceived performance risk of clothing rental subscription also 

scored low (M=3.27, SD=1.39), meaning that the average respondent did not agree with the 

statements regarding performance risk. Perceived convenience (M=4.53, SD=1.28), perceived 

enjoyment (M=4.53, SD=1.45) and perceived financial risk (M=4.26, SD=1.25) are all slightly 

above the neutral point of 4. Perceived sustainability of clothing rental subscription (M=5.22, 

SD=1.15) and psychological ownership (M=5.02, SD=1.13) were rated rather high. Furthermore, 

attitude towards clothing rental subscription (M=4.92, SD=1.07) was rated a bit higher than 

intention towards participating in the service (M=4.15, SD=1.49). Table 5 summarizes these 

values.  
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Table 5: Means and standard deviations of factors 

  CON ENJ FASH PERF OWN FIN SUST ATT INT 

Mean  4.53  4.53  2.65  3.27  5.02  4.26  5.22  4.92  4.15  

Standard 

deviation 
 1.28  1.45  1.37  1.39  1.13  1.25  1.15  1.07  1.49  

(Explanations of abbreviations: CON = perceived convenience, ENJ = perceived enjoyment, FASH = fashion 

leadership, PERF = perceived performance risk, OWN = psychological ownership, FIN = financial risk, SUST = 

perceived sustainability, ATT = attitude, INT = intention) 

4.2 Confirmatory Factor Analysis 

Before testing the hypotheses, it is required to assess the construct validity of the measurement 

instrument and the goodness of fit of the model. Therefore, we performed a confirmatory factor 

analysis (CFA). Bhattacherjee (2002) states that the sample size required to perform a CFA must 

be five to ten times the number of items. Our model contained 43 items that corresponded to 9 

distinct constructs, which would therefore require a sample size of at least 215. Hence, our sample 

size of 282 meets the criterion. 

To assess the overall goodness of fit of a model, several indices must be considered. According to 

Hu & Bentler (1999), the Comparative Fit Index (CFI) and Tucker-Lewis Index (TLI) should each 

be above 0.95, whereas the Root Mean Square Error of Approximation (RMSEA) should be below 

0.06. Our first run of the CFA resulted in a CFI of 0.904, a TLI of 0.894 and an RMSEA of 0.0615, 

indicating an acceptable but not very good fit.  

To ensure that the items measure the respective constructs, we assessed the convergent validity by 

observing the factor loadings of the items. Based on the recommendations of Hair (2010), the 

factor loadings should be above 0.7, but values above 0.5 are acceptable. We removed items to 

achieve this criterion. However, we kept two items with factor loadings slightly below 0.5 to ensure 

that each factor consists of at least 3 items. These are CON_4 (0.491; “Participating in clothing 

rental subscription would help me reduce time spent on shopping clothes.”) and FIN_4Rev (0.472; 

“I could save money if I participated in clothing rental subscription.”). Furthermore, the factor 

loading modification indices (MI) table provided us an overview of items that had high factor 

loadings to constructs other than the one it belongs to. To increase the goodness of fit of the model, 

we therefore removed the items with MI values above 25 before performing a new CFA, which 
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provided us new MI values for the items. In a reiterative process, we removed 4 items this way 

until all MI values were below 25. The first table with the MI values and the list of removed items 

is attached in Appendix 1. As can be seen in Table 6, this resulted in a CFI of 0.957, A TLI of 

0.951 and an RMSEA of 0.0458, which indicates a very good fit of the model. 

Table 6: Goodness of fit of the model (CFA) 

Fit Measures 

 RMSEA 90% CI 

CFI TLI RMSEA Lower Upper 

0.957  0.951  0.0458  0.0402  0.0512  

We conducted a reliability analysis based on Cronbach’s alpha to ensure that the corresponding 

items measure the same construct. As shown in Table 7, all constructs had a Cronbach’s alpha 

above 0.7, which indicates the reliability of the factors (Saunders et al., 2012). Furthermore, 

according to Hair et al. (2011), composite reliability (CR) should be above 0.70 to assure internal 

consistency. Moreover, convergent validity is ensured by having the average variance extracted 

(AVE) values higher than 0.50 (Hair et al., 2011). As can be seen in Table 7, all of the factors meet 

these criteria. Therefore, it can be concluded that the survey items adequately represent the latent 

variables and no additional items needed to be removed.  
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Table 7: Reliability analysis 

Factor 
Number 

of items 

Cronbach’s 

alpha 
AVE CR 

Perceived Convenience 3 0.720 0.505 0.745 

Perceived Enjoyment 4 0.928 0.770 0.930 

Fashion Leadership 5 0.924 0.711 0.925 

Perceived Performance Risk 3 0.771 0.555 0.786 

Psychological Ownership 4 0.815 0.529 0.816 

Perceived Financial Risk 3 0.761 0.590 0.802 

Perceived Sustainability 5 0.914 0.684 0.915 

Attitude towards Clothing Rental 

Subscription 
5 0.933 0.741 0.935 

Intention towards Clothing Rental 

Subscription 
5 0.946 0.791 0.949 

Having confirmed the reliability and validity of the constructs in our model by performing the 

CFA, we conclude that the hypothesized factor structure fits to the observed data. This means our 

constructs can be used to test the proposed hypotheses using multiple regression analyses in the 

next step. 

4.3 Assumptions for Multiple Regression 

When using multiple regression for analyzing data, there are a set of assumptions that need to be 

confirmed first. In case the assumptions are fulfilled, the data set can be used for multiple 

regression analysis. Clark-Carter (2004) suggests looking at the distribution of the dependent 

variable as a first step, as it should be normally distributed. We checked this with the help of 

histograms, which can be seen in Appendix 2. Both attitude and intention were roughly normally 

distributed. Other assumptions include a linear relationship between variables, no multicollinearity 

between independent variables, no outliers in the data, homoscedasticity and normally distributed 

residuals (Clark-Carter, 2004). The linear relationships between the independent and dependent 

variables were observed and confirmed by creating scatterplots (Clark-Carter, 2004). Furthermore, 

we conducted a Pearson correlation analysis to test correlation between the independent variables 
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(Saunders et al., 2012). The correlations between the independent variables were between 0.047 

and 0.484, which means they were all well below the 0.7 cutoff value suggested by Tabachnick 

and Fidell (1996). The correlation matrix can be seen in Table 8.  

Table 8: Correlation matrix 

    CON ENJ FASH PERF OWN FIN SUST ATT INT 

CON   Pearson's r    —                                            

     p-value    —                                            

ENJ   Pearson's r    0.448    —                                       

     p-value    < .001    —                                       

FASH    Pearson's r    0.104    0.200    —                                  

     p-value    0.081    < .001    —                                  

PERF    Pearson's r    -0.146    -0.298    0.196    —                             

     p-value    0.014    < .001    < .001    —                             

OWN    Pearson's r    -0.174    -0.289    -0.002    0.212    —                        

     p-value    0.003    < .001    0.975    < .001    —                        

FIN    Pearson's r    -0.350    -0.484    -0.318    0.125    0.379    —                   

     p-value    < .001    < .001    < .001    0.036    < .001    —                   

SUST    Pearson's r    0.345    0.313    0.156    -0.047    -0.180    -0.395    —              

     p-value    < .001    < .001    0.009    0.432    0.002    < .001    —              

ATT    Pearson's r    0.438    0.663    0.163    -0.276    -0.341    -0.577    0.568    —         

     p-value    < .001    < .001    0.006    < .001    < .001    < .001    < .001    —         

INT    Pearson's r    0.455    0.810    0.202    -0.239    -0.326    -0.563    0.340    0.731    —    

     p-value    < .001    < .001    < .001    < .001    < .001    < .001    < .001    < .001    —    

  

