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Abstract 
 

Individualisation and digitalisation are increasing in importance which leads to a change in 

the society, affecting consumers’ behaviour and needs. This change results in consumers 

desiring an individualised consumption experience with additional services that fashion 

companies should consider in order to stay relevant. This development opens up for new 

opportunities regarding business models such as the business model of subscription services.  

 

The identified gap in the academic literature of subscription services lies in the application of 

this business model to the fashion industry. Non-academic articles about fashion subscription 

services were found but often from the industries’ point of view rather than from the 

consumers’ point of view. Thus, the purpose of this study is to investigate the consumers’ 

perspective on fashion subscription services and what underlying reasons there might be for 

these perspectives.  

 

The study is of quantitative nature with theories regarding subscription services, consumer 

behaviour and fashion forming the research questions and thus the research. Data was 

collected by an online questionnaire to gain insight on respondents’ perspectives on fashion 

subscription services which was used as descriptive empiricism, tested for correlations and 

discussed in line with the theories. 

 

The study shows that there are correlations between the theories and the respondents’ interest 

in fashion subscription services, but the interest cannot be explained by each of the theories 

separately. However, by looking into different affecting factors, suggestions of underlying 

reasons are offered by this study.  
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1 Introduction  
 
The society is going through a change where digitalisation is rising in importance which is 
something industries need to consider in order to stay relevant (Jonsson, Stoopendahl & 
Sundström, 2015). This development is consequently affecting the fashion industry as well 
and Birchall (2010) states that it partly can be understood by the increasing number of online 
fashion stores during the past decade. Anderson (2006) argues that there is an ongoing 
process of democratisation regarding channels and instruments of the distribution and 
contact of supply and demand. This change is due to the rise of the Internet allowing 
businesses within the fashion industry to operate beyond just the local market and it makes it 
easier to establish new companies. Birchall (2010) claims that among American consumers, 
clothes are the second most popular online purchases after computer software and 
hardware. A report written by Oracle Marketing Cloud (2016) about new challenges that the 
retail industry is faced by and how to meet those challenges strategically, argues that 
electronic commerce (e-commerce) has made consumers’ options infinite since they are able 
to choose products from all over the world. This wide selection enables consumers to do 
research to get an exact picture of how they wish the product to be, instead of settling for one 
of the available options in the local store which previously has been the case. The authors of 
Oracle Marketing Cloud (2016) claim that this is implying that the search for the best offers in 
the online environment decreases consumers brand loyalty as it is easier for consumers to 
compare competitive online stores for the best available price. Williams (2010) states that 
businesses have to offer an assemblage of value, a value proposition, that meets their 
customers’ needs while Jonsson et al. (2015) emphasize that consumers are expecting 
additional services with the product and that they are looking for tools and functions that 
simplify the buying process.  
Baldwin, Forslid and Ito (2015) claim that due to changes in globalisation the focus of 
production has shifted from fabrication to adding services. Vargo and Lusch (2004) mention 
that markets shifts to a more service centered view where businesses and consumers 
exchange services rather than products. This shift is called servicification. Customers’ 
request products that are customized and come along with additional services (Baumgartner 
& Wise 1999; Oliva & Kallenberg 2003). Further, Gilmore and Pine (2007) claim that 
consumers do not care as much of the product as for the whole consumption experience. 
Thus, it is crucial for companies to offer services and additional value than just the value 
belonging to the product.  
 
Jonsson et al. (2015) stress that simultaneously with the digitalisation; the society is getting 
more and more individualised. They mention that in order for companies to be attractive for 
consumers they should consider how to individualise factors such as assortment, products, 
pricing and logistics. On a market that has an increasing price pressure, market saturation 
and homogenous product portfolios, it is difficult for businesses to be unique. A solution to be 
one of the key players on the market is to offer products according to consumers 
individualised needs that have the advantage of a mass production price point with the 
possibility to customize it individually (Huber, Matthes, Vogel & Schehl, 2008). Further, 
Jonsson et al. (2015) state that digitalisation and individualisation create opportunities for 
new business models where companies can use Big Data Analytics. Russom (2011) explains 
that with Big Data Analytics companies are able to see consumers’ clickstream data to 
understand their needs before consumers even know it for themselves, which gives 
companies the opportunity to provide an individualised offer with additional services. Jonsson 
et al. (2015) predict that the economy of the near future is based on rental and subscription 
services as solution to the challenge of making the everyday life of consumers more 
convenient and easy. Dasteel, Hartman and LeGrande (2016) discuss two Meta Trends, the 
first is called the Customer First Revolution and the second the Subscription Economy. The 
former emerged from digital channels such as social media where consumers get their 
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perception of the brand and its identity. This has led to that consumers are the ones who set 
the terms of the relationship and sale hence, consumers inform themselves instead of 
receiving information formed by the company when making their final purchase decision. The 
latter Meta Trend, the Subscription Economy, is explained as a shift from an economy based 
on selling products through high capital-intensive sales to an economy of services which are 
payed for when used or when the outcomes are performed. According to Marshall Cohen (in 
Pike 2016), chief industry analyst at NPD Group, subscription services will be another retail 
option next to e-commerce or point of sale stores. Dasteel et al. (2016) stress the importance 
of considering the subscription business model in order to address the shifting consumer 
needs. 

 

1.1 Background and Problem Description 

 

The research area previously described can be summed up to that digitalisation and 

individualisation are factors that should be considered in order to stay relevant as a business in 

the fast-paced changing business environment. One way of acting on this development could 

be by implementing the business model of subscription services. Here follows an introduction 

to what this type of business model implies and how it can be used within the fashion 

industry. 

 

Subscription services have been common as business model for several industries, such as for 

gym, telephone, internet or insurance, which are industries of high functionality where the 

consumer often only needs one supplier (Sharp, Wright & Goodhardt, 2002). During the last 

few years, the model has also frequently been used for entertainment streaming services. To 

mention two well-known companies as examples, the movie and series streaming service 

called Netflix has 81 million members in 190 countries (Netflix, 2016) and the music 

streaming service Spotify had in the year of 2015, 47 million members in 58 countries 

(Statistic Brain, 2015). Pike (2016) states that due to the fact that services, such as Netflix and 

Spotify, made consumers familiar with the concept of subscription services thus, they are now 

more open to the concept. Thereby this familiarity leads to a shopping behaviour where 

consumers can feel confident signing-up for services where others choose products according 

to their preferences. Segran (2015) argues that subscription services in the format of surprise 

boxes emerged as a result of the successful outcome of the business of Birchbox, founded in 

2010. He claims that Birchbox was created to fill the gap between online shopping and the 

interest of trying new products, since the Birchbox founders thought consumers did not risk to 

try new products when ordering online. One common subscription service option at Birchbox 

implies that for $10 a month, consumers receive a box with collected samples of different 

beauty products and brands delivered to their home on a monthly basis. Cohen (in Segran 

2015) explains that the success of Birchbox is not only due to this convenience but of the 

luxurious consumer experience of receiving a nicely packed box filled with beauty surprises 

delivered to their homes. 

 

"Millennial consumers, in particular, love the idea of self-indulgence, 

and subscription companies really understand this." (Marshal Cohen in 

Segran, 2015, p.2) 

 

Since the rise of Birchbox, several industries have adapted a similar business model. My 

Subscription Addiction is a website that provides a guide in the assortment of subscription 

boxes. The number of subscription services that are listed on their website went from 200 in 

2014 and grew ten times as big within two years’ time. The most popular boxes are listed, 
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where boxes of food, dog accessories, clothes, workout necessities and shaving tools are some 

examples of what can be found (My Subscription Addiction, 2016a). In 2014, Birchbox had 

800 000 subscribers (Griffith, 2014), which is not near the 81 million of Netflix subscribers. 

However, these two companies should not be compared due to the size difference in the two 

markets. Segran (2015) explains that in the USA the subscription industry has grown 200 

percent a year since 2011, resulting in $5 billion revenue in 2014 and estimated 10 000 

subscription services on the market in 2015. Further, he claims that the subscription market in 

Europe compared to the American market is not as extensive, but that it is expected to 

increase significantly.  

 

Pike (2016) offers an explanation of how subscription services work, saying that subscription 

businesses send boxes with products to consumers on specific time intervals, such as monthly 

or quarterly and withdraw the fee in the same pace. On My Subscription Addiction (2016a), 

the presented services often imply that the consumers either just provide their preferences 

which companies take into consideration when picking products, or that the consumers choose 

in detail what products they would like to receive within their subscription box. Beneficial 

aspects located as frequently used by Fashion Subscription Services (FSS) presented on My 

Subscription Addiction (2016a) are: ‘choosing the delivery interval’; choosing the price range 

of the service’; receiving the latest products before they are in stores’; ‘having products 

according to consumers’ personal measurements’; ‘choosing the product category’ and 

‘getting discounts on the products’ (My Subscription Addiction, 2016a). 

 

Information gathered regarding subscription services will be used as theories, forming the first 

two research questions. The next two will be based on sociology theories relating to 

consuming behaviour while the common denominator for the full research will be fashion 

theories. Considering this, a brief introduction will follow regarding the remaining theories 

before presenting the purpose and research questions.  

