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Abstract 
 

Purpose - The purpose of this study is to explore the early adopters of clothing 

libraries and find out why they become members of this new fashion business 

model within collaborative consumption. The study aims to obtain an evaluation 

of clothing library users and understand their motives and determinants for joining 

a clothing library. 

 
Methodology - The study pursues a quantitative approach. Firstly, the 

background research was conducted during which data were collected through 

open-ended interviews with managers of five clothing libraries in Sweden. This 

enabled the researchers to establish categories of determinants for clothing 

libraries which were then verified in the next part of the research: a survey filled 

out by clothing library members. The survey was distributed to members of five 

clothing libraries in Sweden and resulted in 30 responses from users from all five 

clothing libraries.  

 
Conclusions - The outcome of this study shows that clothing library members 

are not a new segment of collaborative consumption but rather they are already 

existing second-hand consumers. Joining clothing libraries merely adds another 

channel of consuming used clothing. Although the intentions to join a clothing 

library are mostly based on sustainable motives, style and design are still highly 

valued by the members. 

 

Keywords - Collaborative Consumption, Clothing Library, Consumer Behaviour, 

Early Adopters, Quantitative Study 
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1. Introduction 
 

“The system of consumerism may seem like an immovable fact of 

modern life. But it is not. That the system was manufactured suggests 

that we can reshape those forces to create a healthier, more 

sustainable system with a more fulfilling goal than 'more stuff’” 

(Botsman and Rogers, 2011). 

 

1.1 Background 
 

Over-consumption and a growing number of clothing waste in the fashion and 

textile industry is a very recent subject which is being explored by many 

researchers. One factor that contributes to increasing consumption in fashion is 

the consumer’s society development (Hjelmgren, Salomonson and Ekström, 

2015). Another one is that the consumerist industry is driven by fast cycles of 

trends, which create new needs and products with short lifespans that can be 

easily replaced by new products (Niinimäki and Hassi, 2011). Particularly in 

fashion these cycles change faster and faster (Hjelmgren, Salomonson and 

Ekström, 2015). Evidently, the lifespan of clothes is decreasing. According to a 

study conducted by Procter and Gamble, the life cycle of products in the US 

declined by 50% between 1992 and 2002, which results in a necessity to 

innovate new products twice as fast (Vaitheeswaran, 2007). Consequently, more 

and more products are easily replaced by other cheap products. This contributes 

to a growing number of garments that are either thrown away or kept in the 

wardrobe, however without being worn anymore (WRAP, 2012). 

 

This throw-away behaviour is reflected in a growing number of shocking data 

about hyper-consumption presented by organisations which focus on 

sustainability in the fashion industry. According to the US Environmental 

Protection Agency almost five percent of a landfill’s room is occupied by textile 

waste only as an average US citizen throws away nearly 32 kg of textiles every 

year (Council for Textile Recycling, 2015). The situation on the European 

continent is not better either. WRAP estimates that in the UK alone, 350 000 

tonnes of clothing end up in the landfill annually and approximately 30% of 

clothes in the wardrobe of an average UK citizen have not been worn at least for 



8 
 

a year (WRAP, 2012). In Sweden, an average person disposes of eight kilograms 

and gives to charity three kilograms of textiles every year (Carlsson et al., 2011). 

 

Though there is a confusion of human wants and needs thanks to the 

development of marketing and the influence of advertising creating needs, 

Ehrenfeld (2008) stresses that we must not forget that our actual needs can be 

fulfilled in a non-material existence as well. 

 

Modern consumers seem to realize that merely buying things is not what we 

actually want. It is not only due to economic crises taking place all over the globe 

that in recent years a lot of new businesses have emerged and successfully 

integrated into the market, that are based on the idea of sharing. From car-

sharing like Zipcar, over co-working spaces, to renting out a space in your 

apartment via Airbnb, there are a lot of ways to save resources and money by 

engaging in a collaborative consumption (CC) system (Botsman and Rogers, 

2011). 

 

Although older generations might have grown up with a stronger focus on sharing 

and mending products and not just buying all the time, they are also used to 

building their selves with physical possessions. Whereas the young generation 

that grew up with the internet is used to digitally owned goods, like for example 

mp3 files instead of vinyls (Belk, 2013). In this new economy “the old wisdom that 

we are what we own, may need modifying to consider forms of possession and 

uses that do not involve ownership” (Belk, 2014). 

 

Collaborative Consumption of Fashion 

One way of giving up ownership of fashion items is to join a clothing library (or 

fashion library). This concept, which is based on the idea of a never ending 

wardrobe shared amongst members, will be explained further in the next 

chapters. Investigating the adopters of such concepts of collaborative fashion 

consumption is interesting and necessary as “they are part of the principles that 

make collaborative consumption work” (Botsman and Rogers, 2011). According 

to Voorzanger (2012) the users of CC also represent its content, e.g. if nobody 

offers accommodation on Airbnb, the platform will not have any renters. To reach 

the critical mass that is required to make a platform/ CC business, like clothing 

libraries, work, it is necessary to explore their consumer potential. Most recent 

studies have focused on other business models of CC, like transportation or 



9 
 

housing, not on clothing. The ones researching clothing libraries have done so 

from a business perspective omitting the consumer behaviour aspect. Therefore, 

the following chapters will try to fill this lack of consumer knowledge to evaluate 

the current state of collaborative fashion consumption in Sweden.  

 

1.2 Problem Statement 
 

A review of current literature on consumer research (see chapter 2. Theoretical 

Framework) revealed a research gap concerning the consumers of collaborative 

consumption, especially within fashion and the business model of clothing 

libraries. Recent studies have focused on other forms of CC, not on clothing or 

not from a consumer perspective. To grow this fashion business model, it is 

important to understand who are the adopters and why do they choose to 

participate in the collaborative (fashion) consumption as they are part of what 

makes this concept work (Botsman and Rogers, 2011). 

 

Since clothing libraries are new on the market and not a lot of research related to 

this business model has been conducted yet, this paper will help to understand 

consumer behaviour of clothing library users in Sweden by conducting a 

quantitative survey (see chapter 3. Methodology). Clothing libraries represent a 

different business model based on sharing not owning, therefore consumer 

behaviour within these enterprises cannot be taken for granted and be based just 

on the knowledge of fashion consumer behaviour. Understanding motives and 

determinants for joining a clothing library will help both present and future 

initiators of such institutions. Evaluation of consumers as well as their needs is a 

key factor whilst running a business; therefore the outcome of the research might 

be used by marketers to successfully implement this new business model. The 

research also contributes to the academic field of fashion consumer behaviour by 

analysing consumer behaviour within clothing libraries - a very new and 

unexplored business model. 

 

As CC is a new phenomenon it can be assumed that its users have characteristic 

traits of early adopters (or innovators) according to Rogers’ diffusion model 

(2003). This model is sometimes called adoption model and has been applied by 

many researchers in the field of marketing and consumer research. Therefore, 

Rogers’ approach was also used in this study to determine if current clothing 
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library users’ characteristics match his findings. Exploring common denominators 

uniting those most likely to be early adopters will contribute to the future 

development of the CC industry. 

 

Botsman and Rogers (2011) as well as Rogers (1962) found that there is a point 

at which an innovation reaches critical mass. Once this point is reached, the 

adoption of an innovation is self-sustaining and continuously because of the 

amount of existing adopters. As clothing libraries are still in their entrepreneurial 

start-up phase (they were founded quite recently and have only few members), it 

can be assumed that the members are innovators. Thus, Roger’s model will be 

applied to characterise the users of clothing libraries. 

 

 
Personal Motivation for this Study 

The current debate on sustainable fashion, recycling of garments and the need of 

prolonging their lifecycles has been a big topic during the Master Program in 

Fashion Management at the Swedish School of Textiles over the past one and a 

half years. With a clothing library opening up in the researchers' school, which is 

trying to make sharing clothes more accessible, the curiosity to explore this 

concept was evoked further. There is some research on the sustainability effect 

of clothing libraries but their consumers have not been studied yet. Therefore the 

researchers are motivated to add new findings in the field of consumer behaviour 

to current research and investigate the increasing trend of sharing clothes. 

 

1.3 Purpose of the Study 
 

The purpose of this study is to find out who the early adopters of clothing libraries 

are and why those consumers become members of this growing fashion business 

model within collaborative consumption.  
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1.4 Research Questions 
 

The following research questions (RQ) were formulated in order to gather 

information about clothing library members. The answers, which will be presented 

in chapter 5, will enable researchers to establish a profile of current clothing 

libraries users - a potentially new consumer segment. 

 

RQ1: What are the motives for taking part in collaborative consumption of 

fashion through a clothing library membership? 

 

RQ2: What are the determinants of clothing libraries that are most valued by 

their members? 

 

      RQ3: What are the personal characteristics of current clothing library users? 
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2. Theoretical Framework 
 

In order to answer the research questions and provide a profile of clothing library 

users, theories about collaborative consumption, consumer characteristics, 

motives and determinants for joining collaborative consumption initiatives, early 

adopters of innovative businesses as well as sustainable fashion and the concept 

of sharing instead of owning fashion was studied thoroughly. The following 

chapter will provide a review of current theories within these fields and present an 

overview of the most relevant and significant findings. 

 

2.1 Collaborative Consumption 
 

Theory on collaborative consumption (CC) is mainly based on the findings by 

Rachel Botsman and Roo Rogers (2011) who discovered this socio-economic 

phenomenon and Belk (2007-2013) who did a lot of research on sharing and 

draws a clear distinction to the new term of CC. Since Botsman and Rogers can 

be considered as the ‘founding fathers’ of defining collaborative consumption, 

their model is discussed primarily in the next chapter, before other approaches 

will be presented. 

 

2.1.1 The Botsman and Rogers Model of CC 
 

Botsman and Rogers (2011) introduced the term collaborative consumption in a 

new way, defining it as “traditional sharing, bartering, lending, trading, renting, 

gifting and swapping redefined through technology and peer communities - that is 

transforming business, consumerism and the way we live”. According to Botsman 

and Rogers (2011), CC includes product exchange for money as well as goods 

for goods exchange. They developed a CC model with four drivers such as: P2P 

(Peer-to-peer) technologies, resurgence of community, environmental concerns, 

and cost consciousness. There are various examples of CC which can be 

organised in three systems: Product Service Systems (PSS), Redistribution 

Markets, and Collaborative Lifestyles (ibid., 2011).  

 

The first one, PSS, is based on using a product but without owning it. It provides 

a service, in which numerous items owned by a company or a private person can 

be shared or rented. The most popular examples are car sharing, launderettes, or 
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rent-anything platforms such as Zilok, which allows people to rent their private 

cars, tools etc. to other people via website (Botsman and Rogers, 2011). 

 

The second system was proposed by Botsman and Rogers (2011) as 

Redistribution Markets, a term which refers to redistributing previously owned 

products from someone who does not need them anymore to someone who 

does. This system is concerned with exchange for money or for goods and 

examples include swaps, or online selling platforms such as eBay.  

 

In CC not only physical items are exchanged. CC includes also intangible assets 

that can be shared and are examples of Collaborative Lifestyles. These types of 

exchanges involve sharing working space, tasks, skills, food, parking spaces, 

accommodation etc. (Botsman and Rogers, 2011). Especially in this system high 

trust is required as human interactions are involved and not just physical product 

exchange like in the two systems which were explained previously.  

 

2.1.2 Other Approaches on CC 
 

A different point of view on CC is presented by Belk (2014) who claims that CC is 

not traditional sharing. Sharing, as stated in his previous publication (Belk, 2009), 

is the oldest form of consumption and involves the non-reciprocal pooling of 

resources resulting in joint ownership. Belk (2009) points out a difference 

between sharing in (e.g. expression of community) and sharing out (e.g. practice 

to save money). Sharing is also an alternative form of distribution to commodity 

exchange and gift giving and may foster community, save resources and reduce 

consumption (2007). 