(Explanations of abbreviations: CON = perceived convenience, ENJ = perceived enjoyment, FASH = fashion 

leadership, PERF = perceived performance risk, OWN = psychological ownership, FIN = perceived financial risk, 

SUST = perceived sustainability, ATT = attitude, INT = intention) 

The absence of multicollinearity between the independent variables was checked by calculating 

the variance inflation factor (VIF). If a VIF is larger than 10, it means that there is a problem of 

multicollinearity (Clark-Carter, 2004). No values were problematic, as can be seen in Table 9.  
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Table 9: Variance inflation factors (VIF) 

    VIF  Tolerance  

Perceived Convenience    1.35    0.743    

Perceived Enjoyment    1.63    0.613    

Fashion Leadership    1.22    0.817    

Perceived Performance Risk    1.21    0.827    

Psychological Ownership    1.23    0.813    

Perceived Financial Risk    1.68    0.595    

Perceived Sustainability    1.27    0.788    

  

Outliers in the data were looked for through an analysis of Cook’s values. All values were below 

1, which means there is no problem with outliers (Tabachnick & Fidell, 1996). Lastly, we checked 

the assumptions connected to residuals. Residuals should be normally distributed and they should 

have homogeneous variance, which is referred to as homoscedasticity (Clark-Carter, 2004). These 

assumptions were confirmed by analyzing a quantile-quantile plot (Q-Q plot), which is attached 

in Appendix 3. 

4.4 Hypotheses Testing with Multiple Regression Analysis 

After having ensured that all assumptions were found to be true, we tested our hypotheses by 

performing multiple and linear regression analyses. Multiple regression analyses (MRA) were 

used to test relationships between multiple predictor variables and a single dependent variable. 

The linear regression analysis was used to test attitude’s influence on intention. Three separate 

analyses were performed to test for the influence of: 

(4.4.1)  perceived sustainability, perceived enjoyment, perceived financial risk, perceived 

performance risk, fashion leadership, psychological ownership and perceived 

convenience on attitude towards a clothing rental subscription service; 

(4.4.2)  perceived sustainability, perceived enjoyment, perceived financial risk, perceived 

performance risk, fashion leadership, psychological ownership and perceived 

convenience on intention towards a clothing rental subscription service; and 
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(4.4.3)  attitude towards a clothing rental subscription service on intention to engage in 

clothing rental subscription. 

Before performing the regression analyses, we needed to transform the observed variables (=items) 

into the latent variables (=factors) by calculating the arithmetic means for each set of items 

corresponding to one factor. These values were then used for the regression analyses. The overall 

means and standard deviations of the factors can be seen in Appendix 4. 

4.4.1 Factors’ Influence on Attitude  

The results from the MRA are presented in Tables 10 and 11. The overall quality of the model is 

measured by the squared multiple correlation (R²). The model showed an R² of 0.636 with a p-

value (<.001) well below the significance value of 0.05, proving the quality and significance of 

the model. As an interpretation of the R², it can be stated that 63.6% of the variance in consumers’ 

attitudes towards clothing rental subscription can be explained by the factors in the model. 

Table 10: Model fit measures (MRA) - Factors' influences on attitude 

Model R R² Adjusted R² 

1  0.798  0.636  0.627  

Regarding the different predictors, 4 of the 7 factors emerged to be significantly influencing 

consumers’ attitudes towards clothing rental subscription, namely perceived enjoyment, perceived 

performance risk, perceived financial risk and perceived sustainability, as can be seen in Table 11. 

The multiple regression showed that consumers’ perceived sustainability of clothing rental 

subscription positively influences their attitudes towards it (β=0.3329, t=8.107, p<0.001). 

Therefore, H1a is supported. Similarly, H2a is supported, since perceived financial risk has 

shown a significant negative effect on attitude towards clothing rental subscription (β=-0.2099,  

t=-4.441, p<0.001). H3a is also supported: The perceived enjoyment of clothing rental 

subscription has a positive influence on attitude towards it (β=0.3935, t=8.456, p<0.001). 

Surprisingly, psychological ownership did not have a significant negative effect on attitude, 

therefore H4a is not supported (β=-0.0596, t=-1.475, p=0.141). H5a is also not supported, since 

the regression analysis showed no evidence for a significant impact of fashion leadership on 

attitude towards clothing rental subscription (β=-0.0219, t=-0.542, p=0.588). For perceived 
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performance risk, a significant negative effect is found on attitude (β=-0.0923, t=-2.305, p=0.022). 

Even though this effect is rather small, H6a is supported, since the criterion for significance, a p-

value below 0.05, is met. Lastly, H7a is not supported, since perceived convenience did not 

significantly impact attitude towards clothing rental subscription (β=0.0517, t=1.223, p=0.222).  

Table 11: Beta coefficients (MRA) - Factors' influences on attitude 

Predictor 
Standardized 

 Beta Coefficient 
T p 

Intercept     7.665  < .001   

Perceived Convenience  0.0517  1.223  0.222   

Perceived Enjoyment  0.3935  8.456  < .001   

Fashion Leadership  -0.0219  -0.542  0.588   

Perceived Performance Risk  -0.0923  -2.305  0.022   

Psychological Ownership  -0.0596  -1.475  0.141   

Perceived Financial Risk  -0.2099  -4.441  < .001   

Perceived Sustainability  0.3329  8.107  < .001   

4.4.2 Factors’ Influence on Intention 

Next, we performed a second multiple regression analysis to evaluate whether perceived 

sustainability, perceived enjoyment, perceived financial risk, perceived performance risk, fashion 

leadership, psychological ownership and perceived convenience significantly impact consumers’ 

intentions towards participating in a clothing rental subscription service. Tables 12 and 13 present 

the results from this second MRA. As shown in Table 12, R²=0.702, which means 70.2% of the 

variance in consumers’ intentions towards clothing rental subscription can be explained by the 

model. The p-value is below 0.001, proving the significance of the result. 

Table 12: Model fit measures (MRA) - Factors' influences on intention 

Model R R² Adjusted R² 

1  0.838  0.702  0.694  
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After testing the overall fit of the model, we tested our hypotheses by observing the contributions 

of the independent factors on the dependent variable: intention. The perceived sustainability of 

clothing rental subscription did not significantly influence consumers’ intentions towards it 

(β=0.0224, t=0.603, p=0.547). Therefore, H1b is not supported. In contrast, H2b is supported: 

The perceived financial risk of clothing rental subscription has a significant negative influence on 

consumers’ intentions towards clothing rental subscription (β=-0.1906, t=-4.456, p<0.001). The 

multiple regression showed that perceived enjoyment has a significant positive impact on intention 

to participate in clothing rental subscription (β=0.6672, t=15.843, p<0.001). In fact, it is by far the 

strongest predictor of intention in this model and thus H3b is supported. Both H4b and H5b are 

not supported, since neither psychological ownership (β=-0.0457, t=-1.250, p=0.213) nor fashion 

leadership (β=-0.0046, t=-0.127, p=0.899) have significant effects on intention. H6b is also not 

supported: Perceived performance risk does not significantly influence intention towards clothing 

rental subscription (β=0.0069, t=0.191, p=0.848). Perceived convenience did not significantly 

impact intention (ß=0.0752, t=1.966, p=0.050). However, it should be mentioned that the p-value 

is exactly at the border of not being significant. Nevertheless, H7b is not supported. Overall, 2 

hypotheses were supported concerning influences on intention: H2b and H3b. Perceived financial 

risk and perceived enjoyment were found to be significant predictors of consumers’ intentions 

towards engaging in clothing rental subscription.  
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Table 13: Beta coefficients (MRA) - Factors' influences on intention 

Predictor 
Standardized 

 Beta Coefficient 
t p 

Intercept     3.425  < .001   

Perceived Convenience  0.0752  1.966  0.050   

Perceived Enjoyment  0.6672  15.843  < .001   

Fashion Leadership  -0.0046  -0.127  0.899   

Perceived Performance Risk  0.0069  0.191  0.848   

Psychological Ownership  -0.0457  -1.250  0.213   

Perceived Financial Risk  -0.1906  -4.456  < .001   

Perceived Sustainability  0.0224  0.603  0.547   

 4.4.3 Attitude’s Influence on Intention 

Lastly, we tested the influence of attitude on intention in a linear regression analysis. As can be 

seen in Table 14, the R² value of 0.535 shows that the model explains 53.5% of the variance in 

intention (p<0.01). Attitude significantly affects the intentions of consumers to participate in 

clothing rental subscription (β=0.731, t=17.93, p<0.001). Therefore, H8 is supported. 