 

Baumgartner and Steenkamp (1996) discuss a theory called Exploratory Consumer Buying 

Behaviour (ECBB) which refers to the joy of trying new brands or products out of curiosity 

rather than of need. This implies some risk taking which often is overlooked by the thrill of 

the experience. The theory is based on two building blocks, whereof the first, Exploratory 

Acquisition of Products (EAP), is regarding trying new products, while the second block, 

Exploratory Information Seeking Behaviour (EISB), is focusing on the joy of gaining 

consumption relevant information. Considering the fact that subscription services often 

provide their consumers surprise boxes with new products, it could stimulate the ECBB by 

being a driving force for an interest in this service.  

 

According to Sharp et al. (2002), consumers who use a subscription-based service differ with 

their buying behaviour since they do not compare prices or different offers by retailers once 

they subscribed to the service. After making the decision to subscribe, they rely on the 

company to manage the service and let go of their own engagement. This is a phenomenon 

that could be related to Schwartz’s (2005) theory, the Paradox of Choice, implying that the 

responsibility of making choices make consumers unhappy hence, by subscribing to a fashion 

company, consumers avoid the stress multiple choices entail. However, by transmitting this 

task to a company, the company gets to decide on how their consumers dress which is a 

complex matter regarding fashion in relation to identity. Miles (1998) argues that fashion is an 

outlet that differentiates individuals from each other and that it is a social tool which gives 

consumers the possibility to show individuality. When subscribing to a fashion company, 

consumers have to be willing to receive a service where either a stylist selects apparel items 
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for them or a stylist pre-selects items forming a personalised assortment from which 

subscribers can choose their favourite pieces. Hence, a stylist in both subscription models is 

involved in forming the subscribers’ displayed identity.  

 

1.2 Purpose of the Study 

 

The identified gap in the academic literature of subscription services lies in the application of 

this business model to the fashion industry. Non-academic articles about music and movie 

streaming subscription services were found, approximately due to their worldwide spread and 

popularity among consumers. Considering the fact that this business model is relatively new 

within the field of fashion, it is a topic that has not been researched as much. However, there 

is non-academic research about FSS, but it is often from the industries’ point of view and not 

from the consumers’ point of view. Therefore, the purpose of this study is to investigate the 

consumers’ perspective on FSS and what underlying reasons there might be for these 

perspectives. The respondents who stated that they would not be interested in FSS got to 

explain their stance and their explanations are what is referred to when writing ‘underlying 

reasons’. The research is based on four research questions, starting with one of the descriptive 

kind followed by three relationship research questions (Laerd Dissertation, 2012).  

 

1.3 Research Questions 

 

RQ 1: What impact do the stated frequently used aspects of fashion subscription services 

have on the respondents’ interest in subscribing to such a service? What are the reasons for 

respondents to not be interested in subscribing to fashion subscription services? 

 

RQ 2: How do the nationality, age, occupation and gender of the respondents affect their 

interest in subscribing to a fashion subscription service? 

 

RQ 3: How could Exploratory Acquisition of Products and Exploratory Information Seeking 

Behaviour affect the respondents’ interest in subscribing to a fashion subscription service? 

 

RQ 4: How could the Paradox of Choice affect the respondents’ interest in fashion 

subscription services? 

 

1.4 Delimitations 

 

This study did not consider the sustainable aspect of FSS, nor did it investigate the 

perspectives of the industry. Moreover, it was not taken into account how subscription 

services should differ among business strategies within the fashion industry, such as fast 

fashion and slow fashion. These decisions were made to provide a more concentrated 

research.  
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2 Theoretical Framework 
 

This study has the focus on the consumers’ perspective on fashion subscription services. 

However, having a look into subscription services as a business model from the industry’s 

perspective is relevant to understand why companies should adopt this business model to offer 

their customers a more satisfying online shopping experience that meets their needs in a more 

individualised and digitalised way. This literature review is structured by giving an insight on 

the obstacles that consumers and companies face in fashion online environments and will be 

followed by an introduction of subscription services as a whole and ultimately, it will present 

how consumers and companies could benefit from subscription models within the fashion 

industry. 

 

2.1 Challenges faced by Consumers and Fashion Businesses in 
Online Environments 

 

There are several challenges relevant to consider regarding online consumption, like the 

matter of trust in payment or issues of delivery. However, this section is restricted to the 

challenges that can be met by using the business model of FSS. Consumers are fronting 

barriers when it comes to buying fashion items online such as the inability to try on the 

apparel item or feel its quality (Kawaf & Tagg, 2012; Costa, 2010). Cho and Workman (2011) 

explain that this desire of the tactile experience should be taken in consideration by fashion 

online companies when displaying apparel products online. They state that not only the feel of 

the quality but also the objective physical appearance of a fashion item could be determining 

factors for consumers when making an online purchase decision. Therefore, this limitation 

could lead to dissatisfaction and uncertainty for consumers. Further, they give one example of 

an obstacle possibly occurring when displaying fashion products online which is that 

consumer’s perception of the colour of a product can differ from the physical product due to 

the quality of the product picture. Hence, consumers highly rely on product pictures or textual 

product descriptions provided by online stores to make their purchase decision easier. 

Furthermore, in line with the first Meta Trend, consumers read reviews from others with 

experience of that particular product which leads to a higher consumer influence with less 

leverage from the company in terms of the relationship between the two parties (Dasteel, 

Hartman and LeGrande, 2016). Thus, in order for companies to tackle the physical limitations 

and the Customer First Revolution, they can implement subscription services since this 

implies that a stylist takes on the responsibility of the product being according to the 

subscribers’ preferences. Hence, companies are regaining the potential of being in charge of 

the terms of the relationship to their customers.  

 

A problem which is stated by Elaguizy (2014) is that fashion online businesses face 

difficulties in managing their stock accurately due to the lack of knowledge of the consumer 

number. This is connected to the infinite selection of products offered online that enables 

consumers to choose the brand based on the offer instead of loyalty or habit. Hence, users 

visiting the website might just visit to compare offers and not because of their intent to make a 

purchase. Elaguizy (2014) states that online stores base their stock on previous sale numbers 

which entails the risk of having an overly stock due to the above mentioned consumer 

behaviour of choosing a brand based on the offer instead of loyalty or habit. This often results 

in online flash sales where the company dispose unwanted goods or overly inventory.  



 

- 6 - 

Tarver (2015) and Elaguizy (2014) both argue that adapting subscription services as business 

model can be beneficial for fashion businesses in terms of the ability to sell their products on 

a monthly planned basis where they are able to acquire and forecast their revenue and 

inventory more precisely for a predicted period of time, since they know the exact amount of 

consumers that subscribed to their service. Hence, assumptions of seasonal fluctuations are 

limited to a minimum which implies benefits to the subscribers such as better price points for 

products. Furthermore, Tarver (2015) explains that another benefitting aspect for companies 

that take on the business model of subscription services is the one of maintaining existing 

customers rather than acquiring new customers. This is in line with Zwilling’s (2015) 

statement of that it is five to ten times easier to acquire further revenue from old consumers 

than targeting new ones. Tarver (2015) claims that this is why businesses either combine or 

shift from their previous business model where they receive purchase interaction by 

consumers once in a while to a subscription service where purchase interactions are on a 

planned returning basis. 

 

This section covered how consuming fashion online can imply some barriers and obstacles for 

both consumers and companies and that this issue can be met by using the business model of 

subscription services. The following section describes from a consumer’s perspective how 

subscription services can be beneficial and what obstacles they might imply. Further, 

challenges that fashion companies face by using subscription services will be presented. 

 

2.2 Pros and Cons with Subscription Models  

2.2.1 The Values for Consumers of subscribing to a FSS 

 

According to Longanecker (2015), signing-up for a subscription service can be valuable for 

consumers since the main advantage of subscription services is that they add convenience and 

comfort to consumers’ lives and saves time. Further, consumers do not have to go from one 

retail store to another in search of new products or current trends since subscription services 

pick out individual selected items that are in fashion. Moreover, since many subscription 

models are based on automatically continuing the service every month, consumers do not 

have to think about buying products every month. Thus, the desired products will be sent to 

the members before they have to think about what they might need or desire. Longanecker 

(2015) continues by stating another advantage that comes along with the subscription business 

model as consumers know exactly how much they pay for the service they subscribed to 

which gives them a feeling of control over their monthly fashion spending budget. 

Additionally, consumers who sign-up for a subscription service often receive better prices or 

discounts since companies that offer subscriptions are able to manage their inventory more 

precisely and know the exact amount of their subscribers. Hence, consumers feel that they 

actually save money when becoming a member of a subscription service (Longanecker, 

2015). Another benefit that is stated by Ludin (n.d.) is that the relationship between the 

customer and the subscription fashion company is being developed and hence build over time, 

since consumers receive products regularly. Further, companies are able to understand their 

customers’ needs by receiving direct information in terms of their preferences when stating 

their style, measurements or personal data when filling out a style quiz in the beginning of 

their subscription contract. Thus, they are able to offer a better personalised shopping 

experience for their members.  
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Dasteel et. al (2016) are listing further beneficial factors for consumers who choose to 

subscribe to a company. The first factor is the minimal direct capital requirements subscribing 

imply, since the payment is an ongoing procedure. The second is that the consumers have a 

big impact regarding their demand because it is relatively easy to unsubscribe and choose a 

competitor instead. What Dasteel et. al (2016) emphasizes to be a particular strong reason for 

consumers to subscribe to a company is that they often receive a package deal which delivers 

more value than payed for and it is usually dispatched with additional services. The fact that 

the collected products and services are generally provided by one vendor makes the 

consumption easier for the consumer. The last reason mentioned is that when the consumers 

subscribe they do not need to look for updates or new features in the area since the quality and 

actuality of the service or product is the company’s responsibility.  