 

Consequently, according to Belk (2014), CC cannot be considered as sharing on 

the whole, as it is defined as “people coordinating the acquisition and distribution 

of a resource for a fee or other compensation”. Hence, CC is only a sharing 

activity, if there is no compensation involved (e.g. Couchsurfing). Also Havas 

Worldwide (2014) indicates that CC right now is more of a rent service, not 

actually sharing. 

 

Bardhi and Eckhart (2012) propose that collaborative consumption can be 

defined as providing market-mediated access. Access-based consumption is 
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defined as encompassing “transactions that can be market mediated but where 

no transfer of ownership takes place”. They did a study on access-based 

consumption with the example of car-sharing and found out that “instead of 

buying and owning things, consumers want access to goods and prefer to pay for 

the experience of temporarily using them”. Such access-based consumption 

allows consumers to leverage their lifestyle, e.g. renting a high-end car (Belk, 

2007). Unlike Belk and Llamas (2012), who suggest that consumers may feel a 

sense of ownership over shared products, Bardhi and Eckhart (2012) claim that 

consumers fail to develop a sense of ownership and resist attempts to enrol them 

in brand communities when using products on access-based mode. 

 

Currently, physical product sharing systems are expanding at a rapid rate, 

offering different services to consumers (Belk, 2014; Gansky, 2010). Gansky 

(2010) even states that “The future of business is sharing”. While different factors 

can be related to the emergence of CC, the dominating drivers are considered to 

be: the economic burden and financial crises, the continuous pressures of the 

environmental resource scarcity and its rapid escalation, the emerging utilisation 

of smart technologies and peer-to-peer social networking (ibid.,2010). 

Sustainability is a positive side effect but rarely the main driver for establishing a 

collaborative consumption initiative (Botsman and Rogers, 2011). Most CC 

examples were emerging from bottom up initiatives to fill in gaps burdening the 

consumer rather than taking over the market (Gansky, 2010).   

 

2.1.3 Determinants that make CC work 
 

Since CC is a system, it requires certain principles in order to function. Botsman 

and Rogers (2011) described four principles of CC: critical mass, idling capacity, 

belief in the commons and trust between strangers. All of them are equally 

important and altogether make the system work.  

 

The first principle, critical mass, refers to reaching enough participants or 

products in order to make the system self-sustaining. Enough choice is 

necessary to satisfy customers. For example, there must be a reasonable 

amount of clothes during clothing swaps, rooms/ flats on accommodation 

platforms, and vehicles available on car and/ or bike-sharing platforms etc., so 

that people are able to choose from (Botsman and Rogers, 2011).  
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The next principle is idling capacity which is unused potential of unwanted and/ or 

unused items. Botsman and Rogers (2011) mention, that the most cited example 

of idling capacity is 50 million of drills across households in United States that 

were once bought but are not used anymore. People gather items that quickly 

become redundant but within CC they can be redistributed and used again by 

someone else (Botsman and Rogers, 2011).  

 

Another principle that Botsman and Rogers (2011) found to enable CC to 

function is belief in the commons which refers to the idea of giving in order to get. 

Since CC is based on exchanging, people by joining CC provide value to the 

community and in return the community also provides value to the participant. In 

other words, the more people join, the better the network works for everyone. 

 

Another crucial principle is trust between strangers. According to Botsman and 

Rogers (2011) CC requires trust, since the items are shared and/ or exchanged 

between people who do not know each other. However, the authors notice that 

by providing the system based on references and ratings, trust can be 

established between users before the transaction/ exchange. 

 

To conclude, Botsman and Rogers (2011) show that CC can successfully 

function provided that there are enough participants who trust each other even if 

they are strangers, believe in the commons and have physical and nonphysical 

assets to share/ exchange (ibid., 2011). 

 

2.1.4 Sustainability Aspect 

Sustainability is an important, however often unintended aspect of collaborative 

consumption (ibid., 2011). Botsman and Rogers (2011) argue that companies 

which start CC initiatives might not think of becoming more sustainable in the first 

place. Nonetheless, CC undeniably contributes to creating more efficient 

consumerism. The authors show that by offering access to shared or previously 

owned goods, the number of items that consumers need to buy is reduced. This 

results in maximising the usage of products and therefore increasing lifespan of 

goods. Pre-owned items that are not needed anymore do not end up in a landfill 

but are either sold, shared or exchanged with other participants of CC who do not 

have to buy something new anymore. Collaborative consumption might also 

change consumers’ behaviour towards more sustainable way. Marketing 
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campaign by one car sharing platform is an example that by offering people an 

access to shared goods can result in increasing number of users who are willing 

to give up ownership for access-based consumption. 

       

2.2 Consumer Behaviour in Collaborative Consumption  
 

First adopters of CC as well as their motives to join these initiatives have not 

gained much attention from scholars yet (Botsman and Rogers, 2011; Hamari, 

Sjöklint and Ukkonen, 2013). However, first adopters of an innovation in other 

fields have already been widely studied. Some surveys were also conducted to 

understand reasons for joining CC. This chapter will summarise existing findings 

and based on them provide insight into characteristics of early adopters of CC 

and their motives to participate in this new business model. This will enable to 

establish a profile of an early CC adopter in Sweden. Subsequently, this profile 

will be reviewed after presenting the findings about clothing library adopters. 

 

2.2.1 Characteristics  
 

CC is a new idea on the market and therefore it can be considered as an 

innovation. First users of CC are hence assumed to be early adopters of an 

innovation. 

 

Diffusion Model by Rogers 

CC is a new idea on the market and therefore it can be described as an 

innovation. According to Rogers (2003), “an innovation is an idea, practice, or 

object that is perceived as new by an individual or other unit of adoption”. 

Adoption of innovation has been a subject for many researchers for many years 

who have tried to find out how and by whom an innovation is firstly adopted. The 

most well-known and widely used theory is the diffusion model by Rogers (2003). 

According to him, diffusion can be described as “the process by which an 

innovation is communicated through certain channels over time among the 

members of a social system”.  

 

Based on observations and nearly 500 publications by other researchers, he 

developed five adopter categories, which are: innovators, early adopters, early 
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majority, late majority, and laggards. These categories are ideal types, hence 

some exceptions to them can be found. The graphic below (Figure 1) provides 

the summary of the most important characteristics of each category. 

 
Figure 1. Five Adopter Categories according to Rogers (2003). 

 

Rogers was not the only author known for developing a model of diffusion. 

Another famous and widely used model was created by Frank Bass (1969). This 

model suggests that there are only two groups of adopters: innovators and 

imitators. Hurt, Joseph and Cook (1977), while researching innovators, focus 

more on the level of innovativeness rather than when an innovation is adopted. 

They describe a 20-item scale to measure innovativeness as a global personality 

trait characterized by a “willingness-to-change” or a “willingness-to-try new 

things”.  

 

First Adopters 

Roger’s adopter categories classify the members of a social system based on 

innovativeness, which is “the degree to which an individual or other unit of 

adoption is relatively earlier in adopting new ideas than other members of a 

Cosmopolites who are willing to try new ideas and need to be able to cope 

with the high degree of uncertainty about an innovation. They especially 

value venturesomeness (willingness to take risks). 

Localities, that are seen as "the individual to check with" before using a 

new idea. Their role is to decrease scepticism about a new idea by 

adopting it, so it can be later adopted by more people. 

They adopt new ideas just before the average person. They are rarely 

leaders. They need more time to adopt an innovation compared to 

innovators and early adopters. 

They adopt innovations just after the average person. The decision about 

adoption might be caused by an economic necessity and the increasing 

pressures from society. The late majority do not adopt before majority have 

done so and innovations are adopted with uncertainty. 

They are the last to adopt a new idea. They are not leaders. Laggards are 

isolated in social networks. They are suspicious and tradition-oriented what 

make them adopt innovations slowly. 
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system” (Rogers, 2003). This innovativeness can be measured by designating 

demographic characteristics like age, income, education and marital status as 

well as characteristics such as: socioeconomic status, personality variables and 

communication behaviour (Lockett and Littler, 1997; Wungwanitchakorn, 2002; 

Rogers, 2003; Mannukka, 2007). Personality variables include attitude toward 

change and venturesomeness (willingness to take risks), while communication 

behaviour refers to inner-directedness (acting independently) and opinion 

leadership (Lockett and Littler, 1997; Wungwanitchakorn, 2002; Rogers, 2003). 

Apart from adopters’ characteristics, there are also other factors that may 

positively affect rate of adoption: previous experience and knowledge (Bettman 

and Park, 1980) as well as high exposure to mass media communication 

channels (Bass, 1969; Rogers, 2003). 

 

Based on studies on early adopters conducted by Lockett and Littler (1997), 

Wungwanitchakorn (2002), Rogers (2013), it can be concluded that first adopters 

and appropriately first adopters of CC are independent in their decisions, risk-

takers and opinion leaders that have positive attitude towards change. They are 

also exposed to mass media communication channels (Bass, 1969; Rogers, 

2003) and most probably took part in other CC initiatives (Bettman and Park, 

1980; Wungwanitchakorn, 2002). They are married (Mannukka, 2007) and in 

general better educated and younger than the general population, have higher 

incomes and occupational status, and are more often female than male (Lockett 

and Littler, 1997). A study conducted by Mannukka (2007) indicates that early 

adopters are mostly male and their income is lower. However, since the research 

was analysing early adopters in mobile communications markets, it can explain 

higher involvement of men. Consequently, it can be assumed that some 

characteristics of early adopters differ depending on the type of innovation and 

therefore it is necessary to research first adopters of CC. 
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Figure 2. A typical CC user in Sweden. 

 

The figure above gives a summary of a typical collaborative consumption user in 

Sweden with data taken from statistical institutes combined with theory about CC 

users in general. In order to establish a profile of Swedish Collaborative 

Consumption users, it is necessary to obtain data regarding median age as well 

as an average level of education and income in Sweden. Statistics show that in 

Sweden, median age equals 41.2 years (Central Intelligence Agency, 2015), an 

average level of education is upper secondary (Statistics Sweden, 2009) and 

people earn on average 30 000 SEK per month (Statistics Sweden, 2014). 

Consequently, first adopters in Sweden, apart from having personal 

characteristics like they were presented in the previous paragraph, are less than 

41 years old, studied at university and earn more than 30 000 SEK per month. 

 

2.2.2 Motives 
 

A necessary step in researching consumer behaviour within CC is understanding 

motivations for joining collaborative consumption organisations. 

 

“To be motivated means to be moved to do something” (Ryan and Deci, 2000). 

Motivations, however, can have different incentives. Self-Determinations Theory 

by Deci and Ryan (1985) defines various kinds of motivation based on the 

diverse reasons which drive a person to act in a certain way. The most general 



20 
 

distinction is between intrinsic motivation, which refers to ‘‘doing something 

because it is inherently interesting or enjoyable’’, and extrinsic motivation, which 

refers to ‘‘doing something because it leads to a separable outcome” (Ryan and 

Deci, 2000). In other words, intrinsic motivation is connected to inherent 

satisfactions, fun or challenge, while extrinsic motivation is connected to 

pressures or rewards (ibid., 2000). 

            

Joining CC initiatives is in general defined as driven by commitment to do good 

for others and for the environment (Hamari, Sjöklint and Ukkonen, 2013). 

However, as shown in surveys by Ipsos (2013) or Havas Worldwide (2014), there 

are more reasons than just these two. Motives for joining CC can be divided into 

intrinsic and extrinsic motives. Driven by extrinsic motives, connected to obtaining 

rewards, people take part in CC because of financial benefits (Ozanne and 

Ballantine, 2010; Elks, 2013; Hamari, Sjöklint and Ukkonen, 2013; Ipsos, 2013; 

Havas Worldwide, 2014) as well as good reputation and/ or social reward 

(Hamari, Sjöklint and Ukkonen, 2013; Ipsos, 2013). These extrinsic motivations 

can be characterised as materialistic and egocentric. 