Table 14: Model fit measures - Attitude's influence on intention 

Model R R² Adjusted R² 

1  0.731  0.535  0.533  

Table 15 and Figure 7 summarize all the hypotheses for providing a better overview of which ones 

are supported and not supported based on our analyses.  
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Table 15: Hypotheses testing - Results 

Hypotheses Attitude (a) Intention (b) 

H1: The perceived sustainability of clothing rental 

subscription positively influences attitude (H1a) and 

intention (H1b) towards it. 

supported not supported 

H2: The perceived financial risk of clothing rental 

subscription has a negative influence on attitude (H2a) and 

intention (H2b) towards it. 

supported supported 

H3: The perceived enjoyment of clothing rental 

subscription has a positive influence on attitude (H3a) and 

intention (H3b) towards it. 

supported supported 

H4: The importance of psychological ownership for 

consumers has a negative influence on attitude (H4a) and 

intention (H4b) towards clothing rental subscription. 

not supported not supported 

H5: Fashion leadership of consumers positively influences 

attitude (H5a) and intention (H5b) towards clothing rental 

subscription. 

not supported not supported 

H6: Perceived performance risk of clothing rental 

subscription negatively influences attitude (H6a) and 

intention (H6b) towards it. 

supported not supported 

H7: Perceived convenience of clothing rental subscription 

positively influences attitude (H7a) and intention (H7b) 

towards it. 

not supported not supported 

H8: Attitude towards clothing rental subscription 

positively influences intention to engage in this business 

model. 

- supported 
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Figure 7: Final model 
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5. Discussion 

In this chapter, we begin by reviewing the purpose of our thesis and answering our research 

questions. Afterward, we discuss more thoroughly the results for the different factors and 

contextualize our findings within previous research and theory. Hereby, we consider the specific 

context and characteristics of this study to compare our results with previous research.  

5.1 Answering the Research Questions 

The purpose of this study was to investigate the influences of perceived sustainability, perceived 

enjoyment, perceived financial risk, perceived performance risk, fashion leadership, psychological 

ownership and perceived convenience on consumers’ attitudes towards clothing rental subscription 

services and their intentions to engage in this circular fashion business model. Therefore, we 

collected primary data through questionnaires and conducted multiple regression analyses and a 

linear regression analysis. Based on the analyses, we can answer our research questions: 

RQ1: What is the influence of perceived sustainability, perceived enjoyment, perceived financial 

risk, perceived performance risk, fashion leadership, psychological ownership and perceived 

convenience on consumers’ attitudes towards clothing rental subscription services?  

The results of our data analysis indicate that perceived sustainability and perceived enjoyment 

positively influence consumers’ attitudes towards clothing rental subscription services, whereas 

perceived financial risk and perceived performance risk have a negative influence on attitude. The 

remaining three factors do not significantly influence attitude towards clothing rental subscription 

services. 

RQ2: What is the influence of the above factors on consumers’ intentions to participate in clothing 

rental subscription services? 

Consumers’ intentions are positively influenced by perceived enjoyment and negatively influenced 

by perceived financial risk. No significant relationship was found between the remaining factors 

and intention to participate in clothing rental subscription services. 
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RQ3: What is the influence of consumers’ attitudes on their intentions to engage in clothing rental 

subscription services? 

Attitude positively influences intention to participate in clothing rental subscription services.  

5.2 Perceived Sustainability 

As hypothesized, consumers’ perceived sustainability of clothing rental subscription positively 

influences their attitudes towards it. This is in line with findings from previous studies about 

clothing rental and collaborative consumption in the fashion context (S. H. N. Lee & Huang, 

2020a; Won & Kim, 2020). Our findings show that consumers who are aware of the potential 

environmental benefits of renting clothes are more likely to have a positive attitude towards 

participating in it (cf. S. H. N. Lee & Chow, 2020). Interestingly, this study did not find a 

significant relationship between perceived sustainability and intention towards subscribing to a 

clothing rental service. This seems particularly surprising considering the strong impact it has on 

attitude (β=0.3329). From our set of factors, only perceived enjoyment was a stronger predictor of 

attitude than perceived sustainability. In previous research, the direct effect of perceived 

sustainability on intention was less frequently tested than its effect on attitude. However, several 

studies suggested that environmental concerns serve as a motivation to participate in collaborative 

fashion consumption such as clothing rental (Armstrong et al., 2015; Becker-Leifhold & Iran, 

2018). Based on the findings of this study, this does not result in a higher intention to participate 

in clothing rental. In accordance, Hamari et al. (2016) also found that perceived sustainability 

influences attitude but not intention to participate in collaborative consumption. Furthermore, as 

pointed out by McNeill and Venter (2019) and Armstrong et al. (2015), studies have shown that 

environmental concerns often do not translate into actual fashion consumption behavior. 

While consumers may rate the business model presented in this study positively, and hereby take 

into account its ecological benefits, they do not necessarily go to the next step, expressing an 

intention to participate in this type of offering. As stated by Niinimäki (2010), only a small segment 

of consumers is what she refers to as ‘ethical hardliners’, who strictly take environmental concerns 

into account for their purchase decisions in the context of clothing. On the other hand, for the 

majority of consumers, other factors weigh stronger, such as quality, aesthetics or price (cf. 

McNeill & Venter, 2019). 
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Similarly, it is reasonable to believe that other factors, which have more tangible, direct effects on 

the consumer than the ecological benefits, are considered more important by consumers when 

assessing whether they would want to participate in the offering. This may even be amplified by 

the novelty of the presented business model and its strong distinction from common clothes 

consumption. As seen in the study by McNeill and Venter (2019), consumers may like the 

environmental aspect of collaborative fashion consumption, but it does not drive them to 

participate by itself. 

Interestingly, perceived sustainability was the highest-rated factor (Mean: 5.22), even though we 

did not elaborate on the environmental benefits in our questionnaire to avoid leading respondents 

towards positive answers to these items. This is in line with Wahnbaeck and Roloff's (2017) 

statement, that German consumers are becoming aware of environmental issues regarding clothing 

consumption. 

5.3 Perceived Financial Risk 

In general, participating in collaborative consumption is often associated with cost savings and 

economic benefits since consumers can access and use products without having to pay the full 

price (Hamari et al., 2016; N. L. Kim & Jin, 2020; Moeller & Wittkowski, 2010). However, as 

shown by previous studies, renting everyday clothes is rather associated with financial risks 

(Armstrong et al., 2016; S. E. Lee et al., 2021). In line with our hypotheses, we found that perceived 

financial risk negatively affects both attitude and intention towards participating in clothing rental 

subscription. This means that if a respondent perceives clothing rental subscription to carry 

financial risk, they are less likely to have a positive attitude and intention towards this business 

model. This complements findings by Lang (2018), who found an influence on consumers’ 

attitudes towards fashion renting and S. E. Lee et al. (2021), who found an impact on consumers’ 

usage intentions towards online fashion renting. Both studies were conducted in different cultural 

contexts than this study, namely the US and South Korea. As pointed out in the introduction, since 

Europe is one of the forerunners of the shared apparel sector, this study aimed to test factors that 

influence consumers’ acceptance of clothing rental in a European context. Based on our results, 

the previous findings regarding financial risk are applicable in Germany as well. Additionally, 

previous studies did not research a subscription service, where the financial risk could play a 
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different role than in rental services where consumers select clothing items to rent for a short time. 