 

2.2.2 Challenges and Risks Fashion Businesses and Consumers face by using 
Subscription Services as Business Model  

 

Although subscription services offer benefits for consumers and companies, Pike (2016) 

states that they face challenges since the fashion industry deals with physical goods, which 

successful subscription businesses such as Netflix or Spotify do not face. Hence, the 

challenges that the fashion industry faces by dealing with quality issues; consumer 

measurements; unique style preferences or changing trends are not given. Another challenge 

that occurs with subscription services in relation to the fashion industry is the risk that fashion 

companies may clutter consumers with too much apparel. This is a challenge that the 

entertainment industry is not facing in these terms, as their subscribers are able to watch or 

listen to their offered movies or songs whenever they want to without having any physical 

touch points with products. Further, Pike (2016) argues that fashion subscribers may feel 

overwhelmed or even stressed after receiving fashion subscription boxes for several months 

which could entail the consequence that consumers unsubscribe. Lundin (n.d.) mentions in his 

article that consumers dislike being committed to a contract for a specific period of time as 

consumers might not like the products and are then forced to still pay for them or that they 

forget to unsubscribe from their contract. 

 

In summary, it can be said that FSS hold benefits and risks for consumers. The benefits are 

that subscribing to such a service saves time, gives a good overview on monthly fashion 

related spendings, receiving discounts and individual offers that match the subscribers’ 

preferences. Risks such as being bound to a subscription contract, feeling overwhelmed by 

receiving too many fashion items or having to pay for products that are not wanted can be 

barriers for subscribing to such a service.  

 

This far, the subject of subscription models has been introduced and explained. This will 

further be followed by sociological theories regarding consumption that explain why 

individuals consume and how they are creating and expressing themselves through fashion 

consumption. The section is divided into four main topics, called Consumption of Fashion; 

Fashion and Consumption in relation to Gender; Exploratory Consumer Buying Behaviour 

and The Paradox of Choice. 
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2.3 Theory of Consumption 

2.3.1 Consumption of Fashion 

 

Miles (1998) describes consumerism as the study of understanding the underlying reasons to 

the activity of consumption. “Consumerism can be defined as a psycho-social expression of 

the intersection between the structural and the individual within the realm of consumption.” 

(Miles, 1998, p.5). With this quote it is being said that by consuming, individuals interact with 

the society. Further, Miles (1998) is discussing fashion in the terms of clothing and argues 

that fashion could be seen as the main arena of where objects of consumerism are being 

expressed. He explains that fashion is being used by individuals for showing belonging to a 

group and differentiation to another. Fashion is thus not an object of aesthetics as much as a 

social tool that helps the consumer to show individuality in its social context. 

 

Appleford (2013) who wrote the essay “Fashion and Class Evaluations” discusses the issue 

using classic fashion theories of scientists such as Thorstein Veblen and Georg Simmel, and 

more current theories from scientists such as Agnès Rocamora and Joanne Entwistle. Her 

conclusion is that what the theories all have in common is fashion’s importance of expressing 

wearers’ identity. By dressing in fashion, individuals show social belonging and class. 

Solomon (2009) says that consumption of clothes is not mainly for the consumers to enjoy for 

themselves, but for displaying knowledge in fashion and therefore gaining social status. 

 

2.3.2 Fashion and Consumption in relation to Gender 

 

Bearing in mind that fashion serves as a way to present identity, it is relevant to discuss how 

fashion and consumption could differ or resemble between the genders since the ten presented 

FSS above differed among women’s and men’s services. Kaiser (1997) argues that gender is a 

social construction, unlike sex which is the biological difference between women and men. 

Further, the genders are attributed with different qualities and are often referred to as 

dichotomies implying that something referred to as feminine is not masculine and vice versa. 

Thus, the fact that fashion traditionally has been seen as a female attribute implies that men 

should not engage in fashion (Flügel, 1930). Craik (1994) confirms this and adds that men’s 

clothing is based on fit and comfort rather than trends which according to her are the driving 

forces of fashion. There were subcultures of men who showed interest in fashion, for example 

the dandies, but those groups often got questioned regarding their sexuality (Craik, 1994).  

McNeil and Karaminas (2009) claim that the masculine identity changed in the terms of 

fashion as a result of the growth of the marketing and retailing industry in the 1980’s. Style 

magazines targeted to men were released and the male buying power increased. Pellegrin 

(2009) argues that men nowadays are getting more and more concerned about their personal 

style since the appearance affect the perception of the social belonging. He argues that 

popular culture disseminates the male fashion and that the raising consumer segment in 

fashion is men in the ages between 18 and 35. Despite this change, the men’s physical stores 

has not developed in the same pace and the concept is still very similar to how it has been for 

the last century (Pellegrin, 2009).  

 

Kotzé, North, Stols and Venter (2012) claim that women and men enjoy consumption as 

entertainment to the same extent and that they both appreciate fashion and trends. However, 

women are according to the authors more emotional consumers and are likely to consume for 

gratification, stress relief or to feel better when depressed. Hasan (2009) discusses gender in 
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relation to online shopping and stresses the cognitive, affective online behaviour of men as the 

reason to why online shopping is more appealing to men than women who rather shop in a 

physical store with social interaction. Punj (2013) argues the opposite, saying that women are 

more likely to purchase online but men are spending more money on their online purchases. 

Ultimately, Sebastianelli, Tamimi and Rajan (2008) state that men’s and women’s online 

consumption behaviour is the same regarding browsing or shopping online but that they tend 

to buy different types of products whereas clothes is more frequently bought by women. To 

sum the different theories it can be said that women in general consume more often in relation 

to emotions, while men are aiming to be more rational. However, they both consume fashion 

to express their identity and social belonging.  

 

2.3.3 Exploratory Consumer Buying Behaviour 

 

According to Marshall Cohen (in Pike 2016), subscription services within the fashion industry 

are a relatively new matter. Thus, in order to raise the usage of subscription services, 

consumers need to step outside of their previous consumption patterns. A theory that is 

enabling a discussion about reasons for consumers to do this, is the one called Exploratory 

Consumer Buying Behaviour (ECBB). 

 

Baumgartner and Steenkamp (1996) discuss the theory called Exploratory Consumer Buying 

Behaviour which arose from the discovery that both animals and humans participate in 

activities which are not biologically significant, due to curiosity. This drives consumers to try 

new products even though it implies some risks. Further, consumers do not mainly take this 

risk to reach a particular outcome, but rather for the thrill of the experience. Baumgartner and 

Steenkamp (1996) explain that ECBB is composed of two building blocks: Exploratory 

Acquisition of Products (EAP) and Exploratory Information Seeking Behaviour (EISB). The 

former term entails taking risks by purchasing new products in innovative buying experiences 

to have the possibility of reaching sensory stimulation. The latter term implies gaining 

consumption relevant information in order to stimulate consumers’ cognitive needs.  

 

2.3.4 The Paradox of Choice 

 

By subscribing to a service, it often implies that consumers only need to make a decision 

once, thereafter is the responsibility of the consumers’ satisfaction in the hands of the 

company. The consequences of making choices are the matter of the psychologist Schwartz’s 

(2005) research.  He is arguing against what he refers to as the official dogma of all western 

societies, meaning maximised choices leads to maximised freedom which generates higher 

welfare. He explains that multiple choices mainly have three negative effects on consumers. 

The first one is that it results in paralysis since the range of choices makes it too hard for the 

individual to choose. The second one called opportunity costs, implies that things get valued 

in comparison to their alternatives, hence, when chosen a certain object it gets compared to all 

the options not chosen and leaves the individual unsatisfied since the other alternatives seems 

good as well, or even better. The third and last negative effect multiple choices bring 

according to Schwartz is the escalation of expectations. Multiple choices generate the 

expectation of that there is one particular perfect choice for everyone, leaving the individual 

unsatisfied with the chosen object thinking there probably is an even better choice failed to be 

found. Schwartz (2005) thus argues that multiple choices increase depression since consumers 

never feel satisfied with their choice which makes them experiencing the feeling of failure. 
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This is especially markedly when it comes to identity which Schwartz is explaining as 

something created by the individual in the society of today, instead of being inherited. The 

individuals are able to choose every morning who they want to be which is a great 

responsibility to have on a daily basis. Schwartz (2005) means that some restrictions are 

positive and that it only would make people happier.  