 

On the other hand, intrinsic motives for joining CC can be divided into those 

connected to sustainability, hedonism or social factors/ altruism. Regarding 

sustainability, people take part in CC because they are environmentally 

conscious (Hamari, Sjöklint and Ukkonen, 2013; Ipsos, 2013) and want to reduce 

their consumption/ carbon footprint as well as contribute to the broader 

movement away from hyperconsumption (Havas Worldwide, 2013). In relation to 

hedonism, CC is seen as enjoyment/ fun (Hamari, Sjöklint and Ukkonen, 2013), 

an interesting experience and an opportunity to do something that most people 

have not tried yet (Havas Worldwide, 2014).  

 

Finally, while making the decision to join CC, people can also be driven by 

sociocentric/ altruistic motivations, such as: feeling active and useful, supporting 

individuals and/ or small/ independent companies (ibid., 2014), meeting new 

people (Ipsos, 2013; Havas Worldwide, 2014) and interacting with the community 

(Ozanne and Ballantine, 2010).  
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A summary of the different motives is provided in the table below. 

 
Extrinsic Egocentric (reputation) Social reward 

Materialistic (financial 

benefits) 

Saving money 

Intrinsic Ecocentric (sustainability) Reducing the consumption/ carbon footprint 

Contributing to the broader movement away from 

hyper -consumption 

Hedonistic (enjoyment) Having an interesting experience/ doing 

something most people have not tried yet 

Sociocentric/ altruistic 

(social factors) 

Meeting new people 

Feeling active and useful 

Supporting individuals and/ or small/ 

independent companies 

Table 1. Motives to join CC platforms. 
 
 

2.3 The Role of Fashion within CC 
 

Fashion currently only makes a small percentage of the CC market that is mainly 

used for transportation, tools or housing (Havas Worldwide, 2014). As examples 

of collaborative fashion consumption practices can be considered: clothing 

libraries, swap-events, fashion rental services, second-hand stores (all on- or 

offline) and online selling platforms (Gansky, 2010; Botsman and Rogers, 2011) 

like eBay.com, Tradera.se or Etsy.com.  

 

2.3.1 Sharing Fashion 
 
Studies show that not everything can be shared equally and with the same level 

of willingness. The Prosumer Report about global consumers in the new sharing 

economy (Havas Worldwide, 2014) shows that the most sharable things are not 

expensive and not personal, as well as those that can be replaced, such as tools 

or sport equipment. However, people are least likely to share expensive goods 

such as their car, house and items which are very personal, like clothing.  

 

Belk (2009) explains the personal nature of (used) clothing and indicates that in 

general used items might be seen as contaminated by their former owners (Belk, 

1988; Gregson and Crewe, 2003). On the other hand, Nemeroff and Rozin (1994) 
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imply that a contagion effect may be positive or negative and depends on 

whether the prior owner of clothing was perceived as a good or bad person. Belk 

(2009) also suggests that sharing clothes within families is common and based 

on financial motives. He points out that “[...] schoolchildren or siblings who share 

clothing leverage their material lifestyles by effectively increasing their wardrobes 

with no additional expenditure [...]”. Hence, handed-down clothes extract greater 

use value before they are worn out. In this case demographic factors like age 

also play a crucial role when it comes to sharing clothing items (ibid., 2009). 

 

Although the shared use of clothes might not be perceived as easy as that of 

other less personal goods, renting clothes is not a new idea on the market. 

Specialist clothing rental businesses have already existed for a while, e.g. 

costumes, ball-gowns or tuxedos. Recently, also (online) rental of designer 

handbags and dresses etc. has been successfully implemented. There are 

various examples of clothes renting websites, such as: Renttherunway.com 

(designer handbags, dresses and accessories), Stylelend.com (a platform to 

“borrow” fashion online from individuals), closet.gwynniebee.com, letote.com or 

bagborroworsteal.com, to name a few. There are also websites offering clothes to 

rent especially for pregnant women: minefornine.com, MaternityOutfitters.com; or 

for men: themrcollection.com, freshneck.com (ties and accessories). An 

interesting example is Mudjeans.eu, which is leasing not the product itself but the 

fabric (cotton), so consumers can ship their used up jeans back and get a reward 

(Mudjeans, 2015). All these examples show that renting clothing is not a new 

phenomenon. However, these services are mostly used just when a particular 

item is needed, since they mostly provide garments and accessories for special 

occasions. Clothing libraries aim to provide a wider range of clothes, not only for 

certain events but also for everyday use. The concept of clothing libraries will be 

further explained in the next chapter (see 2.4 The concept of Clothing Libraries). 

 

Currently, there is also a trend within fashion businesses to implement clothing 

libraries or rent/ lease sections in their store even for fast fashion retailers, e.g. 

Filippa K or Uniforms for the Dedicated. On the official website of Filippa K it 

reads:  

 

“For special occasions such as parties, dinners, job interviews, we 

want to feel and look extra special. Then we often buy a garment that 

will serve most of it’s [sic!] life time as a wardrobe warmer, taking 
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space from the everyday pieces that you really use. Renting an outfit 

for that occasion, instead of buying, could be a way of keeping your 

wardrobe updated and filled with things you really need and use. At 

the same time you save both money and the world's limited 

resources” (Filippa K, 2015).  

 

Selling a service, short-term access of/ to fashion products is not just about 

providing something to wear. Clothes can be high-end, too expensive to buy or 

for a special occasion like a job-interview. It matters what kind of garments a 

clothing library carries, e.g. Klädoteket in Gothenburg is expanding soon to work 

more with designers, in contrast to their current concept of stocking vintage/ 

ordinary second-hand (Klädoteket, 2015). 

 

Concluding, it becomes evident that fashion plays a special part in collaborative 

consumption as products are highly personal and used on a daily basis, unlike 

temporarily used items like tools, toys or bikes. Therefore, the collaborative use 

of fashion could be considered as an “advanced” form of CC, which is currently 

only adopted by a small percentage of CC users and the population in general. 

 

2.3.2. Consumers’ Attitude towards sustainable Fashion 
 

Sustainability is a “consequence of collaborative consumption” (Botsman and 

Rogers, 2011), and hence examples of CC in fashion, such as clothing library 

might be considered as sustainable practises. Unlike researches about CC in 

fashion, studies regarding consumption of sustainable fashion have been already 

conducted. Even though available findings focus on purchasing sustainable 

fashion, the outcomes still reflect what consumers value while acquiring 

sustainable fashion and therefore, what might be considered as important 

determinants of CC in fashion.  

Studies show that consumers’ decisions regarding sustainable consumption in 

fashion are rather complex (Chan and Wong, 2012). Despite having a positive 

attitude towards environmental issues, this feeling is not reflected in fashion 

consumption (Niinimäki, 2010). Consumers of eco-fashion value price and do not 

want to pay more for a sustainable product (Butler and Francis, 1997; Joergens, 

2006). Moreover, it is not enough that garments are sustainable. Apart from that, 
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product-related attributes, such as quality and design (style), remain important 

factors (Beard, 2008; Niinimäki, 2010). As a result, sustainable clothes are still 

clothes, so criteria that are usually important for fashion consumers, such as 

price, quality and design are still important determinants while making decision to 

acquire sustainable garments (Butler and Francis, 1997).  

The next chapter will introduce a sustainable way of acquiring fashion in detail. 

Clothing libraries, which enable members to borrow from a big selection of 

garments, are an example of CC in a fashion context and research object of this 

study.  

 

2.4 The Concept of Clothing Libraries 
 

Clothing libraries are an example of PSS: Product Service System, defined as a 

‘‘service [that] enables multiple products owned by a company to be shared’’ 

(Botsman and Rogers, 2011). As already shown (see previous chapter), clothing 

rental businesses have become successful in recent years. However, clothing 

libraries cannot be perceived as another example of clothing rental companies, 

since not only do they rent clothes to their members, but they also try to provide a 

whole wardrobe for them (Klädoteket Göteborg, 2015; The Wardrobe, 2015). 

There are various clothing libraries and each of them has its own rules regarding 

borrowing garments. Online research of 17 clothing libraries websites (see Table 

5 in Appendix) enabled to create a following summary of similarities and 

differences regarding their business model, borrowing rules etc. What all clothing 

libraries have in common is that members, after purchasing a membership card, 

are allowed to borrow a certain amount of clothes and/ or accessories for a 

certain period of time (usually three or four weeks). Depending on the size and 

variety of goods available clothing libraries may differ in terms of membership 

cost, loan period, items allowed to borrow, opening hours etc. Some clothing 

libraries operate as non-profit organisations and therefore the variety of clothes to 

borrow is narrow but the membership costs are low, or even free of charge. 

These clothing libraries usually have limited opening hours, as they are 

volunteer-based. Some clothing libraries offer designer or expensive goods and 

as a consequence the subscription costs are relatively higher. There are also 

differences regarding how items can be borrowed and returned, some clothing 

libraries require a member to personally bring washed (or not - then the clothing 
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library takes care of proper washing) items, while some allow their users to just 

ship garments to the library. 

 

Online research has revealed that there are currently six clothing libraries 

operating in Sweden: in Gothenburg (x2), Borås, Uppsala, Stockholm and 

Linköping. Three more have closed recently (Umeå Klädbibliotek, Klädoteket 

Malmö and Klädbibliotek Göteborg). The individual concepts will be presented in 

detail in the Methodology chapter of this study.  

 

Not only Sweden is home to this CC business idea. In the last couple of years 

clothing libraries have opened all over Europe. This shows that the concept of 

sharing clothes through an organization is a recent phenomenon that is growing 

internationally. Table 5 (see Appendix) gives an overview about different clothing 

library businesses in Europe and provides an outline of similarities and 

differences regarding loan rules, cost, opening hours and the year of opening. 

The table stresses that clothing libraries have diverse regulations regarding their 

business. It also shows that there is a quite dense concentration in Sweden. The 

clothing libraries studied in this research make for a high percentage of the total 

amount of clothing libraries disclosed in current market research. 

 

2.5 Summarizing the Theory 
 

Collaborative consumption is a relatively new idea on the market but already 

gained attention of many researchers. In short, CC can be described as a 

business model based on sharing not owning. Sharing plays a crucial role in CC, 

however, there is a discussion if CC can actually be perceived as traditional 

sharing or if it acts more like an ordinary rental service. 

 

Being still in an initial stage of popularity, CC as an innovation has so far been 

adopted mainly by innovators and early adopters and is only starting to spread 

further into the rest of the population (early majority). The current users are 

mostly female, usually young, better educated with higher income and 

occupational status. They are also venturesome, independent while making 

decisions and favourable towards change. Among various reasons why they join 

CC, the most common are: economic benefits and supporting sustainability as 

well as enjoyment and/ or the chance to meet new people.  
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Fashion plays a special role in CC, since clothes are one of the least sharable 

items due to their personal aspect. However, renting clothes or accessories for 

special occasions is nothing new. Clothing libraries, however, go a step further 

than clothing rental companies, as they aim to provide the whole wardrobe (or 

daily wear) for their members. Being an example of CC, clothing libraries are 

considered to be a sustainable form of consuming fashion. Sustainable fashion is 

positively perceived by consumers. However, price, design and quality are still 

prioritised. Currently, there are six clothing libraries in Sweden and this 

phenomenon is slowly growing in other European countries, too.  

 

Current literature presented above refers to collaborative consumption in general 

without focusing on clothing libraries and their members. Available findings on 

CC can nevertheless be treated as a base for exploring clothing library users. 

Since clothing libraries are an example of CC, motives and determinants to join 

CC provide insight and enable studying motives and determinants to participate 

in this particular form of CC. Similarly, findings about early adopters of innovation 

and their characteristics help to establish a profile of a clothing library user in 

Sweden which can be verified after obtaining empirical consumer data. 
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3. Methodology 
 

This study pursues a quantitative approach to study consumers of clothing 

libraries to get an overview of the current users. Available theory discussed in the 

previous chapter was used to develop the research tool for validating current 

findings by other researchers in similar businesses related to CC. Some data was 

also collected through open-ended interviews in order to develop scale items for 

the main questionnaire. The data was collected sequentially as the interviews, 

which were conducted as a background research, were structured and merely 

“supposed to generate answers that can be coded and processed quickly” 

(Bryman, 2006). Therefore, the background research, which will be presented 

further in chapter 3.2 Background Research, consisted of quantitative, structured 

written interviews. The quantitative survey for the members of the clothing 

libraries was developed and executed afterwards as explained in the next 

chapter 3.1 Outlining the quantitative Research Process. 