However, in both cases, it is found to be one of the most influential factors. 

Compared to performance risk, which was rated rather low (Mean: 3.27), respondents were 

generally more concerned about the potential economic downside of the service (Mean: 4.26). 

Further, financial risk was also a stronger predictor of consumers’ attitudes than performance risk, 

and one of the two factors that directly affected consumers’ intentions. This highlights the 

importance of adequate pricing of a clothing rental subscription service. 

5.4 Perceived Enjoyment 

The results of our study confirmed that the perceived enjoyment of clothing rental subscription 

positively influences both the attitude and intention of customers towards this service. This means 

that when customers perceive clothing rental subscription to be fun and enjoyable as an activity in 

itself, they are more likely to have a positive attitude towards it and a higher intention to participate 

in it. In fact, perceived enjoyment proved to be the second strongest predictor – after attitude – of 

intention to participate in clothing rental subscription. Moreover, it is the strongest predictor of 

attitude. This is in line with previous research, as perceived enjoyment proved to be the strongest 

predictor of intention in several other studies as well (Hamari et al., 2016; Lang, 2018; Lang et al., 

2019). In Hamari et al.'s (2016) study, enjoyment was also the second strongest predictor for 

attitude for collaborative consumption. Furthermore, perceived enjoyment was shown to be a 

significant predictor of intention towards fashion subscription retailing in previous research as well 

(Tao & Xu, 2018a). Hamari et al. (2016) studied customers’ attitudes and intentions towards 

collaborative consumption in general, while Lang (2018) and Lang et al. (2019) also took a broader 

focus on clothing rental in general. Our paper directed attention to a more specific clothing rental 

business model, clothing rental subscription, which also shares some similar characteristics with 

fashion subscription retailing. Interestingly, in this narrower setting of collaborative consumption, 

the perceived enjoyment of the service still seems to be one of the most important factors to predict 

the attitudes and intentions of customers. As clothing rental subscription offers subscription boxes 

containing clothing items that are picked by a stylist, it might increase respondents’ perceived 

enjoyment of the service. Waiting for the next monthly surprise to arrive might be an exciting 

experience, as well as receiving new clothes items each month that make one’s wardrobe rich in 

variety. 
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5.5 Psychological Ownership 

Contrary to the hypotheses about psychological ownership, no significant relationship was found 

between psychological ownership and customers’ attitudes and intentions towards clothing rental 

subscription. Therefore, we could not support our assumptions that if a customer has strong 

psychological ownership connected to their clothes, they would be less likely to have a positive 

attitude and intention towards clothing rental subscription. This is a very unexpected finding 

because the negative influence of psychological ownership on customers’ attitudes and intentions 

towards clothes rental was consistently hypothesized and supported in previous research (Lang, 

2018; Lang & Armstrong, 2018; S. H. N. Lee & Chow, 2020). However, some studies also include 

a social aspect of psychological ownership, which takes into account that ownership is still 

considered to be the ideal type of consumption in many societies, and it is associated with social 

status and personal image (Lang, 2018). Therefore, Lang (2018) argued that customers, who fear 

that their self-image would be harmed by clothes rental, are less likely to have a positive attitude 

towards it. The items we adopted in our thesis to measure respondents’ psychological ownership 

of their clothes did not contain items asking about this social aspect of ownership. This could be a 

reason for finding no significant relationship between psychological ownership and attitude and 

intention towards clothing rental subscription. However, the studies from which we adopted our 

items could also support this hypothesis without including items related to the social risk of not 

owning one’s clothes (S. H. N. Lee & Chow, 2020; Moeller & Wittkowski, 2010). Therefore, not 

including the social aspect might not be the only explanation for our results differing from previous 

studies. The difference might be due to the specifics of the presented business model. As we clarify 

in our hypothetical scenario (see in Appendix 5) that the subscription box would contain four items 

each month, it is clear that it would not completely replace owning clothes. Customers would still 

own their basic and most loved fashion items. The clothing rental subscription would aim to reduce 

their spending on fast fashion items that satisfy the need for some variety and change in their closet 

from time to time. Therefore, psychological ownership might not be seen as important for this 

business model as for other rental services. 

5.6 Fashion Leadership 

Surprisingly, in contrast to the hypothesized associations and previous research, fashion leadership 

did not show a significant influence on attitude or intention towards participating in clothing rental 
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subscription. Previous research has suggested that consumers who score high on fashion leadership 

are more likely to engage in clothing rental (Lang & Armstrong, 2018). The concept of fashion 

leadership explicitly and its influence on participating in collaborative consumption of clothing 

has only been researched by Lang and Armstrong (2018). However, closely related factors, such 

as fashion consciousness, trend orientation and innovativeness were shown to significantly impact 

consumers’ attitudes and intentions towards collaborative consumption in several studies (e.g. S. 

H. N. Lee & Huang, 2020a; Moeller & Wittkowski, 2010; Tu & Hu, 2018). In this study, we could 

not find evidence for this relationship. One reason for that could be the specific business model 

that we focused on in this paper. The clothing rental scenario in Lang and Armstrong's (2018) 

study differed from our model, as consumers can pick clothing items from a library, whereas in 

our study the clothes get selected by a stylist. According to H.-S. Kim and Hong (2011), women 

that score high on fashion leadership are highly interested in the hedonic aspects of shopping 

clothes, such as finding bargains, socializing with others and seeking gratification from shopping. 

These dimensions might be compromised by the subscription nature of the business model and by 

not choosing the clothes oneself. This might counter the possible benefits for fashion leaders, 

which include access to new clothes and being able to continuously experiment with new styles. 

Thus, other forms of clothing rental or swapping might match the personal preferences of fashion 

leaders better than clothing rental subscription.  

It is worth mentioning that the scores on the fashion leadership construct were generally very low 

compared to other factors. Both mean and median had the lowest values of all measured factors 

by far (Mean: 2.65; Median: 2.40). This is particularly surprising considering that a large 

proportion of our sample consisted of young women, who are said to be among the most fashion-

conscious consumer segments (McNeill & Venter, 2019). The items we used to ask about fashion 

leadership were adapted from Lang and Armstrong (2018) with the addition of one more item from 

S. H. N. Lee and Huang (2020a) and the validity of the construct was proven in our statistical 

analysis. One possible explanation for the low scores could stem from the different cultural 

contexts. S.-H. Lee and Workman's (2014) study suggests that a country’s culture impacts the 

percentage of consumers that can be characterized as fashion leaders. Both of the before mentioned 

studies have been conducted in the US, a highly vertically individualistic culture. Gupta et al. 

(2019) found that consumers in vertically individualistic countries like the U.S. and the U.K. have 

higher fashion orientations than consumers in more horizontally individualist countries like 
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Sweden, Netherlands and - although to a lesser extent - Germany. Nevertheless, the results on this 

dimension are still unexpectedly low and therefore the results need to be taken with caution and 

should be explored further. 