 

2.3.5 Consumer Behaviour Theory Discussion 

 

In summary, fashion has traditionally been a female matter but this has developed to an 

activity of both genders. However, concepts of the men’s store have not developed according 

to this change, leaving men with a limited selection. As noted earlier in the literature review 

there are popular FSS for both genders, hence this particular business model is in line with the 

increased interest in fashion for men. Yet, the models of the services differ among the genders 

since it can be seen that women more often get products on a regular basis while men often 

have to make a request for a new delivery which could be seen as a more rational way to 

consume. In order to understand reasons for why consumers would be willing to use 

subscription services, the theory of ECBB can be used. It implies that consumers enjoy trying 

new ways to consume out of curiosity despite the risks it can involve. Furthermore, by signing 

up for a FSS the consumers might feel more positive about their purchase since it entails a 

restricted responsibility of choosing. Schwartz (2005) argues that one of the most stressful 

choices is the one of identity. Considering the fact that fashion is being used for expressing 

identity, a FSS could work to facilitate this responsibility.  
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3 Methodology 

3.1 Research Design 

 

This study was inspired by an article found on the website of Business of Fashion regarding 

how subscription services could be the future way of doing business within the fashion 

industry. This raised an interest in the subject that lead to conducting a research among non-

scientific sources to receive insights on the establishment of FSS within the fashion industry. 

Thereafter, a scientific literature review was being conducted to understand what has already 

been written within this subject and to see what theories could be useful. This was being 

conducted by using the keywords; Business Models, Digitalisation, Fashion, Fashion 

Subscription Services, Online Consumer Behaviour, Individualisation and Subscription 

Services in the database called Summon which belongs to the library of Högskolan i Borås 

and in Google Scholar. Articles and books of the scientific nature who were current and of 

relevance for this study were being overviewed. Further their reference lists and citations 

were examined to find original sources and further articles that opened up new perspectives to 

the subject which were not considered in the beginning of the literature review process. 

Hence, this way of doing the literature review helped choosing the theories. Theories were 

chosen regarding subscription services; consumption behaviour; consumer behaviour and 

fashion which worked as a foundation when stating the purpose and forming four research 

questions. As this study aims to investigate consumers’ perspective on fashion subscription 

services and what underlying reasons there might be for these perspectives, a quantitative 

research approach was chosen to be able to get data with range by using a research instrument 

of self-completion questionnaires. Raymond Kent (2001) is listing the strengths of surveys 

whereof the one found decisive for the choice of research instrument is the fact that surveys 

can reach many people in a short amount of time. Bryman (2012) emphasizes that self-

answered questionnaires are inexpensive to create and easy to distribute throughout the 

internet. Further, he states that participants are not influenced when answering the questions 

nor are there errors in the variability of questions asked which can occur when different 

interviewer ask participants the same question in different ways. Ultimately, Kent (2001) 

mentions that questionnaires can easily be summarized by using survey analysing programs 

such as SPSS and the method allows to search for patterns of relationships between the 

variables.  

 

3.2 Sampling 

 

The population is consumers which a non-probability sampling has been performed out of.  

The survey was mainly spread through Facebook, but occasionally by email, implying the 

sample is restricted to the personal network of the researchers that conducted this study. 

Sampling bias can thus occur since the contacts within that network are of a relatively 

homogenous age group. This was addressed by asking some respondents to past forward the 

survey to their contacts. To choose the sample after its accessibility to the researcher is by 

Bryman (2012) called convenience sampling and to have the respondents passing the survey 

on to their contacts is called snowball sampling. Bryman (2012) argues that the positive 

aspects of using these methods are that the researchers are more likely to receive a higher 

number of responses but he emphasizes that the results cannot be generalized for the whole 

population. The term ‘consumers’ is being used through the study which is referring to the 

respondents as consumers and not to the general consumer since the results are restricted to 
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this sample of this study. Further, Bryman (2012) explains that populations with high 

heterogeneity require a larger sample which is a reason for choosing these methods. Errors 

were detected in regards to the sample which will be presented in a chapter further down. 

 

3.3 The Questionnaire Research Design 

 

To design the online questionnaire the survey tool ‘Google Forms’ has been selected. In order 

to minimise the possibility of misunderstandings, guidelines provided by Privitera (2016) 

were used. This implied minimum use of negative wording, avoiding obvious patterns 

between the questions so the respondent do not respond similar automatically, limiting the 

points of the rating scales and keeping the length of the survey as short as possible. Bryman 

(2012) argues that it is preferable to avoid open questions since closed questions are easier to 

answer which was considered. However, the questionnaire consists of a mix of variables to 

provide variation and to utilize the sampling.  

 

3.4 A Review of the Questionnaire 

 

This section will go through the questionnaire (See Appendix 1) in order to get an 

understanding of how it connects to the theories of this research. Each part of the 

questionnaire will be introduced below to be able to understand why the questions within the 

questionnaire are formed and asked. 

 

3.4.1 Introduction 

 

The questionnaire starts with an introductory text that introduced the researchers; the purpose 

and the usage of the questionnaire. A short definition of the term fashion was presented, since 

this was crucial to understand the questions. The next section of the introduction gave the 

respondents an idea of what subscriptions could imply, mentioning some examples such as 

subscriptions for magazines or gym membership to become familiar with the subject. 

Additionally, two specific subscription companies were briefly introduced for creating an 

understanding of how the concept could be applied onto fashion. GLOSSYBOX was chosen 

as one of the examples, even though their products are outside the scope of the used fashion 

definition, this company was chosen due to its popularity (GLOSSYBOX, 2016). This was 

meant to help the respondents to easier relate to the subscription concept. The second example 

given was Outfittery which is a subscription service for men, where a stylist selects complete 

outfits according to the consumers’ preferences and sends the package to their homes 

(Outfittery, 2016). This example was chosen to give a more direct idea of what subscription in 

fashion could imply. The introduction ends with emphasizing the fact that it is important that 

the respondents answer the questions honestly and that there is no possibility to choose wrong 

answers.  

 

The questionnaire was divided into several sections, which further will be introduced and an 

explanation will be given for each section about its relevance to the research. Using different 

sections for the questions enabled directing the respondent to a section built on its previous 

answer.  
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3.4.2 Section 1 

 

The first section of the questionnaire had the headline ‘Subscription Services in the Fashion 

Industry’ and started off with questions that helped locating whom the respondents are. The 

respondents filled out gender, age, main occupation and nationality. The theories presented 

previously explain that consuming behaviour and online buying behaviour differs among 

genders. The age was covered since older generations have not grown up with the Internet 

implying that they might have a different approach to online shopping than younger 

generations that grew up with smart phones and thus, with constant mobile online access. 

Asking about the respondents’ main occupation was asked to draw conclusions in relation to 

their state in life. The question regarding respondents’ nationality was asked to receive 

information if this could have a possible impact on their responses and further, to see 

differences among nationalities. The term nationality can be understood as a vague term in the 

globalized society of today since people can be born, raised and settled in different countries. 

However, this term was chosen so the respondents could write the nationality they identified 

themselves with, which most likely will be the country with the culture that had the greatest 

impact on their behaviour. After this question, all respondents will be directed to section two. 

 

3.4.3 Section 2 

 

The second section is called ‘Fashion and Consumption’. The respondents were asked about 

their interest in fashion to be able to analyze how this can affect their interest in FSS. 

Thereafter, a question regarding the interest in trying new brands and products was presented 

which was connected to the theory of EAP. It was formulated ‘Do you like trying new brands 

and products?’. Exploratory Acquisition of Products implies striving to reach sensory 

stimulation by taking the risk of trying new products or/and brands (Baumgartner & 

Steenkamp, 1996). By asking the respondents if they enjoy this, their level of EAP can be 

understood. Further, Respondents were asked if they enjoyed the process of finding brands 

and products online to understand their level of EISB. This question was formulated ‘Do you 

enjoy the process of finding new products or brands to try out?’. Exploratory Information 

Seeking Behaviour entails stimulating cognitive needs by gaining consumption relevant 

information (Baumgartner & Steenkamp, 1996). This was being asked to understand if the 

respondents rather search for products on their own instead of having a FSS company 

directing their consumption. This question further helps to make a connection to the question 

written in 3.4.8 from section 12 in the questionnaire which is ‘Imagine this brand is offering a 

subscription service, would you be interested in it?’ These two questions were asked and 

compared to see if there is a correlation between them. For example, when respondents stated 

that they are not interested in FSS but showed a tendency of EISB, it can be understood that 

they prefer to find new products and brands on their own without receiving help from a FSS. 

If respondents stated that they are interested in FSS and show the tendency of EISB it can be 

understood that a FSS provides them with additional product information which they would 

not find on their own. The last two questions were related to the theory of the Paradox of 

Choice. The first was formulated ‘Do you find it difficult to make a purchase decision in the 

wide assortment the internet offers?’. Schwartz (2005) argues that multiple choices have a 

negative effect on consumers, leaving them paralyzed, uncertain about their decisions and 

feeling unsatisfied. This questionnaire question works to show the respondents’ level of being 

affected of the Paradox of Choice and how this can be understood in relation to their interest 

in FSS. It can be assumed that respondents who find it difficult to make purchase decisions 

should show an interest in FSS since this implies less decisions to make and a restricted 
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assortment.  Ultimately, the last question for this section was ‘Do you question your 

purchases afterwards?‘. Schwartz (2005) further states that multiple choices raise expectations 

of the outcome. Consumers expect finding one choice that is perfect for them individually, but 

rarely get the feeling of succeeding since there are so many alternatives to choose from hence 

a lot of potential perfect choices which leaves the consumers uncertain. If the respondents 

state that they often question their purchases afterwards, they show a level of being affected 

of the Paradox of Choice and it can be assumed that they would prefer FSS to relieve that 

responsibility. After answering all questions respondents were directed to the third section. 