 

3.1 Outlining the quantitative Research Process 
 

This study follows a quantitative research strategy, which employs “survey 

research on a sample at a single point in time” (Bryman, 2012). The following 

graphic shows how a methodological process is implemented into this research, 

where a background study with clothing library managers was executed to 

develop the main research instrument - a web-survey for clothing library 

members. 
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Figure 3. Sequential Research Process. 
 

As figure 3 shows, theory provided scale items for developing a questionnaire to 

conduct a survey amongst clothing library members. Additionally, due to a lack in 

theory of knowledge about the business of clothing libraries, interviews with 

clothing library managers were used to validate findings from literature and gain 

new insights. The focus of these interviews was to find out important 

determinants/ features of these initiatives according to the managers, which were 

then tested through a survey amongst the members. 
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3.2 Background research 
 

The background research consisted of quantitative, structured interviews with 

open-ended questions administered to clothing library owners/ managers via 

email (in an attached document). The purpose of this primary study was to find 

out what the clothing libraries’ intended value proposition is. This revealed 

categories of determinants for clothing libraries, which were later on used for the 

quantitative survey to verify them from a consumer perspective. After consulting 

the managers of Swedish clothing libraries, it seemed like the most convenient 

way for them to answer interview questions via email in order to have enough 

time to think about the questions and formulate answers. It also gave them the 

possibility of consulting another manager of their clothing library to discuss 

answers, which would have been difficult during a personal interview. Another 

reason for choosing to conduct the interviews via email was to avoid the 

language barrier that some people might experience when talking English. Based 

on previous consultation it was decided that writing in English will be easier for 

the participants than, for example, talking on the phone. As discussed in chapter 

3.9 Limitations and ethical Aspects of the Study, conducting the interviews in a 

different language than the managers’ mother tongue might also had a negative 

influence on the quantity and quality of their answers. 

 

 

The research population for the first part of this study were clothing library 

owners/ managers in Sweden (the clothing libraries were presented in the 

previous chapter). The technique to reach them consisted of sending out 

interview questions via email after asking them for collaborating with the 

researchers to conduct their study. This included the personal (written) interview 

as well as sending out the link to the final questionnaire to their clothing library 

members. Since it took a while to receive answers from the managers, the 

clothing libraries were also contacted via Facebook messages, which proved to 

be a valuable tool.  

 

In the end, five of the six clothing libraries in Sweden agreed to collaborate for 

this research. Five managers filled out the open interview questions and sent 

their answers back via email. This provided scale items for the quantitative 

survey, which explored the clothing library members’ motives for joining CC, 

determinants to do so and personal characteristics. 
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The open questions formulated for the background research were based on 

findings from literature, which suggested possible determinants that can influence 

a decision to join CC organizations in general. Especially the four principles that 

make CC systems work (trust between strangers, belief in the commons, idling 

capacity and critical mass), as suggested by Botsman and Rogers (2011), were 

used for this part. Additionally, factors specific to the product category clothing/ 

fashion (discussed in Chapter 2.3) were translated into interview questions to find 

out how clothing libraries deal with their offer. An overview of possible success 

influencers of clothing libraries and determinants for consumers to join is given 

below. 

 
 

Value proposition/ offer to 

members 

Selection of garments  Members fee 

Key factors that make 

concept work 

Frequency of garment rotation Influence of number of members 

Influence of number of 

volunteers 

Influence of number of 

garments 

Role of trust 

Marketing Desired improvements Problems/ incidents 

Interior/ Visual 

merchandising 

Access (opening hours and 

location) 

Events/ workshops 

Table 2. Interview Categories extracted from Theory. 
 

 

3.3 Survey Sampling 
 

The main part of this research consists of an online survey administered to 

clothing library members in Sweden (Gothenburg, Borås, Uppsala and 

Linköping). The survey population are male and female members of all six non-

specialized (i.e. not offering only clothes for pregnant women) clothing libraries. 

As one of the libraries (based in Stockholm) was not able to collaborate due to 

limited time and staff resources, the sample size is reduced to members of five 

clothing libraries, which makes a total number of 130 potential participants. Since 

the population is quite small, a representative sampling size would require almost 

100 (N=98) members to answer the survey, which seemed impossible. This 
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sample size was calculated with the formula Sample Size (n) = (Distribution of 

50%) / ((Margin of Error% / Confidence Level Score)Squared) proposed by 

Penwarden (2014) using a distribution of 50%, which is the most conservative 

one, a confidence level of 95% and a margin of error or confidence interval of 

5%. These values were chosen since they are standard percentages used for 

surveys and would ensure that the results are accurate and if the whole 

population was taking part in the survey, the results could lay 5% minus or plus 

the original score. Due to limited time resources and no possibility to offer 

incentives to participants, a percentage of one quarter was decided to be a 

reasonable sample size for this research, which accounts to 30 members. By 

reducing the calculated sample size, the margin of error increases and the 

reliability of the study falls (Penwarden, 2014). How the researchers ensured a 

greater level of reliability will be explained in chapter 3.8 Research Quality. 
 

To reach a sample size of 30 members, relationships with clothing libraries were 

established, so they could send out emails with a link to the online survey to their 

members and ask them to participate. Furthermore, they were asked to post the 

link to the online survey on their social media channels (i.e. Facebook) as well as 

approaching members directly in store with a flyer that included a short link-

address to the survey, so they could fill it out at home. These flyers were sent out 

to all libraries via post or handed over in person. Since the researchers are also 

volunteering in one of the libraries, they were able to distribute flyers directly and 

ask members for help, which resulted in positive feedback. The personal 

involvement of the researchers in one of the clothing libraries could have affected 

the response rate in a way that more members of this particular clothing library in 

Borås answered the survey. As described in chapter 4.1 Demographics of 

Clothing Library Members, the number of responses still correlates with the 

number of members in total; therefore the influence of the researchers seems to 

have not affected the sample size significantly. 

 

 

 

 



32 
 

3.4 Presentation of Clothing Libraries 
 

The sample population of this research are all members of clothing libraries in 

Sweden with a fixed location. Out of six clothing library businesses, which were 

found in the Swedish market, five agreed to cooperate for this study. Due to 

limited staff and time resources, the Lånegarderoben in Stockholm was not able 

to help. Since they are operating from temporary pop-up locations at the moment, 

it is a slightly different concept than all other clothing libraries anyway, so this 

circumstance was taken as a natural decision in the end. Table 1 shows the 

different pricing and lease strategies of the participating clothing libraries but also 

common features like short opening hours and recent establishment. 

 

CLOTHING 
LIBRARY’S 

NAME 

Klädoteket 

Göteborg 

Klädbiblioteket 

Eco Market 
The Wardrobe 

Klädbibliotek 

Uppsala 

Klädbiblioteket 

Linköping 

LOCATION 
Gothenburg, 

Sweden 

Gothenburg, 

Sweden 

Borås, 

Sweden 

Uppsala, 

Sweden 

Linköping, 

Sweden 

YEAR OF 
OPENING 

2012 2014 2014 2011 2014 

MEMBERS 50 30 20 17 13 

EMPLOYEES
/ 

VOLUNTEER
S 

2 owners 

2 volunteers 
20 volunteers 9 volunteers 5 volunteers 

1 owner 

3 volunteers 

NUMBER OF 
GARMENTS 

250 150 800 300 400 

COST 
200 SEK/ 3 

months 

200 SEK/ 12 

months 

300 SEK/ 

3 months 

(249 SEK for 

students) 

20 SEK/ 6 

months 

200 SEK/ 12 

months 

NUMBER OF 
ITEMS 

ALLOWED 
TO 

BORROW/ 
LOAN 

PERIOD 

up to 5 

items/ 4 

weeks 

up to 5 items/ 4 

weeks 

 

up to 5 items/ 

3 weeks 

up to 5 items/ 

4 weeks 

up to 4 items/ 

4 weeks 
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BROKEN/ 
MISSING 

GARMENT 

Member is 

liable for 

replacement 

Member has to 

replace 

garment with a 

similar one 

50 SEK 50-150 SEK 50-100 SEK 

LATE 
RETURN 

20 SEK/ 

item/ week 
no charge yet 

10 SEK/ item/ 

week 

50 SEK/ item/ 

week (max. 250 

SEK) + 1 dot 

(with 3 dots you 

can no longer 

borrow clothes) 

no charge yet 

OPENING 
HOURS 

Wed 18-20 

Sat 12-15 

Tue-Fri 14-18 

Sat 11-15 

Tue 12-13 

Thu 16-18 

Tue 18-19:30 

but clothes can 

be returned 

every day of the 

week 

Sat 11-15 

WEBSITE 

http://www.k

ladoteketgot

eborg.se 

http://www.eco

marketgbg.se 

http://www.the

-wardrobe.se 

https://uppsalak

ladbibliotek.wor

dpress.com 

http://onewoma

narmy.se/kladbi

bblan-lkpg/ 

Table 3. Clothing libraries in Sweden. 
 

Clothing libraries in Sweden are new on the market, as they were opened 

between 2011 and 2014. They are all mostly based on volunteer work, which 

results in short opening hours and being closed for most days during the week, 

except from Klädbiblioteket Eco Market, which operates five days a week. Unlike 

the number of available garments, the number of members is insignificant and 

varies from 13 to 50. Although all clothing libraries have similar strategies 

regarding loan period and number of items allowed to borrow, there is a 

significant difference in pricing, ranging from 10 SEK to 300 SEK/ three months. 

All clothing libraries have fixed rules about missing/ or broken garment, however 

some of them still did not develop the strategy for late return.  

 

As presented above (Table 3) all five clothing libraries are in an initial stage with 

just a few members, who are considered to be early adopters since they were the 

first to join the new initiative. Even though all presented clothing libraries have 

some differences in pricing, the main concept and rules remain similar. 
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3.5 Mode of Administration 
 

The survey was published online via Google Forms, a free platform that allows 

any number of questions or participants and provides an Excel-sheet with results. 

The introductory page included an explanation of the study and the anonymous 

and confidential nature of the survey. Incentives were not offered but the 

researcher's email address was provided in case of further enquiries.  

 

3.6 Assembling the Questionnaire 
 

The survey is divided into four parts: demographics, characteristics, motives and 

determinants. The demographic data entails basic information such as age, 

gender and marital status, as well as the name of the clothing library the 

participant is a member of, the date they joined and the frequency of using its 

service. 

 

Based on the theoretical framework of this research, questionnaire and scale 

items were developed for lifestyle/ character traits of consumers and motives to 

join clothing libraries. Rogers’ (2003) diffusion model suggests five adopter 

categories of new products. This research employs his approach to divide 

consumers by their innovativeness regarding their membership in a clothing 

library. Different statements were formulated to categorise the survey 

participants. They were asked to tick each trait that represented them. Together 

with their demographic data it was then possible to determine whether the 

consumer can be defined after Rogers (2003) as an innovator or early adopter. 

 

To measure the clothing library members’ innovativeness Wungwanitchakorn’s 

(2002) model was used as a guideline. It defines personal characteristics as 

socioeconomic factors, personality traits, social characteristics, and product 

usage. The socioeconomic factors used in this study were education, occupation 

and income. The social characteristic was measured in terms of opinion 

leadership. Personality traits considered were inner-directedness, attitude 

towards change and venturesomeness. To measure these a likert-scale (1-7) 

was used, ranging from do not agree (1) to highly agree (7), to let the participants 

choose how much they agreed with each statement matching their personality. 

 



35 
 

As product-related categories collaborative consumption and clothing/ fashion 

were chosen. Multiple choice options for other CC businesses were taken from 

Gansky (2010) and included transport, housing, energy cooperatives, shared 

offices, music studios, tool libraries, toy libraries and food/ wine cooperatives. 