5.7 Perceived Performance Risk 

The results confirm that the perceived performance risk of clothing rental subscription negatively 

affects customers’ attitudes towards this service. However, the results indicate no significant 

relationship between perceived performance risk and intention to participate in clothing rental 

subscription. Perceived performance risk’s negative influence on attitude is in line with previous 

research about clothing rental, where this relationship was confirmed (Lang, 2018; Lang et al., 

2019). However, in our case performance risk is a much weaker predictor of attitude than in these 

previous studies. Moreover, we could not confirm our hypothesis that perceived performance risk 

would negatively influence intention. This finding is quite surprising, as performance risk has been 

shown to negatively influence intention towards online fashion rental services (S. E. Lee et al., 

2021), and we found no studies rejecting hypotheses regarding this relationship. An explanation 

for that could be stemming from our data set. As presented in the Results chapter, perceived 

performance risk was ranked quite low on average (Mean: 3.27), which means most of our 

respondents did not agree that participating in clothing rental subscription would carry risks 

regarding the quality and cleanliness of clothes items. This is even more surprising considering 

the ongoing Covid-19 pandemic, which might increase the hygiene concerns of respondents in 

general (Baek & Oh, 2021). However, this did not seem to have influenced their answers about 

perceived performance risk. The reason for rating performance risk to be low can be that we 

presented a different clothing rental business model than the studies before. Both Lang (2018) and 

Lang et al. (2019) used a hypothetical scenario in their research, where there were no details 

enclosed about the company’s involvement in cleaning the clothes. As can be seen in Appendix 5, 

we highlighted in our hypothetical description that the company would take care of professionally 

cleaning the clothes. This might be an explanation of our respondents thinking that there would be 

no problem with the cleanliness and quality of the rented clothing. This is supported by H. Park 

and Armstrong's (2017) proposition that if a collaborative apparel consumption mode is more 

formal or institutionalized, customers perceive the performance risk to be lower.  
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5.8 Perceived Convenience 

In contrast to the hypothesized relationship between perceived convenience and consumers’ 

attitudes and intentions towards participating in clothing rental subscription, our analyses did not 

find evidence for a significant positive influence. Albeit suggested by H. Park and Armstrong 

(2017), convenience has rarely been studied as a factor potentially influencing consumers’ 

attitudes and intentions towards clothing rental or similar collaborative consumption models. 

However, Moeller and Wittkowski (2010) found a significant relationship between consumers’ 

convenience orientation and their preference for renting products instead of buying them, which 

has been confirmed in the context of clothes renting by Gnanamkonda et al. (2019). Regarding 

intention, Tao and Xu (2020) have found a significant impact of convenience in the context of 

fashion subscription retailing. Since the business model in our study entails potential time and 

energy savings due to its subscription nature combined with the curation service, we expected a 

positive relationship to consumers’ attitudes and intentions, however, it was not proven to be 

significant. This result is in line with N. L. Kim and Jin's (2020) study that despite being a factor 

in collaborative consumption in general, convenience does not play a significant role in explaining 

consumers’ attitudes towards collaborative consumption of consumer goods. In this study, we 

chose a more specific business model in collaborative consumption but came to the same results. 

However, the influence on intention was only just outside of the determined significance value of 

p<0.05 as it was p=0.05. Unfortunately, we had to remove 2 items that belonged to the perceived 

convenience factor to ensure the overall fit of the model, which might have influenced the results. 

Therefore, we recommend not to completely disregard this factor in future research about clothing 

rental, specifically its relationship with customers’ intentions.  

5.9 Attitude and Intention 

Lastly, the findings of our research confirmed that consumers’ attitudes towards clothing rental 

subscription positively influence their intentions to engage in the service. This indicates that if a 

customer has a positive attitude towards clothing rental subscription, they have a higher intention 

to participate in it. This result was expected and is in line with the findings of the reviewed 

literature. The relationship between attitude and intention is one of the basic foundations of Ajzen's 

(1991) Theory of Planned Behavior, which is a widely used framework to study behavior. Attitude 
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has also been shown to be the strongest predictor of intention (White et al., 2009). Furthermore, 

the positive influence of attitude on intention has been confirmed in several studies about 

collaborative consumption (Hamari et al., 2016), online fashion renting retailing (S. H. N. Lee & 

Chow, 2020), and clothing rental (Lang et al., 2019; Tu & Hu, 2018) to name a few. Our results 

confirm that the positive relationship between attitude and intention is also significant in a 

narrower context, focusing on one specific business model for fashion rental, which is clothing 

rental subscription.  

Furthermore, on average both attitude (Mean: 4.92) and intention (Mean: 4.15) were rated rather 

positive. An explanation for that might be found in the characteristics of our respondents. Firstly, 

we only included female respondents in our study and they have been shown to have higher 

intentions to participate in clothing rental than males (S. H. N. Lee & Chow, 2020). Moreover, the 

majority of respondents were under the age of 35 (72%). Younger generations were shown to be 

more likely to try alternative forms of consumption other than ownership. They are more open to 

experimenting with other models and are less worried about owning things, while also having 

higher trust in the sharing economy (A. Lee, 2013; Statista, 2020). Furthermore, studies have 

shown that rental concepts are best suited for younger customers, who are more experimental when 

it comes to clothing. Therefore, they could use clothing rental to change and adjust their personal 

clothing style regularly without accumulating large amounts of clothing that are no longer needed 

(Armstrong et al., 2015, 2016; Lacy et al., 2020a). Therefore, the distribution of age in our sample 

might have resulted in overall higher attitudes and intentions towards clothing rental subscription.  
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6. Conclusion 

In this chapter, we review the purpose of this study and summarize the main findings. Afterward, 

we illustrate the contributions of our findings to theory and the implications for practitioners. 

Finally, we note the limitations of this study before providing recommendations for future avenues 

for research. 

The purpose of this study was to investigate the influences of perceived sustainability, perceived 

enjoyment, perceived financial risk, perceived performance risk, fashion leadership, psychological 

ownership and perceived convenience on consumers’ attitudes towards clothing rental subscription 

services and their intentions to engage in this circular fashion business model. To fulfill our 

purpose, we used questionnaires to collect our primary data and conducted multiple regression 

analyses and a linear regression analysis. 

The results of our data analysis indicate that perceived sustainability and perceived enjoyment 

positively influence consumers’ attitudes towards clothing rental subscription services, whereas 

perceived financial risk and perceived performance risk have a negative impact on the attitude. 

Consumers’ intentions are positively influenced by perceived enjoyment and negatively affected 

by perceived financial risk. Moreover, attitude positively affects intention to participate in clothing 

rental subscription. 

6.1 Theoretical Contributions 

As discussed before, our results confirm attitude’s predicting power on intention, which is in line 

with the original Theory of Planned Behavior (Ajzen, 1991). This relationship has been proven in 

several different contexts (e.g. Chen et al., 2007; S. H. N. Lee & Chow, 2020; Tu & Hu, 2018). In 

our thesis, the positive relationship between attitude and intention has been confirmed when 

studying it in a new context and focusing on a specific business model, clothing rental subscription.  

Moreover, all of the constructs adopted from Hamari et al.'s (2016) model for participating in 

collaborative consumption proved to be significant in the context of clothing rental subscription 

as well. This shows that their developed model is also applicable in more specified contexts. 

Therefore, future studies could also consider building on their theoretical framework. 
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In contrast to the majority of research about clothing rental, we focused on one specific business 

model, which has scarcely been studied before, to gain more valuable insights for a distinct context. 

Hereby, we identified key differences to previous findings about clothing rental, showing that the 

importance of single factors depends on the specifics of a clothing rental business model. Overall, 

the study contributed to research about consumers’ attitudes and intentions towards clothing rental 

by investigating a specific business model and showing which key factors are significant for 

clothing rental subscription. 

Furthermore, this study contributes to the literature about circular economy business models. 