 

3.4.4 Section 3 

 

The third section is called ‘Subscription’ and contained one question regarding if the 

respondents subscribed to any type of subscription service and they got to choose from the 

three answers ‘fashion’; ‘other’ or ‘none’. The respondents that answered ‘fashion’ got 

directed to section four which along with section five and six got erased from the research due 

to the error that will be further explained below. The respondents that answered ‘other’ came 

to section seven and the respondents that chose the option of ‘none’ got directed to section 

eight. 

 

3.4.5 Section 7 

 

This section was called ‘Subscription’ and it was for the respondents who previously 

answered that they were subscribing to other subscription services than fashion. It contained 

the question regarding which areas they were subscribing. Thereafter they got directed to 

section eight which got erased as well, after it was understood to not be relevant for the 

ongoing study. All respondents were then directed to section nine. 

 

3.4.6 Section 9 

 

The ninth section contained a question regarding how much money respondents were 

spending on fashion every month to see the possibility of this factor as a barrier for the 

interest in FSS. Thereafter, all respondents continued with section ten.  

 

3.4.7 Section 10 

 

In section ten, the respondents were supposed to rate the impact of aspects regarding their 

interest in FSS. The aspects presented were to choose the ‘delivery interval’; ‘price range’ and 

‘product category’, the aspect of ‘receiving products before they were available in stores’; 

‘receiving products according to their measurements’ and the final aspect of ‘receiving 

discounts’. The section continued with the respondents’ answer to what their favourite brand 

is in order to make them visualising the service presented in the following question ’Imagine 

this brand is offering a subscription service. Would you be interested in it?’. The respondents 

who answered ‘no’ was directed to section 11 where they got to explain the reasons for their 

answer and the respondents who answered ‘yes’ got directed to section twelve. 
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3.4.8 Section 12 

 

This section contained a question similar to the one in the previous section presented ‘Imagine 

there is a subscription service that offers you a subscription box with a few of your favourite 

brands, would you be interested in it?’. The respondents that answered ‘yes’ were finished 

with the questionnaire and the respondents that answered ‘no’ came to the next and last 

section where they got to explain the reasons for their answer, then they were finished with 

the questionnaire as well. The whole survey ended with a thank you note.  

 

3.5 Sampling Errors 

 

The issue of sampling-bias was previously mentioned, but additional errors were detected 

through the process which will be discussed further. One of the sampling errors was that a 

bigger part of the respondents were females in their twenties which makes generalisation not 

possible. A non-sampling error was found when some respondents showed that they did not 

understand the concept of FSS and therefore answered that they were subscribers to fashion 

companies that do not offer this service. This misunderstanding can further be understood due 

to the fact that respondents wrote that they do not pay for the service; that reasons for 

cancelling their subscription would be because of spam and 46 percent of the respondents 

who stated that they were subscribing to FSS answered that they are subscribing to three or 

more FSS which is not likely since this service is not widespread in Europe yet. One of the 

participants contacted the researchers after the questionnaire was closed to inform that she/he 

was referring to subscriptions of fashion companies newsletters. Therefore, the questionnaire 

section of current subscriptions in fashion services was excluded and the respondents who 

showed that they misunderstood, got erased from the study. 

 

3.6 Coding and Entering the Data 

 

In order to analyse the data, IBM’s Software Package for Statistics and Simulation (SPSS) 

was used. This entailed preparing a codebook (see Appendix 2) which Pallant (2013) refers to 

as a collection of information in a format that can be inserted to SPSS. The variable of every 

question from the questionnaire got defined and assigned with a number, which according to 

Pallant (2013) is the process of coding. All closed questions got pre-coded while the open 

questions were coded afterwards. Pallant (2013) explains that the answers to open questions 

should be read through to search for common themes which the answers can be categorised 

into. Answers that did not fit into any of the categories got labelled as ‘other’. Ultimately, the 

categories got coded with numbers as well. During this process it was understood that all the 

respondents, except for a few, were Europeans. It was then decided to exclude the answers 

from the few people that were from other continents. This was to make the sample more 

homogenous since it is not possible to make comparisons between the continents due to the 

uneven proliferation of the respondents. When the codebook was ready, the variables were 

inserted to SPSS and the data was entered.  
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3.7 Screening and Correcting the Data 

 

After the data was entered, it was searched through for errors. This process was conducted 

according to a guide provided by Pallant (2013). The data was first overviewed to find 

possible scores which were out of range then they were located and corrected. For all the 

categorical variables, meaning ordinal and nominal, frequency tables were formed (see 

Appendix 3) where the minimum and maximum variables were displayed. For two variables, 

scores were found that were outside the range, these were detected in the data file and 

corrected. In the frequency table, missing cases were also searched for but none were found. 

Regarding the continuous variables, the interval/ratio variables, they were screened by making 

a descriptive table to make sure that the mean seemed likely and the minimum and maximum 

were within the range (see Appendix 4). 

 

3.8 Characteristics of the Sample 

 

Frequency tables were conducted through SPSS to give an overview of the characteristics of 

the sample. They gave insight in the respondents’ gender; age; occupation and nationality (see 

Appendix 5). Following section will therefore present the background of the respondents of 

this research. 

 

A total of 202 respondents participated in this questionnaire, where 66,8 percent were women 

and 33,2 percent were men. Respondents were asked to state their age so that the researchers 

are able to draw conclusions about the use of subscription services in relation to their age. The 

researchers summarised age groups in categories to make it easier to comprehend. These age 

groups were chosen after looking into several academic studies to understand how it is usually 

grouped. The total age span of respondents reached between 14 years old to 73 years old. 

Most respondents were between the ages of 18-44 years. 42,6 percent of the respondents were 

between 18-24 years old, 32,7 percent were between 25-34 years old and 10,9 percent were 

between 35-44 years old.  

 

Four occupation categories were stated in the questionnaire: student; unemployed; employed 

and retired. The two most common occupation categories among all respondents were 49,5 

percent students and 47,5 percent employed. 2,0 percent stated to be unemployed and 1,0 

percent answered being retired. The researchers are from Germany and Sweden, when 

considering the fact that the questionnaire was sent to their networks, the nationalities were 

categorised into ‘German’ and ‘Swedish’. Further, ‘Other Europeans’ was chosen as an 

additional category since the research was limited to Europe. Among the total of 202 

respondents, 47,5 percent answered Swedish, while 38,6 percent stated to be German. 13,9 

percent were from other European countries such as Austria, France, Finland, Greece, Italy, 

the Netherlands, Poland, Switzerland and Turkey. 

 

3.9 Mapping of the Ten Women’s and Men’s FSS  

 

Five women’s FSS and five men’s FSS will be presented in the result chapter. These were 

methodically selected by using the website of My Subscription Addiction (2016a), choosing 

the first five most popular clothing services presented among women versus men (effective 

April 2016). Thereafter, information regarding each FSS was gathered through their separate 
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website. This information helped to create the questionnaire section 10 (See Appendix 1) 

regarding the different aspects of FSS and their impact on respondents’ interest in FSS in 

order to answer research question one, for which the methodology will be presented below. 

 

3.10 Methodology for answering RQ 1 

 

What impact do the stated frequently used aspects of fashion subscription services have on the 

respondents’ interest in subscribing to such a service? What are the reasons for respondents 

to not be interested in subscribing to fashion subscription services? 

 

The first research question was split into two parts (see Figure 1) The first is ‘What impact do 

the stated frequently used aspects of fashion subscription services have on the respondents’ 

interest in subscribing to such a service’ it is of a descriptive kind and is aimed to give details 

about what the respondents desired the most by FSS. When analysing the ten FSS, as 

presented in the Results, six aspects were located as frequently highlighted to be beneficial for 

subscribers. The importance of each aspect was asked to be rated by the respondents on a 

scale from ‘It doesn’t matter’; ‘of relevance’; ‘of high relevance’ to ‘it is necessary’.  

 

The first aspect mentioned is regarding the delivery interval. Respondents were asked to rate 

the impact of the fact that subscribers could choose the delivery interval for themselves. The 

second aspect regarding the price range was asked to see if the ability to choose the price 

range for the subscription box was of relevance to the respondents. The third aspect was 

‘subscribers receive new products before the masses’ thus, before they are available in stores. 

The fourth aspect was about receiving products according to the subscribers’ personal 

measurements, the fifth aspect was regarding being able to choose the desired product 

category for the subscription box to see if it is important for the respondents to be able to 

decide from which category they would like to receive products such as accessories, dresses,  

blouses, jeans or sweaters to state some examples. The last aspect was regarding discounts. As 

previously mentioned in the women’s FSS and men’s FSS chapters, FSS hold the benefit for 

subscribers to receive products for a discounted price which regular customers will not find in 

stores.  

 

It is to mention that the second part of research question one was asked within the 

questionnaire for two types of FSS. The first type of FSS is called FSS Fav which addresses a 

subscription service from one favourite brand. The second type of FSS is called FSS Few and 

comprises a subscription service with a few favourite brands, thus more than one brand is 

included in the subscription box. 

 

The second part of the first research question was ‘What are the reasons for respondents to not 

be interested in subscribing to fashion subscription services?’. This question was designed as 

an open-answered question, thus, respondents who answered that they were not interested in 

either a FSS Fav or a FSS Few were allowed to state several reasons for why they do not want 

such a service. Thereafter, the most frequent answers were grouped into the categories ‘I want 

to choose my own clothes’; ‘I only want to buy something when I need it’; ‘I don’t have a 

favourite brand’ and ‘limited budget’. The category of ‘other’ was formed for answers that 

could not be grouped into any category. 