Other fashion/ clothing sources were also taken from Gansky (2010), such as 

clothes swaps as well as online platforms like Ebay, flea markets and 

secondhand stores, as suggested by Botsman and Rogers (2012). 

 

Motives for joining a clothing library were formulated into answer items after 

Hamari, Sjöklint and Ukkonen (2013) and Havas Worldwide (2014). Different 

extrinsic and intrinsic motives were presented to the research subjects to rank in 

Likert-scales to find out which were the strongest motives to join a clothing 

library.  

 

The items for determinants of adopting a clothing library membership were 

formulated after conducting a background research (as described in the previous 

chapter). Managers of Swedish clothing libraries were asked about their concepts 

and what they consider their consumer value proposition or benefits of their 

business model. Their answers were used to filter out possible determinants by 

categorising them into store-related, clothes-related, organisational and service-

related features. The features can also be categorised after Botsman and 

Rogers’ (2012) drivers of CC, which are social, economic and environmental 

factors. The possible determinants were then validated through a quantitative 

survey among clothing library members, in which the participants had to rank 

each feature from being not important (1) to very important (7) to them regarding 

a clothing library. 

 

3.7 Survey Pre-test 
 

After the questionnaire was assembled from findings in literature and a 

background research consisting of email interviews with clothing library 

managers, the online survey was created and four individuals were asked to 

participate in a pre-test. One male and four females between 23 and 35 years old 

and from different backgrounds took part. Two of them were actual members of a 

clothing library, the others were asked to imagine they were involved in this 

business concept. After completing the online survey, the process of filling out the 
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questionnaire was evaluated. Usability and understanding of the questions and 

given answers were in focus. With the help of the participants’ feedback, some 

parts of the questionnaire were altered, especially formulations of answer 

choices, that were understood differently by the participants than intended by the 

researchers. This proves the necessity of testing a survey (Hunt et al., 1982; 

Bryman, 2012) before sending it out to actual study subjects, which was the next 

step of this research. 

 

3.8 Research Quality 
 

Validity and reliability are important criteria of the research quality (Bryman, 

2012). They indicate how good the outcome, that was provided by the research, 

is and whether the study is replicable (Amaratunga et al., 2002). Compared to 

qualitative research, in quantitative study, because of the used techniques, 

validity and reliability can be established in more objective ways (ibid., 2012). The 

following paragraphs describe validity and reliability and provide information how 

each criterion was established during the research process. 

 

Validity  
The most important criterion of the research quality is validity, which refers to the 

question of whether the research measures what was intended to measure 

(Roberts, Priest and Traynor, 2006; Bryman, 2012). There is a distinction 

between internal and external validity. Internal validity relates to the validity of the 

research itself (Drost, 2011) and refers to whether a conclusion combines a 

causal relationship between variables (Bryman, 2012). External validity refers to 

the issue whether the findings of the research can be generalized (Roberts, 

Priest and Traynor, 2006). In order to maximise external validity members from 

five (out of six) clothing libraries in Sweden were asked to take part in the survey. 

This allowed increasing sample as well as obtaining answers from users of 

different clothing libraries. However, since the sample includes just members of 

clothing libraries in Sweden, the findings can be applicable only to collaborative 

fashion consumers in Sweden.  

 

Reliability  
Another important criterion is reliability, which is concerned with the question of 

whether the research is repeatable and therefore can be conducted with the 



37 
 

same findings by other researchers (Bryman, 2012). In quantitative design, 

because of more objective methods of analysis, replication is allowable 

(Amaratunga et al., 2002). Hence, chosen techniques, such as structured 

interviews and a standardised survey as well as the use of the statistical program 

SPSS enabled increasing the level of reliability. In order to achieve replication of 

the study, its procedures must be explained in detail (Bryman, 2012). To ensure 

reliability of this research, thorough procedures of how the research was 

conducted and how the results were measured are presented. 

 

3.9 Limitations and ethical Aspects of the Research 
 

This paper aims to research consumers of clothing libraries in Sweden; therefore 

it represents the Swedish perspective of consumer behaviour within clothing 

libraries. The collaboration was established with five out of six existing clothing 

libraries in Sweden, enabling consumers from almost every clothing library in the 

country to become a part of this research. However, the number of respondents 

is still not high due to insignificant popularity of clothing libraries and a focus on 

female clothing, what resulted in a small number of members of these initiatives 

and only female participants. Although it can be claimed that Western consumers 

have similar cultural attributes (Schwartz and Bardi, 2001), further research is 

necessary in order to explore clothing libraries in different countries to get 

another perspective of consumer behaviour, as well as to reach more consumers 

of such a business model and generalise research findings.  

 

The research was limited by a possible threat of ending up with few clothing 

library members filling out the survey. As this case was expected by the 

researchers due to the small amount of potential participants, the researchers 

focused on exploring all possibilities to reach clothing library members. With the 

help of Facebook, email and hard-copy flyers that were all distributed/ sent by the 

clothing library managers, as well as a personal attendance at the re-launch party 

of Klädoteket Göteborg, the researchers managed to overcome the obstacles of 

this study and acquire valuable results. 

 

As this study involves human participants, there is a possibility of ethical issues to 

occur. Therefore the six basic principles of ethical practice (Blaxter, Hughes and 

Tight, 2001) were considered carefully before carrying out the research. The 
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researchers made sure to get informed consent from participants, to put no 

pressure on individuals to participate, to respect individual autonomy, to avoid 

causing harm, to maintain anonymity and confidentiality and to take particular 

care in research with vulnerable groups, which was not given in this study. 

 

Furthermore, the data gained from the social survey was analysed anonymously 

and the participants’ names were not handed to any third parties. The dignity and 

privacy of all subjects was respected in the best way possible. 
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4. Empirical Findings 
 

This chapter will present the results of the empirical study amongst clothing 

library members. The introduced findings will assist in the analysis presented in 

the next chapter. The survey data was analysed with the help of the statistical 

computer software SPSS. To process the data for question 6 (work/ study 

subject) and 9 (source of information), which were open questions, the answers 

were categorised into 7 and 6 answer items. Due to many repeated or similar 

answers they could be grouped into categories conveniently. 

 

4.1 Demographics of Clothing Library Members 
 

The participants of the study were all female, most of them (90%) were not 

married but either in a long-term relationship or single and between 22-26 years 

old (67%). The median, the “midpoint of the distribution” (Bryman, 2012), is 24 

years. Almost half of them (43%) already held a Bachelor’s degree and 80% were 

still studying, which indicates a high level of education amongst the participants. 

Only 23% had an income over 10 000 SEK/ month, which can be explained by 

the fact that most participants indicated that studying is their main occupation. 

The subjects of their work/ studies mainly consisted of either art- or social 

science-related fields (67%) like Fashion/ Textiles, Art, Psychology, Gender 

Studies or Social Work.  
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Figure 4. Survey Participants and CL Members. 

 
 

Most participants were members from Klädoteket in Gothenburg and The 

Wardrobe in Borås as presented in Figure 4. The number of participants almost 

correlates with the total number of members of each clothing library, except for 

Klädbibliotek Eco Market in Gothenburg, which had only few respondents 

compared to the indicated number of members. This could be a result of the fact, 

that the managers were not able to email the survey to their members (because 

they do not save members’ email addresses) and merely posted the survey link 

on Facebook, which might not have reached enough members, although - 

according to this survey - the majority of participants (84%) are using social 

media daily. 

 

4.2 Membership in a Clothing Library 
 

More than half of the participants joined their clothing library quite recently. 

Around 57% indicate that they became a member in 2014 and 17% only joined in 

2015. Nobody joined before 2011, which correlates with the opening years of the 

participating clothing libraries. Most of the participants heard about the concept 

from friends (63%), followed by news/ media (e.g. local newspaper or posters), 

which 20% of the respondents stated as their source of information.  
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Most participants do not make much use of their membership though, as shown 

in the chart below. 

 

 
Figure 5. Clothing Library Usage. 

 
 
Only 33% indicated that they visit the clothing library more than once a month to 

borrow clothes. The remaining 67%, which accounts for 20 respondents, use the 

CC service only once a month or less. Since the loan periods of the clothing 

libraries range from 3-4 weeks, the low frequency does not necessarily indicate 

that the clothing library membership is not used fully as the member can keep 

several items for one month and only then visit the CL to exchange them for new 

ones. However, it indicates that there is not a fast exchange rate of clothes. 

 

4.3 Experience with Collaborative Consumption 
 

Clothing libraries are not the only way of taking part in collaborative fashion 

consumption. Visiting flea-markets or second hand stores can be another source 

of acquiring used garments and share resources for remuneration. All survey 

participants stated that they are buying clothes at second hand stores. A majority 

of 80% also goes to flea-markets and 60% of the respondents use clothes swaps 

as a source for acquiring clothes. Merely seven participants additionally use 

online platforms like eBay.com or Tradera.se for purchasing clothing items. Most 

members use more than one other source of fashion-related CC, which shows a 

great level of product category involvement. 
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Other types of CC businesses are not very popular amongst the clothing library 

members. One half of them are not using any of the platforms given in the 

survey. Round 40% have taken part in collaborative consumption practices 

concerning housing (e.g. Airbnb). Only very few people (5 participants) have tried 

transportation- or food-related CC, like car-sharing or wine cooperatives. Only 

two participants have taken part in more than one other CC practice, which does 

not indicate a high level of product usage related to collaborative consumption in 

general.  

 

4.4 Innovativeness of Respondents 
 

The personal trait innovativeness of the clothing library members was tested with 

a Likert-scale consisting of 8 items with a range from 1 (do not agree) to 7 (highly 

agree). A composite score was analyzed for each participant at the interval 

measurement scale, as suggested by Likert (1932). 

 

 
Figure 6. Innovativeness of CL Members. 

 
 

As presented in figure 5, the personal trait innovativeness of the clothing library 

members was tested with a Likert-scale consisting of 8 items with a range from 1 

(do not agree) to 7 (highly agree). A composite score was analyzed for each 

participant at the interval measurement scale, as suggested by Likert (1932). 
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The participants show a relatively high level of innovativeness. Almost half of 

them achieved an average score (mean) of more than 4 out of 7, which indicates 

that they agreed with the statements that measured their venturesomeness, 

opinion leadership, attitude towards change and inner directedness. These four 

factors were chosen to measure innovativeness according to Rogers (2003). 

Another 37% of the respondents scored a mean between 3,5 and 4, which can 

still be considered as being quite innovative or tending to be. Merely 20% of the 

research subjects have an average of under 3,5 and are not considered as 

innovative.  

 

4.5 Motives for joining a Clothing Library 
 

According to this study the top reasons for joining a clothing library were 

sustainable motives like reducing personal consumption, contributing to the 

broader movement away from hyper-consumption, environmental consciousness 

but also hedonistic factors like enjoyment/ fun. Sociocentric motives like 

supporting individuals and/ or small/ independent companies and interaction with 

the community were the next most important reasons to join, whereas 

materialistic or egocentric motives rank amongst the least important ones 

together with feeling active and useful, meeting new people and doing something 

most people have not tried yet. 

 

Figure 7. Motives to join a Clothing Library. 
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4.6 Determinants of Clothing Libraries 
 

Clothing library features, that were considered as (very) important by the survey 

participants are mainly those related to the clothes range. What matters most to 

them are a high quality and good condition of clothes, a big quantity of clothes 

and an often changing assortment that should be appropriate to the current 

season as well as only few items of the same style (e.g. not 10 blue shirts). The 

members appreciate garments for special occasions, like job-interviews or party 

and although a general mix of styles is valued, most members think vintage items 

or sustainable clothing are important features in a clothing library. The sizes 

should range from extra-small to extra-large (or more) and also include men’s 

clothes.  

 

What is not important for most members are the assortment in-store by size, style 

or gender (although a gender-neutral presentation is also not considered 

important) as well as animal-free or designer and new bought clothes by the 

library to broaden the offer. The possibility to loan fashionable/ trendy or only 

donated clothes is considered rather neutral tending towards unimportant, 

although one person indicated in the open comment field at the end of the 

questionnaire that they would prefer if their library had a 100% environmental 

focus. 