Previous research suggests that innovative business models can take on an important role in 

transitioning from a linear economy towards a more sustainable circular economy to decrease 

environmental harm (Geissdoerfer et al., 2017). Since customer adoption of CE business models 

in the fashion context is often rather low, it is necessary to better understand what influences 

consumers’ acceptance and adoption of these business models (Colucci & Vecchi, 2021; Kirchherr 

et al., 2017). This study helps to identify relevant factors that motivate or hinder consumers to 

partake in such a business model.  

This study targets a different geographical context, as the majority of previous studies on clothing 

rental has been conducted in the US (e.g. Lang & Armstrong, 2018; S. H. N. Lee & Chow, 2020; 

S. H. N. Lee & Huang, 2020a). To be able to test the applicability of their findings in a European 

context, we selected German female consumers as the target population of this study. Only a few 

studies on clothing rental have been conducted in Europe previously, e.g. in Finland (Armstrong 

et al., 2015). Therefore, we focused on Germany, which is the EU’s biggest market for clothing in 

value (Shahbandeh, 2020). As discussed in detail before, our results showed both overlaps as well 

as differences regarding the influence of the tested factors on consumers’ attitudes and intentions, 

for some of which the different cultural context could play a role.  

6.2 Managerial Implications 

Our results indicate that the perceived sustainability of clothing rental subscription is an important 

factor in predicting customers’ attitudes, but not their intentions to participate. This finding implies 

that managers should highlight the sustainability aspects of this business model, as a positive 

attitude still has a positive relationship with intention to participate. However, perceived 
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sustainability alone is not enough for people to participate in clothing rental subscription. 

Therefore, other motivating and hindering factors should also be considered.  

Perceived financial risk and perceived enjoyment were the only factors that had a significant 

relationship with both attitude and intention. Therefore, these seem to be the most essential factors 

that influence customers’ opinions. Hence, clothing rental businesses should offer competitive 

prices for the subscription. When entering a market, it is advisable to perform market research to 

determine what is an acceptable price for the target audience. To increase customers’ perceived 

enjoyment of the business model, companies should present participating as enjoyable. An idea 

that can contribute to that is being present on social media and revealing some clothing items that 

customers might get if they subscribe. Furthermore, they could build on the strengths of the 

business model by exhibiting several outfits with one item to highlight how adding a single item 

each month can make one’s wardrobe rich in variety.  

As psychological ownership of one’s clothes did not have a significant relationship with either 

attitude or intention, it is possible that customers view this business model as complementary to 

their shopping habits. However, if the amount of purchased clothing does not decrease by 

subscribing, the sustainability aims of clothing rental subscription can be compromised. Therefore, 

companies should try to preserve the positive sustainability effects of the business model by 

communicating how the subscription aims to substitute buying clothes that are only purchased to 

fulfill a need for variety.  

The results indicate that fashion leadership does not play a role in influencing consumers’ attitudes 

or intentions to participate in clothing rental subscription. This implies that the business model 

also attracts female consumers that are less engaged in fashion trends and do not consider 

themselves to be fashion leaders. This extends the potential target group for such services beyond 

only the segment of consumers with a high fashion involvement. Companies who offer a clothing 

rental subscription should therefore not specifically target the comparatively small segment of 

fashion leaders, but instead highlight the aspects that both fashion leaders and not fashion leaders 

appreciate, like the ability to experiment with different styles. This does not need to be associated 

with following the latest trends but rather the fun aspect of changing the wardrobe regularly. 

The results of this study regarding the risk associated with the hygiene and quality of the rented 

clothes have two implications: First, companies need to be aware of this issue since it affects the 
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attitude to this service. Second, they should communicate how they take care of these aspects to 

ensure that the consumers receive clean and fully functional clothes. In contrast to similar studies 

about the topic, we included a sentence in our questionnaire that mentioned how the service 

provider professionally cleans the clothes before they are sent to the next user. This might be the 

reason why respondents rated the risk rather low, and it did not significantly affect their intentions 

to participate.  

Finally, the results indicate that convenience is not an important factor for customers. However, 

as mentioned before, this result should be taken with caution. First, it was on the edge of being 

statistically significant for consumers’ intentions, and second, we could not use our whole set of 

items for that factor. Therefore, we advise companies not to completely disregard this factor. While 

it might not be the most important aspect to advertise, the service should be made as convenient 

as possible for consumers to make it easy for them to adopt this new way of consuming clothes. 

6.3 Limitations 

One of the biggest limitations of this study is the sample. Due to time and resource constraints, we 

used a convenience sampling strategy, which is highly prone to bias. The data collection resulted 

in a sample that is non-representative for the studied population. The respondents of the online 

questionnaire were mostly young, university-educated people. Therefore, the generalizability of 

our results decreases. Moreover, we could not use age and education as control variables, as these 

showed a skewed distribution. 

Connected to our collected data, some hypotheses might have been not supported partly because 

of the non-representative nature of our sample. For example, there were significantly more people 

who did not consider themselves to be fashion leaders than those who did. Therefore, we would 

not suggest excluding any of the factors from future research only based on our findings. 

Another limitation of the thesis is tied to the nature of measuring latent variables in our 

questionnaire. As all the included constructs in our model were measured by rating questions, the 

phrasing of these items could have an influence on respondents’ understanding and answers. Even 

though we adopted most of our items from previous research, some of them could probably have 

been phrased in a better way since we needed to exclude six of them from our data analysis. 

Furthermore, we could have included items asking about the social aspects of psychological 
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ownership as well and phrased the fashion leadership items in a way that they are more about being 

aware of the newest trends and less about stating to be a fashion leader.  

Another limitation of the study is that we focused on attitude as the main antecedent of intention 

and context-specific factors that are expected to have an influence on it. According to the Theory 

of Planned Behavior (Ajzen, 1991), subjective norms and perceived behavioral control are two 

further determinants that help explaining intentions towards a behavior with the relative 

importance of each determinant varying across situations. As discussed in the literature review, 

we decided not to include these in favor of including more context-specific factors. However, it is 

possible that they also further contribute to explaining consumers’ intentions towards clothing 

rental subscription.  

6.4 Future Research Recommendations 

As discussed before, some factors proved not to be significantly affecting customers’ attitudes and 

intentions in the context of clothing rental subscription. However, these have been shown to be 

significant in previous research about clothing rental in general or other types of fashion rental 

business models. Therefore, it would be interesting to see future research comparing the factors’ 

influence on customers’ attitudes and intentions towards clothing rental subscription and a 

different clothing rental business model. Furthermore, there is still a lack of research that focuses 

on a specific clothes rental business model. 

Future research could focus on customers that have already participated in clothing rental 

subscription. This way, it could be investigated if their subscription changed their fashion 

consumption behavior and if so, to what extent. This could help to gain a clearer understanding of 

whether or not participating in this business model would actually reduce the amount of purchased 

and produced clothes.  

Furthermore, in this thesis, we focused solely on female respondents, as they were shown to be 

more open for clothing rental and more involved in fashion. However, future research could study 

males’ attitudes and intentions towards clothing rental subscription or include everyone in the 

research and identify the specific differences between the two groups. 

Some of the more unexpected findings from this study, such as the insignificance of ownership as 

a predictor, could be followed by qualitative studies that investigate the underlying reasons for 
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them. This could help to gain a deeper understanding of why psychological ownership does not 

seem to be an important factor for clothing rental subscription.  

It was beyond the scope of this thesis to include all factors that were considered in previous 

research as possible determinants of attitude and intention towards clothing rental. Future research 

could study further factors such as subjective norms, perceived behavioral control, which are also 

included in the TPB as determinants of intention, and social risk. Aspects regarding subjective 

norms and social risks are complex and might include many different concerns, especially 

considering such new business models. Therefore, these could be first explored in qualitative 

studies before they can be adequately operationalized and measured in quantitative studies. 