 

When overviewing the two frequency tables of the interest in FSS Fav versus FSS Few, it was 

shown that the latter mentioned gained an overall higher interest rate (see Appendix 6, 
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Appendix 7). This lead to the decision to continue with the results regarding the FSS Few 

when analysing the remaining research questions.  

 

 
Figure 1: Methodology for answering RQ 1 

Source: Own illustration 

 

3.11 Methodology for answering RQ 2 

 

How do the nationality, occupation, age and gender of the respondents affect their interest in 

subscribing to a fashion subscription service? 

 

When answering this research question, cross tables were performed to explain the 

relationship between the four categorical independent variables and the one dependent 

categorical variable. The correlations were researched separately without the connection 

between the independent variables (see Figure 2). Chi-Square tests were conducted in order to 

understand if the associations were significant (see Appendix 8, 9, 10 & 11). Under the Chi-

Square table, it shows what percentage of the cells that have an expected count less than five. 

The assumption is violated if the percentage is higher than 20, implying that the results cannot 

be dependent on (Pallant, 2013). As it can be seen in the first Chi-square test (see Appendix 8) 

the percentage regarding the cross table of nationality and interest in FSS Few was 0,0 

percent, the percentage regarding the cross table of gender and interest in FSS Few was also 

0,0 percent (see Appendix 9) and the one regarding age and interest in FSS Few was 35,7 

percent (see Appendix 10). The chi-square test regarding main occupation showed a cell 

percentage of 50, hence the correlation was not significant. However, this could be ignored if 

it is a cross table with only two categories for each variable and if the continuity correction 

shows a value less than 0.05. Since the sample only had four unemployed respondents and 

one retired respondent, these respondents were erased from the data when testing this 

correlation, so the occupation categories left were students and employed. Hence, the 

continuity correction value could be used to reveal the significance of the correlation (see 

Appendix 11).  Further, when making the cross tabulation of occupation and age the Chi-

Square test showed a cell percentage over 20.  
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Therefore, this information was gathered manually when overviewing the data. While 

discussing the results in relation to the theory, it got revealed that a cross tabulation of gender 

and rating of the impact on the delivery interval was relevant, thus this was performed.  

 

 
Figure 2: Methodology for answering RQ 2 

Source: Own illustration 

3.12 Methodology for answering RQ 3 

 

How could Exploratory Acquisition of Products and Exploratory Information Seeking 

Behaviour affect the respondents’ interest in subscribing to a fashion subscription service? 

 

Two cross tables were performed to see the correlation of the two categorical independent 

variables and the one dependent categorical variable. This was done separately without 

researching the correlation between the independent variables (see Figure 3). The first 

independent variable is connected to the EAP theory and got the cell percentage of 16,7 of the 

chi-square test (see Appendix 12) while the second is referring to the theory of EIS and its 

chi-square test  showed the cell percentage of 0,0 (see Appendix 13). 

 

  
Figure 3: Methodology for answering RQ 3 

Source: Own illustration 



 

- 20 - 

3.13 Methodology for answering RQ 4 

 

How could the Paradox of Choice affect the respondents’ interest in fashion subscription 

services? 

 

Regarding the last research question, the same methodology was used as in the previous two 

cases. Two cross tables were made in order to understand the relationship between two 

categorical independent variables and one dependent categorical variable. The independent 

variables were treated separately but they both are connected to the theory of the Paradox of 

Choice (see Figure 4). The correlation between the first variable and the dependent one got 

the cell percentage of 0,0 (see Appendix 14) and the result between the second independent 

variable and the dependent variable got the cell percentage of 12,5 (see Appendix 15). 

 

 
Figure 4: Methodology for answering RQ 4 

Source: Own illustration 

 

3.14  Source Evaluation 

 

The phenomenon of FSS is a recent matter and has not been researched in the academic field. 

In some cases this study is in need of information regarding current FSS businesses and their 

context. This is information that cannot be found as scientific research and therefore non-

academic sources were used to receive a broad view and to provide a study which covers 

areas which were not yet provided in the scientific field. One of those sources is the article 

written by Longanecker (2015) for Entrepreneur Media. The objectivity of this article can be 

questioned since it is driven by commercial interests. However, the source is still chosen 

because it has a stated author who takes responsibility for it and its date is current. Regarding 

the book of  Dasteel et al. (2016) it is noticed that the source is of a non-academic type but 

since the research field of subscription services in the fashion industry has not yet a broad 

spectrum of scientific articles, the book has still been chosen for this study. The objectivity of 

this source should be taken into consideration since the interests of the authors regarding 

subscription services is not known. 
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3.15 Reliability 

 

Bryman (2012) explains that in order for a study to reach the level of reliability, the results 

should be the same if the study would be repeated. He states that this is more often a concern 

when performing qualitative research, but needs to be considered regarding quantitative 

studies as well. The matter of having the research replicable has been handled by explaining 

the methodology as transparent as possible and by providing the codebook (see Appendix 2), 

the data analysis was based on. A factor restricting the replicability is the fact that the data 

was collected by convenience and snowball sampling. 

 

3.16 Validity 

 

The issue of validity is regarding the question if the conclusions have probity (Bryman, 2012). 

This was being treated by performing Chi-square tests to make sure that no assumptions were 

violated. When it comes to quantitative research, Bryman (2012) claims that the measurement 

validity is crucial, which entails making sure that the measurement chosen for a concept truly 

reflect the concept as it is intended. He explains that this can be handled by face validity 

implying asking others if the measurements are perceived as valid. This was executed by 

discussing with a supervisor.  

 

3.17 Limitations 

 

Pallant (2013) emphasizes the importance of forming the questionnaire according to how the 

data is planned to be analysed. The meaning of this was first comprehended during the 

research process after the questions in the questionnaire were already formed in a way to 

make it easy for the respondents to understand and answer them, rather than according to how 

they were planned to be analysed in SPSS. Thus, the type of variable was not considered in 

relation to the method of answering the research questions. When using SPSS and becoming 

familiar with the different methods, it was understood that the choice of continuous or 

categorical variable restricted the analysis. The question that was used as dependent when 

searching for correlations was of a categorical variable. In order to be able to see the 

correlation between more variables than two, the variable should have been of the continuous 

kind.   
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4 Results 

4.1 Subscription Services as Business Model 

 

The ten most popular FSS among men and women according to My Subscription Addiction 

(2016a) were identified and will be presented briefly in order to understand what different 

types of subscription models are available on the market.  

 

4.1.1 Women’s FSS  

 

The first FSS which is presented as one of the most popular FSS among women on the 

website of My Subscription Addiction (2016i) is the one by Stitch Fix. They are offering a 

stylist who selects outfits according to their subscribers’ individual preferences. The average 

price point per item is around $55 and each subscription box is filled with five different 

pieces. The members are not obligated to keep all items but when all five are being kept, they 

receive a discount of 25 percent of the total purchase. Unwanted products can get sent back. 

In order for Stitch Fix to comprehend their customers’ personal style, they ask the members to 

do a survey regarding sizes and desired product categories and present their customers 

different outfit suggestions where they have to rate according to their opinions to make it 

easier for Stitch Fix to gather more information about their fashion taste. Ultimately, their 

social media account handles should be stated to create a more fulfilled perception of the 

member. Members have the possibility to unsubscribe at any time (Stitch Fix, 2016).  

 

The second most popular FSS for women which is stated by My Subscription Addiction 

(2016e) is called Fabletics which is a sportswear company founded by Actress Kate Hudson. 

It offers its subscribers, who are called VIP Members, access to selected gym outfits. 

Consumers are introduced to Fabletics by taking a quiz to ensure that Fabletics is able to 

select styles that matches the workout program of each individual customer. Thereafter, the 

subscribers are able to choose their workout gear from the online site and thus collect points 

to get rewarded with free workout clothes. Subscribers receive 40-50 percent discount off the 

regular retail price of the clothes and free shipping. The fee for this subscription service is 

$49,95 every month which is being withdrawn from the subscribers’ bank account. This fee 

can be used to buy new workout clothes or be saved for the next month. Further, subscribers 

can decide if they want to leave out one month so that they will not have to pay. Hence, the 

balance of $49,95 will be transferred to the next month. Subscribers can cancel their 

subscription service at any time (Fabletics, 2016).  

 

The third most popular female FSS that is stated on My Subscription Addiction (2016h) is Le 

Tote which offers their subscribers selected products according to their preferences in a 

monthly clothing box for $59 or a maternity box for $69. According to Kokalitheva (2015) Le 

Tote describes itself as “the Netflix of Clothes” as it allows its members to pick their own 

selection of clothing and accessories which they are able to send back after wearing them. On 

the website of Le Tote it states that it is a month-to-month subscription hence, members have 

the opportunity to cancel every month. Le Tote cooperates with more than 150 brands where 

members can save around 20-50 percent off the retail price. Each box includes 3 apparel items 

and 2 accessory items. Members can receive boxes in chosen pace and return them whenever 

they want to. Further, members can unsubscribe at any time (Le Tote, 2016).  
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Gwynnie Bee (My Subscription Addiction, 2016g) differs from the previously mentioned FSS 

by having a wider size selection that includes the US sizes 10-32 and they enable subscribers 

to either rent the items or buy them. Subscribers have 3 box model options: 1 item every 

month costs $49; two items cost $69; and three items cost $95 every month. The Members are 

free to unsubscribe every month (Gwynnie Bee 2016). 