 

When it comes to store-related and organisational features, the participants 

indicated that an accessible location and extended opening hours are very 

important to them. A clean and fresh store is equally highly desired as a cheap 

member’s fee. One member stated in the open comment section of the survey 

that especially the smell is very important to them. Features that the members do 

not consider important are that their clothing library is a volunteers-run (non-

profit) library and the possibility for them to engage/ volunteer as well. To 

collaborate with designers or a modern concept/ interior is also not an important 

determinant, as well as neither an international nor a local feeling of the 

organisation. The members are also rather neutral about their clothing library 

cooperating with other organisations/ institutions or the possibility of short loans 

without a full membership.  
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Concerning the service offered in the clothing library, the members who took part 

in this survey only stated, that updates on social media, pay by card option and 

that the clothing library gives away unwanted garments for free or a reduced 

price, were important features. Unimportant for them are pay by autogiro option, 

styling advice, food and drinks in-store and members only events. They were 

rather neutral towards features such as close contact to owners, events or 

workshops organised by the clothing library, help with repairing clothes (even 

private) and enough shop-assistants (volunteers) being present in the clothing 

library. One commented at the end of the survey, when asked for other features 

they would like to improve about their clothing library that it is too stressful to 

keep in mind when the clothes they have borrowed need to be back and cleaned. 

Another remark of one participant was that they prefer if the clothing libraries are 

not too strict with deadlines or damage to the clothes, since members should be 

encouraged to borrow and not scared to use the garments. 

 

Summarising, it can be concluded that the participants mostly considered 

determinants related to fashion/ style, practicality and financial benefits as very 

important, whereas sociality, sustainability or enjoyment play only a minor role. 
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5. Analysis  
 

This chapter will analyse the empirical findings in relation to the theoretical 

framework presented in chapter two. The chapter discusses the results to give 

answers to the research questions, which will also be presented in chapter 7. 

Conclusion. 

 

Motives and determinants (or: the reasons why clothing library members joined 

this collaborative consumption business and which features about it are important 

to them) were measured with Likert-type items on a range from 1 (not important) 

to 7 (highly important) as described in chapter 3. Methodology. Although the 

scale does not reflect the attributes of a typical Likert-scale, some of the items 

were combined in a composite scale later on to measure categories of motives 

and determinants. Since most of the categories consisted of more than four 

items, the data was treated as category-individual Likert-scales (interval scaled 

data) throughout to ensure persistency. Therefore, calculating the mean was 

chosen over the mode/median. 

 

Measuring Correlations 
After determining the most important motives and determinants (see chapter 4.5 

Motives for joining a Clothing Library and 4.6 Determinants of Clothing Libraries), 

the categories of motives (sustainable, enjoyment, social, financial and 

reputation) were used as dependent variables to measure their relationship with 

determinant categories like sustainable, product/ style, enjoyment, social, 

practical, financial, exclusive or ethical. The determinants were treated as 

independent variables.  

 

Literature reviewed in the theoretical framework of this research suggested a 

potential correlation between joining the clothing library for sustainable reasons 

and rating product/ style features as important but neglecting sustainable 

determinants. 

 

Analysing the relationship between sustainable motive and sustainable 

determinant or product/ style determinant has shown no significant correlation. A 

cross-tabulation gave a Pearson’s R value of 0,058 for sustainable motive and 

sustainable features though, which is quite close to being a significant 

relationship.  
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Other possible relationships were tested between motives and determinants as 

well. Some significant values (one star indicates a significant level on the 0,05 

level and two stars a high significance at the 0,01 level) were calculated for the 

following variables: 

 
Level of Significance Motive Determinant 

0,000** Enjoyment Enjoyment 

0.001** Enjoyment Practical 

0,001** Enjoyment Social 

0,017* Enjoyment Exclusive 

0,048* Enjoyment Clothes 

0,018* Enjoyment Financial 

0,001** Social Enjoyment 

0,004** Social Social 

0,011* Financial Social 

0,042* Financial Practical 

0,025* Financial Exclusive 

0,012* Reputation Enjoyment 

0,030* Sustainable Ethical 

 
Table 4. Correlations of Motives and Determinants. 
 
 

It is interesting to see that the variable of joining a clothing library with a 

sustainable motive has a significant correlation with valuing ethical determinants. 

Those determinants include features of the clothing library like being run by 

volunteers/ non-profit, accepting only donated clothes, stocking animal free and 

sustainable clothes and having a local feeling. Two of these items are also 

related to sustainable determinants, so it can be concluded that CL members do 

not neglect sustainable determinants when joining for sustainable motives. 

 

On the other hand, the significance of almost all determinant variables with the 

motive of enjoyment raises suspicion. As only four participants considered 

enjoyment to be an important reason for joining a clothing library, but 

determinants like practical, financial and clothes were considered important 
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features, the correlation suggests that people who do not join because of 

enjoyment also do not think enjoyment features are important. This leads to the 

conclusion, that enjoyment (including events organized by the clothing library or 

food and drinks in store) plays a minor role when joining a clothing library. 

 

Literature suggested that purchasing decisions are driven by the price, quality 

and design (style) of a sustainable product as ecological or ethical aspects alone 

cannot convince consumers enough to buy a fashion item (Butler and Francis, 

1997; Beard, 2008). This finding was verified in this research as determinants like 

practicality, financial benefits, quality and style of garments were considered the 

most important features within a clothing library.  

 

Although there was no significant relation detected between a sustainable motive 

and any determinant category, it remains the most important reason (N=26) why 

people became members in a clothing library. The second most important motive 

is style/ clothes (N=22), which shows that stocking a great selection of garments 

is important to satisfy members in the long run.  

 

A critical analysis of this result could be that the survey participants ranked 

sustainability as a motive higher than it applies to be perceived as a better 

person. 

 

Since there were no male participants although some clothing libraries have male 

members, other differences were taken into account to get deeper insight into 

who the clothing library members are and how their motives for joining relate to 

their personal characteristics and usage of the service. One possible difference 

was presumed to be the length of membership or the frequency of visiting the 

clothing library to borrow new garments. These considerations are explained in 

detail in the next paragraphs. 

 

Long vs. recent Members 

Since most clothing libraries opened in the last couple of years, there are not a lot 

of members who have been a part of this business model for over a year. 

However, those who have can be considered as long-term members and the very 

first ones to adopt the innovation of borrowing clothes from a shared wardrobe. 

Almost one third of the survey participants (N=8) have joined their clothing library 

before 2014 and therefore have been members for over one year. Whereas all 
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participants ranked sustainable, fun and social reasons as important for joining 

the clothing library, the long-term members indicated no importance towards 

enjoyment and social motives for becoming a member. They also do not visit the 

clothing library often, whereas some of the recent members also make use of it 

several times or once a week or every two weeks. Long-term members stated 

that they use the service only once a month or less. This indicates that there 

interest might have decreased with the years, although this study did not explore 

how often these members used to visit the clothing library when they first joined. 

 

Sporadic vs. frequent Users 

Although most of the clothing library users who participated in this study are 

visiting their clothing library only once a month or less, there are few frequent 

users amongst the members. Hence, there are different user types, divided by 

frequency of use (see figure 5: Usage of Clothing Libraries). However, the 

frequency of visiting the clothing library to borrow new clothes does not show any 

relationship with motives of the members to join. Even if they joined for social 

reasons, they do not visit more often. This could imply that the clothing library is 

not fulfilling the social role well enough, i.e. there are not many opportunities to 

engage with the community when visiting the library. 

 

Consistent Consumer Group 

As the analysis of clothing library members has shown, there were no significant 

differences detected amongst this group of consumers. This points to the fact that 

a consistent group of individuals is currently using the service of clothing libraries. 

It also indicates that there is room to grow and attract more consumers of the 

same group or even go beyond this segment. As suggested in the theoretical 

framework of this study, clothing libraries are in an early stage of the innovation 

spreading to consumers. Hence, only a group of early adopters became 

members of this CC initiative. By comparing the individual members (see chapter 

4. Empirical Findings), it became clear that they are a quite coherent segment.  
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6. Discussion 
 

Researchers have previously investigated the users of collaborative consumption 

practices on examples like car-sharing, providing accommodation through 

platforms like Airbnb or the use of toy-libraries for children. Although the 

participants vary according to the kind of CC business, a model of a typical CC 

consumer was established after Lockett and Littler (1997), Wungwanitchakorn 

(2002), Rogers (2003) and Manukka (2007). This consumer is defined by a 

degree in higher education, a higher income than the average population and 

other characteristics that were presented in chapter 2.2.1 Characteristics. After 

analysing the results of this study, that was conducted amongst clothing library 

members in Sweden, a model for a typical clothing library user was developed. 

Contradicting with the general CC user, the clothing library members are mainly 

in their twenties, still studying (mostly art related or social subjects), not married 

and earn less than the average population. They are neither risk takers nor 

opinion leaders but they make decisions independently, like change and are 

generally innovative towards CC. Although they do not take part in many other 

CC initiatives other than fashion-related ones, they are interested to hear about 

them and joined the clothing library amongst other reasons to support individuals 

and small businesses and to contribute to the broader movement away from 

hyper-consumption, which is an idea, reflected in CC businesses (Botsman and 

Rogers, 2011). Figure 8 gives an overview of the basic characteristics of a typical 

clothing library member, developed from the former model of the general CC 

user, as presented in chapter 2.2.1 Characteristics and the findings of this study. 
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Figure 8. A typical CL member in Sweden. 

 

The reason why clothing library member characteristics differ from general 

collaborative consumption users can be found in the unique nature of this fashion 

business model presented in chapter 2.3.1 Sharing fashion. Clothing libraries are 

bridging a gap between fashion consumption and a sustainable lifestyle. Unlike 

most CC businesses, that are built on the idea of providing access (e.g. to tools, 

cars, accommodation or office space) (Gansky, 2010; Botsman and Rogers, 

2011), clothing libraries cannot only give access to clothes. CC is also highly 

successful when it involves expensive items or those who are only used 

frequently. This is usually not applicable to clothes as they are worn daily and not 

necessarily expensive. As highly personal items and a form of expressing 

oneself, clothes are not only fulfilling the function of serving a single, practical 

purpose anymore. As this study showed, style is an important feature of 

garments that are offered in a clothing library in order to satisfy members. This 

does not necessarily mean that the clothing library users are looking for 

fashionable, trendy or designer items but clothes that are somehow special, e.g. 

for certain occasions like job-interviews or party or typical vintage. Since all 

clothing library members who took part in this research are consuming second-

hand clothing through other sources as well, they have no problem with the fact 

that garments in the clothing libraries are pre-worn and mostly donated. They do 

not care about trends or the newness of clothes but rather about uniqueness and 

quality. To satisfy this need for garments in a great condition and right style is not 
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easy for the clothing libraries, since they mostly rely on donations and cannot 

control their offer without limitations. 

 

The fact that the investigated clothing library members are not trend-oriented and 

do not need new clothes every week is also reflected in their usage of the 

clothing library. The frequency of visiting the clothing library to borrow new 

garments is pretty low as most members indicated that they make active use of 

their membership only once a month or less.  

 

Clothing libraries cannot be considered access-based since they are currently not 

providing full access. This is shown in short opening hours (usually only twice a 

week) and the fact, that people already own enough clothing but are just looking 

for something extra, unlike car-sharing, where people with own cars will probably 

not take part. Therefore, clothing libraries are not replacing their members’ 

wardrobes yet. As mentioned earlier, clothing library users also indicated that 

they are buying clothes from other sources (even if second-hand) and they were 

also positive towards their clothing libraries giving away/ selling unwanted clothes 

for a low price. One survey participant even commented that they would like to 

have the option of purchasing favourite items for a higher price from the clothing 

library, which does not correspond with anti-consumption values. 