Lastly, since we observed that most of the reviewed studies focused on the US, we recommend 

further research about clothing rental in different geographical contexts, such as Europe. Even 

though our study focuses on a new context, there are many more unexplored countries. Results 

from different cultural contexts would aid comparability and generalizability of the findings in this 

field. It would therefore allow future researchers to identify and sharpen differences in the 

importance of individual factors across different geographical contexts. 
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Appendices 

Appendix 1: Confirmatory factor analysis – Factor loadings 

Factor Loadings – First Run 

Factor Indicator Estimate SE Z p Factor Loading 

Perceived Convenience  CON_5  0.694  0.1035  6.71  < .001  0.410  

   CON_4  0.850  0.0965  8.81  < .001  0.523  

   CON_3  0.713  0.0957  7.45  < .001  0.464  

   CON_2  0.937  0.0964  9.72  < .001  0.579  

   CON_1  1.455  0.0837  17.38  < .001  0.886  

Perceived Enjoyment  ENJ_1  1.444  0.0727  19.86  < .001  0.912  

   ENJ_2  1.587  0.0735  21.59  < .001  0.956  

   ENJ_3  1.540  0.0770  20.00  < .001  0.916  

   ENJ_4  1.016  0.0759  13.38  < .001  0.702  

Fashion Leadership  FASH_1  1.407  0.0769  18.29  < .001  0.876  

   FASH_2  1.286  0.0705  18.24  < .001  0.874  

   FASH_3  1.246  0.0784  15.90  < .001  0.801  

   FASH_4  1.315  0.0792  16.60  < .001  0.824  

   FASH_5  1.344  0.0789  17.04  < .001  0.838  

Perceived Performance 

Risk 
 PERF_1  1.524  0.0974  15.64  < .001  0.865  

   PERF_2  0.696  0.0973  7.15  < .001  0.444  

   PERF_3  1.287  0.1075  11.97  < .001  0.697  

   PERF_4  0.900  0.0796  11.30  < .001  0.653  

Psychological Ownership  OWN_1  1.034  0.0871  11.87  < .001  0.683  

   OWN_2  0.777  0.0798  9.74  < .001  0.578  

   OWN_3  1.041  0.0804  12.94  < .001  0.719  

   OWN_4  1.173  0.0794  14.77  < .001  0.791  

   OWN_5  0.967  0.0744  12.99  < .001  0.724  

Perceived Financial Risk  FIN_1  1.284  0.0746  17.20  < .001  0.870  

   FIN_2  0.483  0.0809  5.97  < .001  0.365  

   FIN_3  1.277  0.0782  16.32  < .001  0.838  

   FIN_4Rev  0.847  0.0950  8.92  < .001  0.551  

   FIN_5Rev  0.761  0.0846  9.00  < .001  0.554  

Perceived Sustainability  SUST_1  1.122  0.0625  17.95  < .001  0.868  

   SUST_5  1.028  0.0658  15.62  < .001  0.794  
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Factor Loadings – First Run 

Factor Indicator Estimate SE Z p Factor Loading 

   SUST_4  1.127  0.0699  16.13  < .001  0.811  

   SUST_2  1.063  0.0632  16.82  < .001  0.833  

   SUST_3  1.141  0.0687  16.62  < .001  0.827  

Attitude  ATT_1  1.067  0.0567  18.81  < .001  0.887  

   ATT_2  1.078  0.0637  16.92  < .001  0.832  

   ATT_3  0.976  0.0546  17.86  < .001  0.859  

   ATT_4  0.986  0.0569  17.33  < .001  0.844  

   ATT_5  1.063  0.0573  18.57  < .001  0.880  

Intention  INT_1  1.547  0.0725  21.35  < .001  0.948  

   INT_2  1.153  0.0863  13.36  < .001  0.700  

   INT_3  1.579  0.0747  21.14  < .001  0.943  

   INT_4  1.452  0.0701  20.72  < .001  0.932  

   INT_5  1.531  0.0785  19.49  < .001  0.901  

(Explanations of abbreviations: CON = perceived convenience, ENJ = perceived enjoyment, FASH = fashion 

leadership, PERF = perceived performance risk, OWN = psychological ownership, FIN = perceived financial risk, 

SUST = perceived sustainability, ATT = attitude, INT = intention) 

The highlighted ones are the ones removed from the items in the final model: 

CON_1: I think a clothing rental subscription would be very convenient. 

CON_5: It would be convenient not to have to search for clothes myself. 

PERF_2: It would not be easy for me to clean the rented clothing. 

OWN_1: The money paid for subscribing to clothing rental is not worthwhile since I cannot own 

the items. 

FIN_2: It would cost me a lot to manage and keep the rented clothing in good shape. 

FIN_5Rev: My participation in clothing rental subscription would benefit me financially. 

Factor Loadings – Modification Indices – First Run 

  CON ENJ FASH PERF OWN FIN SUST ATT INT 

CON_5     1.45893  27.73676  8.71809  1.28706  3.57457  14.04552  5.2795  0.11234  

CON_4     6.78221  0.02379  0.02911  0.56497  1.24033  0.51609  0.0156  0.45843  

CON_3     6.19659  0.93404  2.29e-4  1.99615  1.27611  10.99912  0.2426  5.14402  

CON_2     1.94218  1.68472  0.13411  1.24148  1.35922  2.72222  1.3004  3.29213  

CON_1     16.92762  14.57529  2.12180  2.10742  2.61705  2.57190  3.2628  14.21073  

ENJ_1  0.78344     0.60573  0.10406  0.80274  0.78979  0.00977  1.1933  0.62860  

ENJ_2  1.65204     0.56283  0.05770  0.28181  0.60208  0.19929  4.2104  8.29277  
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Factor Loadings – Modification Indices – First Run 

  CON ENJ FASH PERF OWN FIN SUST ATT INT 

ENJ_3  0.09409     0.02033  0.64370  0.04237  0.13020  4.92e-4  0.9514  3.06441  

ENJ_4  0.30285     0.00370  2.99795  12.30996  8.36332  0.68866  0.3726  1.43641  

FASH_1  2.19123  3.58131     0.41250  0.23119  0.06489  0.04587  0.1334  1.83348  

FASH_2  0.21477  1.06e-4     0.21849  0.12776  1.33398  0.19224  0.3485  0.29513  

FASH_3  1.79238  0.64845     0.67894  0.02712  2.05645  0.17027  0.2563  0.00149  

FASH_4  2.13127  3.98376     0.18303  2.93350  2.47963  0.59324  1.2252  2.96964  

FASH_5  2.08869  0.23578     2.48092  0.30095  1.51528  3.38069  0.7334  0.48606  

PERF_1  0.01625  0.07395  0.14946     4.94311  0.02094  0.06609  0.0372  0.17629  

PERF_2  0.09579  6.25e-4  0.03072     0.23396  0.22411  0.00960  0.1514  0.03468  

PERF_3  3.53351  6.79833  0.09921     18.51365  0.00948  0.37010  0.5459  2.65792  

PERF_4  4.31510  10.38693  0.57672     4.18947  0.04047  0.06731  0.6253  6.03848  

OWN_1  30.22960  39.37687  1.60726  4.89248     62.03941  2.05560  30.0209  34.50861  

OWN_2  5.18896  10.39863  0.07832  11.38576     0.28967  0.87422  7.9319  5.03789  

OWN_3  2.94085  3.08852  2.33361  1.02795     4.36748  0.18563  0.8970  1.88743  

OWN_4  1.10317  1.24521  1.33005  9.90164     6.96966  1.46123  1.0791  0.46416  

OWN_5  8.31103  8.63451  2.41665  4.68146     3.29585  0.09919  10.3554  10.06280  

FIN_1  2.71832  0.99242  3.67010  1.99316  0.00917     0.77596  1.0813  3.56089  

FIN_2  0.95959  3.04725  0.09344  10.21792  0.70625     0.36915  3.5219  2.33187  

FIN_3  2.93701  0.11048  6.50832  7.16502  2.27263     6.37640  2.8637  0.87121  

FIN_4Rev  10.69240  1.19379  18.74211  18.06764  3.23762     17.19410  9.3063  5.63265  