 

The last FSS that will be presented for women is the one of Elizabeth & Clarke (My 

Subscription Addiction, 2016d) which sends its subscribers three designer shirts or blouses 

automatically every three months. Subscribers have 3 subscription options: they either pay 

$30 and receive one shirt or blouse, pay $50 for two shirts or blouses or they choose the third 

alternative of paying $60 for three shirts or blouses. It is stated on their website that their 

subscribers receive discounts on their purchases that cannot be received in traditional retail 

environments (Elizabeth & Clarke 2016). 

 

In summary, all five presented female FSS comprise a service in form of a stylist that selects 

items either as individual outfits for each subscriber or as an individual assortment where 

subscribers can choose their favourite products from. Further, it can be seen that the price 

range, delivery interval, product category and discounts are beneficial aspects provided by the 

services which are highlighted on their websites. The next section will present the five most 

popular men’s FSS which were stated on My Subscription Addiction (2016a). 

 

4.1.2 Men’s FSS 

 

Five Four Club (2016) is a FSS with men’s clothes of various brands from one of the 

categories called ‘Classic’; ‘Casual’; ‘Forward’ or ‘Mix’. To become a member users fill out a 

form about preferences and fit which each delivery will be adjusted to. Subscribers will 

receive a delivery once a month with up to three items. On the website of the Five Four Club 

it is being emphasized that the shipping and size exchanges are free and that the subscribers 

will have early access to exclusive items and the possibility to save up to 80 percent off retail 

price. The service costs $60 a month and members have the possibility to pause or cancel the 

subscription at any time.  

 

The men’s department of Trunk Club (2016) offers clothes, accessories and shoes of various 

brands, picked out according to the individual's preferences, existing wardrobe and budget. 

When becoming a member, users fill out a style survey and get thereafter contacted by a 

personal stylist to decide the style and price range. This stylist picks out clothes and sends a 

preview by email to the member. When approved by the member, the outfit will be send out 

for delivery and when received, subscribers have ten days to send back unwanted items 

without any charge. When members want to receive a new delivery they contact the company 

again. Trunk Club is highlighting the advantages of their service as the benefit of having a 

personal stylist choosing products for every member individually. The service does not have a 

minimum or maximum price limitation or a long-term ordering commitment, since the 

members can cancel the subscription at any time. 

 

The third FSS for men is the one belonging to Frank + Oak Elevate (2016) which is a brand 

with several physical stores in the USA. When paying the fee of $20 a year users become a 

member, which implies that they are getting access to the online shop containing fashion 

products of the Frank & Oak brand. Members can choose what and when to purchase and 

receives a 5 percent cashback in store credit each time. After a year, the service expires and 
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Members have to renew their membership. This service of Frank & Oak Elevate is replacing 

the one they offered before, called Frank and Oak Hunt Club which is the service My 

Subscription Addiction (2016f) is presenting on their website. Thus, the gained popularity of 

the company’s subscription service is due to the Hunt Club which implied that members 

received five fashion products every month, members then got to send back the unwanted 

products and only paid for the kept garments. On the website of Frank + Oak Elevate (2016) it 

is clarified that the new service is an improvement of the Hunts Club which simplifies the 

experience.  

 

The FSS of Bombfell (2016) is offering men’s clothes and accessories of various brands 

picked by a stylist. When signing up, users provide their sizes and style preferences which a 

stylist adjusts to when picking out clothes which members can preview in an email. When 

members receive the delivery they have ten days to return unwanted items. Regarding this 

service members decide for themselves when the delivery should be taken place and also the 

price range of the box. The stated perks on the website are that members get the service of a 

stylist for free and only pay for the kept products.  

 

The last example of the most popular Men’s FSS boxes stated by My Subscription Addiction 

(2016a) is the one belonging to the Gentleman’s Box. Members pay a fee on a monthly basis 

and receive a box in the same pace with four to six items of men’s accessories and products of 

various brands and also a one year subscription of GQ Magazine. The fee is either $25 a 

month or $275 a year and the value of the subscription box is tripled. A member of the 

Gentleman’s box can unsubscribe at any time (Gentleman’s box, 2016).  

 

Concluding the above mentioned male FSS, the Five Four Club, Trunk Club and Bombfell 

have similar services were subscribers state their preferences which are then used by a stylist 

as a reference when putting the individual offer together. Regarding the Five Four Club, 

subscribers receive a box regularly on a monthly basis to a fixed price, while subscribers for 

the other two services can ask for a flexible delivery according to their current budget. The 

offer of the Gentleman’s box is distinguished by the fact that it is not offering garments, but 

accessories. The delivery takes place on a monthly basis and this is the service which 

explicitly implies the biggest financial benefits. The FSS of Frank + Oak used to be based on 

a regular delivery of clothes, but they changed the service into making members deciding 

when to make a purchase. Ultimately, the Men’s FSS highlight similar beneficial aspects for 

their members such as choosing the delivery interval; the price range; the product category; 

receiving products before the masses and receiving clothes according to their measurements. 

 

Warrillow (2015) describes nine different subscription models that have been in frequent use 

within several industries. When considering the ten subscription services mentioned above, 

two of Warrillow’s models are being used by the most popular subscription services stated by 

My Subscription Addiction (2016a). These are called the Membership Model and the Surprise 

Box Model. The former requires that consumers register for the subscription service by 

creating an individual account to gain a membership status. By paying a monthly subscription 

fee, subscribers receive access to the service and receive benefits such as discounts on 

products; personalised and individualised service in form of expert help and unique selection 

of items. Warrillow (2015) argues that this subscription model implies that subscribers feel a 

sense of belonging to a certain community within the subscription service. The latter model, 

the Surprise Box Model, entails subscription boxes that are filled with products selected by 

the company. Hence, consumers do not know what they are receiving when their subscription 

box arrives.  
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After receiving an insight of how existing FSS operate, the following section describes from a 

consumer’s perspective how subscription services can be beneficial and what obstacles they 

might imply. Further, challenges that fashion companies face by using subscription services 

will be presented.  

 

4.2 Results of RQ 1 Part 1 

 

What impact do the presented aspects of fashion subscription services have on the 

respondents’ interest in subscribing to such a service? What are the reasons for respondents 

to not be interested in subscribing to fashion subscription services? 

 

Since it is of high importance to know what increases consumers’ interest in subscribing to a 

fashion subscription service, the located aspects mentioned above will be explained in 

descriptive pie charts. Hence, the following results indicate what really evokes the 

respondents’ interest in eventually subscribing to a fashion subscription service. 

 

The importance rate of the consumers’ impact on delivery interval 

 

When looking at the results of figure 5, a cumulated percentage of 68,8 percent of the 

respondents answered that choosing the delivery interval for a fashion subscription service is 

of ‘high relevance’ or ‘is necessary’. 21,3 percent of the respondents stated that choosing the 

delivery interval is ‘of relevance’ to them, while 9,9 percent rated this aspect with ‘It doesn’t 

matter’. 

 

The importance rate of the consumers’ impact on price range 

 

A cumulated result of 70,3 percent of the respondents found it of ‘high relevance’ or 

‘necessary’ to choose the price range of their subscription service while 23,8 percent of the 

respondents found it of relevance. Only 5,9 percent stated that ‘It doesn’t matter’ to them (see 

Figure 6). 

 
Figure 5: Importance Rate of Delivery Interval  Figure 6: Importance Rate of Price Range 

Source: Own Illustration     Source: Own illustration 
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The importance rate of subscribers receiving new products before the masses  

 

The results for the aspect of ‘receiving new products before the masses’ (see Figure 7) 

showed 30,7 percent stated that ‘It doesn’t matter’ to them if they would receive products 

before the masses. 31,2 percent rated this aspect with ‘of relevance’ while 29,2 percent said 

that it was ‘of high relevance’ to them. Only 8,9 percent stated that ‘It is necessary’ to them to 

receive products before they are available in stores.  

 

The importance rate of products according to the subscribers’ measurements 

 

A cumulated percentage of 76,7 percent of the respondents showed a strong interest in 

receiving products according to their individual measurements while 17,8 percent stated that it 

is ‘of relevance’ to them and 5,4 percent rated this aspect of FSS as ‘It doesn’t matter’ (see 

Figure 8). 

 

 
 
Figure 7: Importance Rate of Products before the Masses Figure 8: Importance Rate of Measurements 

Source: Own illustration     Source: Own illustration 
 

 

The importance rate of consumers’ impact on the product category 

 

Being able to choose the product category, for example dresses, accessories or jackets, was 

answered with ‘it is necessary’ by 35,1 percent of the respondents. 36,6 percent of the 

respondents stated that this aspect is of ‘high relevance’ while 20,8 percent rated this aspect 

with ‘of relevance’. Only 7,4 percent stated that ‘it doesn’t matter’ to them if they could 

choose the product category for their subscription box (see Figure 9). 