 

Currently the clothing libraries in Sweden are, however, based on sustainable 

values and the idea of giving up ownership. They are volunteer based, non-profit 

businesses who take in donations and offer a broad mix of styles for a cheap fee 

to their members. The members, on the other hand, joined because of 

sustainability motives, like reducing their own consumption or saving the 

environment. In this aspect, the clothing libraries are satisfying their users quite 

well right now. Some even go a step further and neglect products made from 

animalistic material.  
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7. Conclusion 
 

Clothing libraries are an example of collaborative consumption of fashion items 

(Gansky, 2010; Botsman and Rogers, 2011). In this role they differ from 

traditional stores that sell clothing. They act as a more sustainable way of 

consuming fashion, since resources are used more frequently (Botsman and 

Rogers, 2011). Instead of hanging in one person’s wardrobe the garments are 

worn by several people. The need for something new is hereby satisfied by a 

system that enables its members to constantly exchange clothes and make their 

wardrobe more exciting. The goal is to motivate people to stop buying but borrow 

instead (The Wardrobe, 2014). Even if the garments themselves are not 

sustainable (meaning that they are not necessarily made from organic material, 

produced in a fair environment etc.), the concept of clothing libraries can reduce 

consumption of new products by taking in donated second hand garments and 

prolonging or fulfilling (by being worn more) their life cycle.  

 

RQ1: What are the motives for taking part in collaborative consumption of 
fashion through a clothing library membership? 

The idea of a sustainable way of getting new clothing items in regular intervals 

attracted the current clothing library members, as this study revealed. Other 

motives to join were described in detail in chapter 4.5 Motives for joining a 

Clothing Library and give a more in-depth overview of reasons to join a clothing 

library. The top motives, however, were sustainable motives like reducing 

personal consumption, contributing to the broader movement away from hyper-

consumption and environmental consciousness as well as hedonistic factors like 

enjoyment/ fun.  

 

RQ2: What are the determinants of clothing libraries that are most valued 
by their members? 

Even if consumers joined because of sustainable motives, a clothing library also 

has to satisfy the traditional qualities that consumers look for in fashion or 

clothes. Unlike car-sharing or tool-libraries, providing access alone does not 

make the concept of borrowing clothes successful. According to this study, style 

(design) is still a very important feature that garments must fulfill in order to 

satisfy clothing library members. The answer to RQ2 is therefore that the clothing 

library members do not only want to have new clothes, they want special 

garments that match their aesthetics and fit, which relates to the findings of Butler 
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and Francis (1997) and Beard (2008), who stated that ecological or ethical 

aspects alone cannot convince consumers enough to make a decision for a 

sustainable fashion item.  

 

RQ3: What are the personal characteristics of current clothing library 
users? 

It is probably impossible to provide enough garments for all sizes, tastes and 

genders, and so clothing libraries in the past have attracted a segment of 

consumers that has similar characteristics as shown in figure 7 in chapter 6. 

Discussion. They buy second hand clothing at flea markets or stores, have a 

limited budget and are young and still in higher education. They are not 

innovators or particularly forward when it comes to CC or fashion but a 

sustainable mindset and friends have attracted them to the concept of sharing 

rather than owning clothes and join a clothing library. 

 

7.1 Managerial Implications 
 

The findings of this study showed that clothing library members are not a new 

segment of collaborative consumption but rather they are second-hand 

consumers who care about sustainability issues (as shown in chapter 4.3 

Experience with Collaborative Consumption and 4.5 Motives for joining a Clothing 

Library). Joining clothing libraries merely offers them another channel of 

consuming used garments. However, their intentions are based on sustainable 

values. They are aware that by borrowing clothes from a library, they can reduce 

their consumption and contribute to a broader movement where ownership and 

trendiness of clothes is not the focus. Reusing pre-owned garments and 

consuming less new products is the ethos of second-hand consumers and 

clothing library members. Therefore, second-hand stores or platforms and flea 

markets or clothes swapping events are the main competitors of clothing libraries. 

Especially the similarity with second-hand stores requires them to add something 

extra to satisfy the members. The possibility of borrowing clothes is a unique 

service and provides an option for the second-hand users to buy even less 

without compromising style. To provide the right styles for the members is an 

important determinant for a successful clothing library. Although the members 

mainly joined for sustainability reasons, they stay for the design part. It is the 

clothing library’s challenge to manage their users’ needs with the fact that most 
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garments are donated and the choice of styles available in the library is naturally 

limited to those items. 

 

This implies that clothing libraries are a niche market right now, with potential to 

grow. The “Mammaklädoteket” in Gothenburg is an example of a specialized 

clothing library for pregnant women. Although the members might not join for 

more than a few months during their pregnancy, during the time when the body 

(size) is changing and new clothes are required that fit (but would end up unused 

after the pregnancy when the size decreases again), having access to a 

wardrobe that provides pregnancy clothes temporarily, is a convenient solution 

(both economically and ecologically).  

 

Other findings of this research that are concerned with the business model of 

clothing libraries itself also revealed obstacles in maintaining the business, since 

clothing libraries are mostly volunteer run, based on donations and might face 

funding problems in the long run due to cheap membership fees. The lack of 

important features (determinants) that were mentioned by the clothing library 

managers shows that they have knowledge of what their members want but due 

to very limited resources they cannot fulfil those aspects yet. 

 

The future of clothing libraries might consist of specialised concepts, like the 

pregnancy model or a clothing library for vintage lovers or a version for kids. 

Another example of reducing the width of the style range in the clothing library is 

to cooperate with designers, like the owners of Klädoteket in Gothenburg have 

done recently. During the course of this study, they have altered their business 

model, which consisted of taking in donated clothes to a more exclusive model, 

offering selected vintage/ second hand and designer pieces. This concept came 

with a change of location, a different price model and possibly a new clientele. 

 

 

7.2 Theoretical Implications 
 

That the clothing library members are not a new segment of consumers or 

societal movement, which has adopted a new consumption pattern, also refers to 

Belk’s (2013) theory about CC consumers. Clothing libraries as a form of CC in 

fashion are providing an additional service to a consumer segment that is already 
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existing, i.e. second-hand users. In its current form this business model seems 

unable to attract other consumers who are not familiar with wearing pre-owned 

garments and maybe afraid of contamination of previous owners as suggested by 

Belk (1988) and Gregson and Crewe (2003) as mentioned in chapter 2.3.1 

Sharing Fashion. 

 

7.3 Future Research 
 

Based on the findings of this study, more research should be done into 

consumers who are not using second-hand or collaborative consumption 

practices like clothing libraries to find out what keeps them from adopting this 

resourceful lifestyle. It will help explore a wider target group and ways to attract 

other consumers to share or use second-hand alternatives like clothing libraries, 

which rely on garments to be used over and over again by different consumers, 

to grow this business.  

 

Furthermore, a similar study to this research could be executed with more 

resources and a broader market (e.g. in whole Europe) to get a bigger sample 

size of clothing library members. This might reveal differences in consumer 

behaviour that were not detected in this study, for example between men and 

women or different age groups. 
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Appendix 
 

The following table provides an overview of 17 clothing libraries based in Sweden 

as well as other European countries, such as Finland, Germany, The 

Netherlands, France, The United Kingdom and Czech Republic.  It shows the 

differences regarding cost, loan period and number of items allowed to borrow as 

well as opening hours. In the interest of better comparison, all costs are written in 

SEK, even if a clothing library is based in other country than Sweden. The foreign 

currency was calculated into SEK based on current exchange rate. Two of the 

libraries presented here are not open anymore; however it is still valuable to see 

how they were operating.  

 

• Overview of CLs in Europe 

• Interview questions for CL managers 

• Survey questionnaire 
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Overview of Clothing Libraries in Europe 
 

NAME LOCATI
ON 

YEAR 
OF 

OPENIN
G 

COST NUMBER OF 
ITEMS ALLOWED 

TO BORROW/ 
LOAN PERIOD 

 

OPENING 
HOURS 

WEBSITE 

Klädoteke
t 

Göteborg 
 

Gothenb
urg, 

Sweden 

 

2012 200 SEK/ 3 
months 

up to 5 items/  4 
weeks 

Wed 18-20 
Sat 12-15 

http://www.kladot
eketgoteborg.se/ 

Klädbiblio
teket Eco 

Market 
 

Gothenb
urg, 

Sweden 

2014 200 SEK/ 12 
months 

up to 5 items/  4 
weeks 

Tue-Fri 14-18 
Sat 11-15 

http://www.ecoma
rketgbg.se/ 

The 
Wardrobe 

 

Borås, 
Sweden 

2014 300 SEK/ 3 
months (249 SEK 

for students) 

up to 5 items/  3 
weeks 

Tue 12-13 
Thu 16-18 

http://www.the-
wardrobe.se/ 

Klädbiblio
tek 

Uppsala 
 

Uppsala, 
Sweden 

2011 20 SEK/ 6 months up to 5 items/  4 
weeks 

Tue 18-19:30 
but clothes 

can be 
returned 

every day of 
the week 

https://uppsalakla
dbibliotek.wordpr

ess.com/ 

Klädbiblio
teket 

Linköping 
 

Linköpin
g, 

Sweden 

2014 200 SEK/ 12 
months 

up to 4 items/  4 
weeks 

Sat 11-15 http://onewomana
rmy.se/kladbibbla

n-lkpg/ 

Lånegard
eroben 

Stockol
m, 

Sweden 

2010 100 Sek/ item unlimited until next 
pop-up 

no fixed 
opening 
hours 

(operates as 
pop-up) 

http://www.lanega
rderoben.se/ 

Umeå 
Klädbiblio

tek 

Umeå, 
Sweden 

2010 
(closed 

in 
January 
2015) 

50 SEK/ semester 3 weeks Sat 13-17 https://umeakladb
ibliotek.wordpress

.com/att-lana/ 

Klädbiblio
teket 

Göteborg 

Gothenb
urg, 

Sweden 

2013 
(closed 

in 
August 
2014) 

249 SEK/ month 
(199 SEK for 

students) 
 

399 SEK/ month 
(299 SEK for 

students) 

1 item/ 4 weeks 
 
 

up to 3 items/ 4 
weeks 

Mon-Fri 10-
18 

Sat 11-16 

http://www.kladbi
blioteket.se 

 

Klädoteke
t 

Malmö, 
Sweden 

2011 
(closed 

in March 
2015) 

free of charge 
(volunteer work in 

exchange) 

3 weeks Thu 16-19 http://kladoteket.s
e/ 

Kleiderei Hambur
g, 

German
y 

2012 34 EUR (309 
SEK)/ month 

up to 4 items/ 4 
weeks (can be 

ordered online and 
shipped back) 

Mon-Thu 17-
20 

Fri 17-21 

https://kleiderei.co
m 

L'Habiblio
heque 

Paris, 
France 

2014 6 EUR (55 SEK)/ 
item 

 
Plus subscription 

fee: 
50 EUR (467 
SEK)/ month 

 
240 EUR (2199 
SEK)/ 6 months 

up to 3 items and 1 
accessory/ 10 days 

(can be ordered 
online and shipped 

back) 

Tue-Sun 
10:30-19:30 

http://www.lhabibli
otheque.com/ 

http://www.kladbiblioteket.se/
http://www.kladbiblioteket.se/
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360 EUR (3298 

SEK)/ 12 months 
Lena Amsterd

am, The 
Netherla

nds 

2014 Membership card: 
10 EUR (91 SEK) 
PLUS subscription 

plan: 

59.85 EUR (548 
SEK)/3 months - 

100 points 
104.85 EUR (960 
SEK)/3 months - 

200 points 
149.85 EUR (1373 
SEK)/3 months - 

300 points 
 

or a stamp card: 
49,95 EUR (458 
SEK)/500 points 

Subscription plan: 
number of 

garments depends 
on points available 
(each item has a 
certain amount of 
points)/ unlimited 

time 

 
stamp card: 
number of 

garments depends 
on available points/ 

5 days 

Mon 10-19 
Wed and Fri 

11-19 
Thu 11-20 
Sat 11-17 

 

http://www.lena-
library.com 

 