FIN_5Rev  4.97502  0.07513  19.78401  31.04546  2.67598     6.98960  0.3716  2.98235  

SUST_1  0.30373  0.13347  0.23697  0.00815  0.00931  0.24756     1.1227  0.24752  

SUST_5  0.03147  0.00114  2.91117  0.56265  0.92827  0.05017     0.0782  0.01846  

SUST_4  0.05816  0.08591  3.94155  1.38671  0.17780  0.05558     0.1762  0.07663  

SUST_2  2.65950  1.14671  0.01990  2.10138  0.02987  0.89157     8.2763  2.21650  

SUST_3  1.22957  0.98002  0.00371  4.08565  0.57677  0.17854     3.5601  1.20232  

ATT_1  3.50837  7.28907  0.68300  3.64476  0.04655  0.26985  1.72933     5.38347  

ATT_2  21.31591  21.84219  0.17016  3.36175  5.04442  0.89028  9.45093     14.70615  

ATT_3  3.04709  0.54434  0.29095  1.81695  1.85288  2.57542  8.59324     0.30640  

ATT_4  4.38468  11.11820  0.76883  0.25477  0.05340  0.10872  12.68771     3.81763  

ATT_5  5.17993  12.44096  0.85465  0.17108  0.43995  0.01792  2.91324     10.14148  

INT_1  0.00527  0.76318  1.32996  0.00702  3.00272  0.42687  0.14670  1.6565     

INT_2  0.70306  1.84820  2.03677  1.36280  0.00123  0.11161  0.77995  6.4850     

INT_3  0.06927  0.07413  5.56513  0.61598  4.00187  0.99382  2.06404  1.3590     

INT_4  0.00371  1.67877  2.30901  0.04232  0.58358  0.05423  0.17166  0.0661     

INT_5  0.06943  0.38384  0.15675  2.92780  1.42665  0.00132  1.83934  1.4019     
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(Explanations of abbreviations: CON = perceived convenience, ENJ = perceived enjoyment, FASH = fashion 

leadership, PERF = perceived performance risk, OWN = psychological ownership, FIN = financial risk, SUST = 

perceived sustainability, ATT = attitude, INT = intention) 

Factor Loadings – Final Run 

Factor Indicator Estimate SE Z p Factor Loading 

Perceived Convenience  CON_4  0.797  0.1020  7.81  < .001  0.491  

   CON_3  1.162  0.0892  13.02  < .001  0.757  

   CON_2  1.355  0.0941  14.40  < .001  0.837  

Perceived Enjoyment  ENJ_1  1.445  0.0727  19.88  < .001  0.913  

   ENJ_2  1.586  0.0735  21.57  < .001  0.956  

   ENJ_3  1.539  0.0770  19.98  < .001  0.916  

   ENJ_4  1.017  0.0759  13.40  < .001  0.703  

Fashion Leadership  FASH_1  1.407  0.0769  18.30  < .001  0.876  

   FASH_2  1.286  0.0705  18.25  < .001  0.875  

   FASH_3  1.246  0.0783  15.91  < .001  0.801  

   FASH_4  1.315  0.0792  16.59  < .001  0.824  

   FASH_5  1.343  0.0789  17.01  < .001  0.837  

Perceived Performance Risk  PERF_1  1.557  0.1009  15.43  < .001  0.884  

   PERF_3  1.264  0.1100  11.48  < .001  0.684  

   PERF_4  0.890  0.0801  11.11  < .001  0.646  

Psychological Ownership  OWN_2  0.825  0.0794  10.39  < .001  0.614  

   OWN_3  1.071  0.0806  13.28  < .001  0.740  

   OWN_4  1.142  0.0824  13.85  < .001  0.770  

   OWN_5  1.031  0.0739  13.95  < .001  0.772  

Perceived Financial Risk  FIN_1  1.338  0.0733  18.25  < .001  0.907  

   FIN_3  1.298  0.0774  16.76  < .001  0.851  

   FIN_4Rev  0.726  0.0915  7.93  < .001  0.472  

Perceived Sustainability  SUST_1  1.122  0.0625  17.95  < .001  0.868  

   SUST_5  1.029  0.0658  15.65  < .001  0.795  

   SUST_4  1.126  0.0699  16.12  < .001  0.811  

   SUST_2  1.062  0.0632  16.80  < .001  0.832  

   SUST_3  1.142  0.0686  16.65  < .001  0.828  

Attitude  ATT_1  1.066  0.0567  18.80  < .001  0.887  

   ATT_3  0.978  0.0546  17.92  < .001  0.861  

   ATT_4  0.986  0.0569  17.32  < .001  0.844  

   ATT_5  1.063  0.0573  18.56  < .001  0.880  

   ATT_2  1.076  0.0638  16.87  < .001  0.830  



102 

 

Factor Loadings – Final Run 

Factor Indicator Estimate SE Z p Factor Loading 

Intention  INT_1  1.548  0.0725  21.36  < .001  0.948  

   INT_2  1.153  0.0863  13.36  < .001  0.699  

   INT_3  1.579  0.0747  21.15  < .001  0.943  

   INT_4  1.451  0.0701  20.71  < .001  0.932  

   INT_5  1.530  0.0786  19.47  < .001  0.900  

(Explanations of abbreviations: CON = perceived convenience, ENJ = perceived enjoyment, FASH = fashion 

leadership, PERF = perceived performance risk, OWN = psychological ownership, FIN = perceived financial risk, 

SUST = perceived sustainability, ATT = attitude, INT = intention) 
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Appendix 2: Distribution of dependent variables 
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Appendix 3: Normal Q-Q plot 

 

 

Appendix 4: Means and standard deviations of factors 

  CON ENJ FASH PERF OWN FIN SUST ATT INT 

N  282  282  282  282  282  282  282  282  282  

Missing  0  0  0  0  0  0  0  0  0  

Mean  4.53  4.53  2.65  3.27  5.02  4.26  5.22  4.92  4.15  

Median  4.67  4.75  2.40  3.33  5.25  4.33  5.40  5.00  4.40  

Standard 

deviation 
 1.28  1.45  1.37  1.39  1.13  1.25  1.15  1.07  1.49  

Minimum  1.00  1.00  1.00  1.00  1.00  1.00  1.20  2.00  1.00  

Maximum  7.00  7.00  7.00  7.00  7.00  7.00  7.00  7.00  7.00  

(Explanations of abbreviations: CON = perceived convenience, ENJ = perceived enjoyment, FASH = fashion 

leadership, PERF = perceived performance risk, OWN = psychological ownership, FIN = perceived financial risk, 

SUST = perceived sustainability, ATT = attitude, INT = intention) 
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Appendix 5: Business model presented in the questionnaire 

We would like to describe a new business model to you that enables customers to rent clothes. 

Afterwards, you will be asked for your opinion about it. Clothing rental subscription is a monthly 

subscription service for 30 EUR a month. You as a customer are asked to give your size as well as 

style and fashion preferences. Each month, you get a subscription box containing 4 clothes items 

(e.g. T-shirts, trousers, dresses, sweaters) picked by a stylist, suited to your style. You can wear 

these clothes for one month. Next month, you receive a new box containing 4 new clothing items. 

At the same time, your previous box is collected and returned to the company. The company takes 

care to professionally clean the clothes that you have worn. The company remains the owner of 

the clothes and you do not have the option to purchase the items. This way, you can regularly 

change your wardrobe without having to buy new clothes. 

 