De 
Kledingbi
bliotheek 

Utrecht, 
The 

Netherla
nds 

2014 Membership card: 
7.50 EUR (69 

SEK) 
 

Plus subscription 
plan: 

 
12.50 EUR (115 
SEK)/ month/ 2 

items 
 

30 EUR (275 
SEK)/ month/ 6 

items 
 

or a strip card: 
25 EUR (229 SEK) 

 

 
 
 
 
 
 
 

2 items/ 4 weeks 
 

6 items/ 4 weeks 
 

4 items/4 weeks 

Wed-Sun 12-
18 

http://www.dekled
ingbibliotheek.nl 

Re:parád
a 

Brno, 
Czech 

Republic 

2013 450 CZK (151 
SEK)/ month 

 
1250 CZK (419 
SEK)/ 3 months 

 
2250 CZK (755 
SEK)/ 6 months 

 
4050 CZK (1359 
SEK)/ 12 months 

3 items/ week Mon-Fri 14-
19:30 

Thu 10-12; 
14-19:30 
Sat 14-17 

http://www.repara
da.cz 

 

Maternity 
Clothes 
Library 

Oxford, 
United 

Kingdom 

2004 3 GBP (39 SEK)/ 
item 

unlimited items/ 
unlimited time 

visit by 
appointment 

http://www.llloxfor
d.org.uk/index.ph

p/maternity-
clothes 

Nurmi 
Clothing 
Library 

Lahti, 
Finland 

2015 30 EUR (275 
SEK)/ month 

 
120 EUR (1100 
SEK)/ 6 months 

2 items/ 2 weeks Wed 11-19 
 

http://www.nurmic
lothing.com/nurmi
-clothing-library 

Resecon
d 

Copenha
gen, 

Århus, 
Denmark 

2011 139 DKK (174 
SEK)/ month 

unlimited items/ 
unlimited time 

Thu-Fri 14-
17:30 

Sat 12-15 

http://resecond.co
m 

Table 5. Overview of Clothing Libraries in Europe. 
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Interview Questions for Clothing Library 
Managers 

 
 
 

1. Name, location, year of opening 

2. Number of members 

3. Number of volunteers/ employees/ active members 

4. Number of garments/ items in store (rough guess if no concrete number 

available) 

5. What is the value proposition to your members? What do you offer them?  

6. What key factors make your concept work? 

7. How did you calculate/ come up with the right amount for the members 

fee?  

8. What thought/ idea lies behind the interior design/ visual merchandising of 

your clothing library?  

9. Do you think the garments you have in the clothing library right now 

satisfy your members? Why/ why not? 

10. How do you select the items for the clothing library? 

11. How often do you change your offer? In what way? 

12. Do you think the garments reflect the membership fee well? 

13. How does the number of garments influence your organisation? 

14. How does the number of members influence your organisation? 

15. How does the number of volunteers influence your organisation? 

16. What role does trust play within your organisation? 

17. What problems/ incidents have occurred with your members in the past?  

18. Do you organise any events etc. related to your clothing library? Any 

events where members can meet each other? 

19. How do you advertise your concept? 

20. What would you like to change about your clothing range? 

21. What else would you like to improve in/ concerning your clothing library? 

22. Do you think your clothing library is well accessible in terms of location & 

opening hours? Why/ why not? 
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Survey Questionnaire 
 
Welcome to our research about clothing libraries! 
 
We are two Master students from The Swedish School of Textiles in Borås, who 
are writing our thesis about collaborative consumption (new business models 
based on the idea of sharing rather than owning) and the concept of clothing 
libraries. This is why we ask for your help. It would be really nice if you could 
answer some questions about your experience within a clothing library. 
 
It won’t take long (ca. 5 minutes) but it will make a great contribution towards our 
research and also help your clothing library to provide a better service and offer 
to you! All information will be handled anonymously. 
 
Thank you so much!  
 
If you have any questions, please contact us here: 
neumaier.ramona@gmail.com. 
 

Your personal details 
Please answer all questions. This information will be handled anonymously. 
 
1.    How old are you? 

Age: 
 

 
2.    What is your gender? Mark only one option. 

Female 
 

Male 
 

  
3.    What is your marital status? Mark only one option. 

Single 
 

Long-term relationship 
 

Engaged 
 

Married 
 

Divorced 
 

Widowed 
 

  
4.    What is your highest education achieved so far? Mark only one option. 

Primary School 
 

High-School Degree 
 

Bachelor Degree 
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Master Degree 
 

PhD 
 

 
5.    What is your main occupation? Mark only one option. 

Student 
 

(Self-)employed 
 

Unemployed 
 

Pensioner 
 

 
6.    What subject do you study/ work in? 

Subject: 
 

 
7.    What is your monthly income? Mark only one option. 

Under 10 000 SEK 
 

10 000 - 20 000 SEK 
 

20 000 - 30 000 SEK 
 

Over 30 000 SEK 
 

 
 
 

More information about yourself 
Please answer all questions. This information will be handled anonymously. 
 
8. Which clothing library are you a member of? Tick all that apply. 

The Wardrobe Borås 
 

Klädoteket Göteborg 
 

Klädbibliotek Eco Market Göteborg 
 

Klädoteket Linköping 
 

Klädbibliotek Uppsala 
 

Other: 

 
9. What year did you join the clothing library? 

Year: 
 

 
10. How did you find out/ hear about the clothing library? 

Source: 
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11. How often do you use the clothing library to borrow new clothes? Mark 

only one option. 

Several times a week 
 

Once a week 
 

Every two weeks 
 

Once a month 
 

Less than once a month 
 

 
12. How often are you active on social media like Facebook, Instagram, 

etc.? Mark only one option. 

Daily 
 

Weekly 
 

Less than once a week 
 

Not at all 
 

13. In which other collaborative consumption practices do or did you take 
part? Tick all that apply. 

Transportation (e.g. Car-sharing, 
bike-sharing) 

 

Housing (e.g. Airbnb) 
 

Food / wine cooperative 
 

Tool-Libraries 
 

Toy-Libraries 
 

Co-working/ shared office 
 

Energy cooperative 
 

None 
 

 
14. Do you also get clothing from one of these sources? Tick all that apply. 

Flea markets 
 

Second-hand stores 
 

Clothes swaps 
 

Online second-hand platforms (e.g. 
Tradera.se, Ebay.com) 

 

No 
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15. Please choose any statement from this list that matches your 
personality/ character: 1 (do not agree) to 7 (highly agree) 

    Mark only one number per row. 

When making a decision on purchase of clothing/ 
fashion, I will rely on your own judgement and 
personal standard more than advice from others. 

1 
 

2 3 4 5 6 7 

I would consider collaborative consumption even if it was 
not personally recommended to me. 

1 2 3 4 5 6 7 

I like to be among the first people to buy and use new 
products or services that are on the market. 

1 2 3 4 5 6 7 

I generally see myself as a risk taker rather than being 
conservative on decisions I make. 

1 2 3 4 5 6 7 

I am interested to hear about new collaborative 
consumption ideas. 

1 2 3 4 5 6 7 

Collaborative consumption has improved our lives. 1 2 3 4 5 6 7 

Other people often ask for your advice on collaborative 
consumption. 

1 2 3 4 5 6 7 

Other people often ask for your advice on clothing/ 
fashion. 

1 2 3 4 5 6 7 

 
16. How important were the following reasons for you to join the clothing 

library? Please rate on a scale from 1 (not important) to 7 (very important) 
    Mark only one number per row. 

Saving money 1 2 3 4 5 6 7 

Getting a good reputation/ social reward 1 2 3 4 5 6 7 

Environmental consciousness 1 2 3 4 5 6 7 

Enjoyment/ fun 1 2 3 4 5 6 7 

Interaction with the community 1 2 3 4 5 6 7 

Meeting new people 1 2 3 4 5 6 7 

Feeling active and useful 1 2 3 4 5 6 7 

Reducing my consumption/ carbon footprint 1 2 3 4 5 6 7 

Contributing to the broader movement away from hyper-
consumption 

1 2 3 4 5 6 7 

Supporting individuals and/ or small/ independent 
companies 

1 2 3 4 5 6 7 

Interesting experience 1 2 3 4 5 6 7 

Doing something most people have not tried yet 1 2 3 4 5 6 7 
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17. How important are these features for you regarding the clothing library 

in general (even if not applicable in your clothing library)? Please rate on 
a scale from 1 (not important) to 7 (very important). Mark only one number per 
row. 

Clean and fresh store 1 2 3 4 5 6 7 

Modern concept/ interior 1 2 3 4 5 6 7 

Easily accessible location 1 2 3 4 5 6 7 

Clothes sorted by style 1 2 3 4 5 6 7 

Clothes sorted by size 1 2 3 4 5 6 7 

Clothes sorted by gender 1 2 3 4 5 6 7 

Gender-neutral presentation 1 2 3 4 5 6 7 

Seasonal presentation (not all seasons at the same time) 1 2 3 4 5 6 7 

Size range XS-XXL 1 2 3 4 5 6 7 

 
18. How important are these features for you regarding the clothing library 

in general (even if not applicable in your clothing library)? Please rate on 
a scale from 1 (not important) to 7 (very important). Mark only one number per 
row. 

Often changing assortment/ Always find something new 1 2 3 4 5 6 7 

Sustainable fashion 1 2 3 4 5 6 7 

Fashionable/ trendy items 1 2 3 4 5 6 7 

Mix of styles 1 2 3 4 5 6 7 

High quality clothes 1 2 3 4 5 6 7 

Designer clothes 1 2 3 4 5 6 7 

Typical vintage clothes 1 2 3 4 5 6 7 

Animal free clothes 1 2 3 4 5 6 7 

High quantity of clothes 1 2 3 4 5 6 7 

Great condition of clothes 1 2 3 4 5 6 7 

Clothes for special events (e.g. party, dinner, job-
interview) 

1 2 3 4 5 6 7 

Not many same items (e.g. 10 blue shirts) 1 2 3 4 5 6 7 

Clothes for men 1 2 3 4 5 6 7 
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19. How important are these features for you regarding the clothing library 
in 

    general (even if not applicable in your clothing library)? Please rate on a 
scale  

    from 1 (not important) to 7 (very important). Mark only one number per row. 

Close contact to owners 1 2 3 4 5 6 7 

Events organised by the clothing library (e.g. Fashion 
show, concerts in store) 

1 2 3 4 5 6 7 

Workshops organised by the clothing library (e.g. Re-
make) 

1 2 3 4 5 6 7 

Help with repairing clothes (even private) 1 2 3 4 5 6 7 

Styling advice 1 2 3 4 5 6 7 

Updates on social media 1 2 3 4 5 6 7 

Food & drink in store 1 2 3 4 5 6 7 

Pay by autogiro option 1 2 3 4 5 6 7 

Pay by card option 1 2 3 4 5 6 7 

Members only events 1 2 3 4 5 6 7 

Public events 1 2 3 4 5 6 7 

Enough shop-assistants present 1 2 3 4 5 6 7 

 
20. How important are these features for you regarding the clothing library 

in general (even if not applicable in your clothing library)? Please rate on 
a scale from 1 (not important) to 7 (very important). Mark only one number per 
row. 

Accessible opening hours throughout the whole week 1 2 3 4 5 6 7 

Clothing library gives away unwanted garments for free 
or reduced price 

1 2 3 4 5 6 7 

Cheap member fee 1 2 3 4 5 6 7 

Run by volunteers/ non-profit 1 2 3 4 5 6 7 

Possibility to engage/ volunteer 1 2 3 4 5 6 7 

Accept only donated/ used clothing 1 2 3 4 5 6 7 

The clothing library buys new items to increase its offer 1 2 3 4 5 6 7 

Cooperation with other organisations/ institutions 1 2 3 4 5 6 7 

International feeling 1 2 3 4 5 6 7 

Possibility of short loans without full membership 1 2 3 4 5 6 7 
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Designer collaborations 1 2 3 4 5 6 7 

Local feeling 1 2 3 4 5 6 7 

 
21. Are there any other features you value or would like to have in your 

clothing  
    library? 
 

 



76 
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