 

The importance rate of discounts 

 

The last aspect that was asked about was if discounts on products evoke the respondents’ 

interest in fashion subscription services. When looking at the results, it shows that 25,2 

percent of the respondents stated that ‘it is necessary’ to them to receive discounts within their 

subscription service. For 30,2 percent of the respondents this aspect is ‘of high relevance’. ‘It 

is relevant’ was stated with 36,6 percent of the respondents and had therefore the highest 

percentage. Only 7,9 percent of the respondents rated the aspect of discount as less important 

(see Figure 10). 
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Figure 9: Importance Rate of Product Category  Figure 10: Importance Rate of Discounts 

Source: Own illustration     Source: Own illustration  

 

4.3 Results of RQ 1 Part 2 

 

Respondents who stated that they were not interested in either FSS Fav or FSS Few, were 

asked a follow up question where they were able to explain their reasons. The results will be 

presented regarding both of the questions to enable a comparison between the reasons for not 

being interested in subscribing to a FSS Fav and FSS Few. As this question was designed to 

be answered freely, the answers were collected and categorised into themes of the most 

frequent answers.  

 

Out of the total 202 respondents, 127 equals 63,0 percent of them where answering that they 

would be interested in a FSS Fav. The remaining 75 respondents stated the reasons for why 

they would not be interested in such a service, which is presented in figure 11. These 75 

respondents constitute 100 percent of every bar in the figure, meaning that the respondents 

could state multiple reasons. Thus the first bar in the figure shows that 40 percent of the 75 

respondents stated ‘I want to choose my own clothes’ as a reason. The same amount of 

respondents answered that ‘I only want to buy something when I need it’. For bar three, 16 

percent of the respondents stated ‘I don’t have a favourite brand’ as a reason and 17 percent 

answered ‘limited budget regarding the fourth bar. The bar of ‘other’ sums up the remaining 

answers stated by the respondents with 55 percent such as ‘I’m not interested’; ‘I want 

diversity and do not want to be bound to a specific brand’; ‘My body is changing from time to 

time’; I do not want to be pressured’; ‘Data’ and ‘I want to go to their stores because I like the 

environment’. 
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Figure 11: Reasons for answering No regarding FSS Fav 

Source: Own illustration 

 

Figure 12 shows the respondents reasons for answering ‘no’ to if they would be interested in 

FSS Few. Out of the 202 respondents 143 of them, equals 71,0 percent, answered that they 

would be interested in FSS Few. The remaining 59 respondents, constituting 100 percent of 

every bar in the figure, stated the reasons for why they would not be interested in such a 

service. These answers were categorised the same way as in the previous case of FSS Fav. 40 

percent of the respondents stated that their reason for not being interested in subscribing to 

this service is because they want to choose their own clothes. The second answer of ‘I only 

want to buy something when need it’ was given by 26 percent of the respondents. For the 

third answer, 11 percent of the respondents stated that they do not have a favourite brand and 

thus, do not want to select a few favourite brands which come along in a subscription box. 11 

percent of respondents named ‘limited budget’ as a reason for not showing an interest in FSS 

Few. Other reasons for saying ‘no’ to a multi brand subscription service was given by 56 

percent of the respondents such as ‘fast changes in the fashion market’; ‘I know what products 

my favourite brands offer therefore I don’t need a subscription service’; ‘It is frustrating 

because often the clothes do not fit’; ‘I’m not interested in brands and only go for certain 

products’ for the rest of the answers, most respondents stated the same answers as for what 

they answered regarding FSS Fav. 
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Figure 12: Reasons for answering No regarding FSS Few 

Source: Own illustration 

 

Concluding these results of both fashion subscription models it is to say that one of the main 

reasons for not being interested in subscribing to one of the services is that the respondents 

felt the need to be able to choose their own clothes. The reason ‘I only want to buy something 

when I need it’ decreases significantly when offering a subscription service with a few of their 

favourite brands when comparing to the case of FSS Fav. Regarding the answers of ‘I don’t 

have a favourite brand’ and ‘limited budget’, the percentage of the answers were similar in 

both of the cases, but decreased slightly when answering about FSS Few. Ultimately, 

regarding the section of ‘other’ reasons, it was most common that the respondents in the 

second case answered “same as before”. Thus, their reasons did not differ significantly 

regarding the cases. 

 

4.4 Results of RQ 2   

 

How do the nationality, age, occupation and gender of the respondents affect their interest in 

subscribing to a fashion subscription service? 

 

The nationality of the respondents was taken into account to be able to understand if this 

could be a determining factor for the results. A cross tabulation was made (see Table 1) based 

on the questions regarding the respondents’ nationality and interest in FSS Few. By looking at 

the results, it is possible to say that the interest in subscribing to this sort of fashion 

subscription service does not differ considerably among the respondents. However, Europeans 



 

- 30 - 

outside of Germany and Sweden show the biggest interest, followed by Germans and lastly 

Swedes. It is to say, that this result could depend on the number of respondents in each 

category since the group ‘Other Europeans’ only contained of 28 respondents while 78 

Germans and 96 Swedes participated.  

 
Table 1: Correlation between nationality and interest in FSS Few 

Source: SPSS 

 

The respondents could choose out of four categories regarding their main occupation. These 

were Student, Employed, Unemployed and Retired. However, as mentioned in the 

methodology section, in order to research the correlation between the main occupation and 

interest in FSS Few, only the two most frequent occupations answered were taking into 

consideration. The cross tabulation below (see Table 2) shows that 81 percent of the students 

were interested in such a subscription service while 59 percent of the employed respondents 

showed an interest. In order to understand if this could be a question of age, the correlation 

between occupation and age was researched by making a cross tabulation associated with a 

Chi-Square test. The result showed not being of significance, so the correlation was searched 

manually and was put together in Table 3. The results showed that 61 of the students were 

within the age range of 18-24 and that 30 of them were between 25-34. Out of the employed 

respondents 22 were in the age between 18-24 while 36 were between 25-34 and 21 were 

between 35-44. This states that the employed respondents were in the age span of 18-44 while 

the students were mainly in the age span of 18-34. Since the biggest interest is showed by 

students, it is relevant to see if this has to do with their main occupation or their age. To be 

able to understand the correlation between age and FSS Few, a cross table was made (see 

Table 4). It shows that the younger the respondent is, the higher the interest in subscribing to 

such a service is, with the exception of respondents between 55-64 which showed the highest 
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percentage. It should be taken into consideration that this age group only consisted of eight 

respondents. In summary, students and the age group of respondents between 18-34 showed 

the biggest interest in subscribing to a fashion service with a few of their favourite brands.  

 
Table 2: Correlation between occupation and interest in FSS Few 

Source: SPSS 

 
 

 
Table 3: Cross table of age and occupation 

Source: Own Source 
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Table 4: Correlation between age and interest in FSS Few 

Source: SPSS 
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By looking at Table 5 showing the interest in FSS Few among females and males, it can be 

seen that females have a slight tendency to have a higher interest FSS Few with 75 percent 

compared to males with 63 percent. The higher number of 135 female respondents compared 

to the 67 male respondents who participated in the questionnaire should be considered. To 

manifest this result further, a cross tabulation was conducted to see the relationship of the 

fashion interest among females and males as it could be an indicator of why the female 

percentage of interest in FSS few is higher (see Table 6). The table shows that 47 percent of 

the females are ‘very much interested’ in fashion compared to 24 percent of the males, while 

only 39 percent of the female respondents answered ‘I’m interested’ and 46 percent of the 

male respondents answered the same. This implies that the cumulated fashion interest among 

women is 86 percent and 70 percent among the men. Thus, the fashion interest can be seen as 

an influencing factor of the respondents’ interest in FSS Few.  
 

Table 5: Correlation between gender and interest in FSS Few 

Source: SPSS 
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Table 6: Correlation between gender and interest in fashion 

Source: SPSS 

 
 

In summary it can be seen that all respondents showed a percentage of minimum 67 percent 

of interest in FSS Few independently of their nationality. The sample consisted of 49,5 

percent students and 47,5 percent employed respondents showing that there is a higher 

interest in FSS Few among the students with 81 percent compared to the employed 

respondents with 59 percent. Further, it can be seen that the age of the respondents matters as 

well, since the younger the respondent the higher the interest in FSS Few is with the exception 

of the age group of 55 - 64 which showed the highest interest. When comparing genders, 

females showed a slightly stronger interest in FSS Few compared to men which was in line 

with their interest in fashion among the genders.  

 

4.5 Results of RQ 3  

 

How could Exploratory Acquisition of Products and Exploratory Information Seeking 

Behaviour affect the respondents’ interest in subscribing to a fashion subscription service? 

 

To understand how Exploratory Consumer Buying Behaviour can affect respondents’ interest 

in a fashion subscription service, the correlations between the responses of the following 

questions of the questionnaire and their interest in FSS Few were examined. 

 

 Do you like trying new brands and products? 

 Do you enjoy the process of finding new products or brands to try out? 

 

Regarding the following table (see Table 7) on the one hand it can be understood that 82 

percent of the respondents that answered ‘yes’ to if they like to try new brands and products 

were interested in FSS Few while 63 percent of the respondents that answered ‘sometimes’ to 

if they like to try new brands and products are interested in the service. On the other hand, 50 

percent of the respondents that do not like to try new products and brands are interested in 

FSS Few. This implies that this aspect of exploratory consumer behaviour affects the 

respondents’ interest in FSS Few in a positive manner. However, 50 percent of the 

respondents that do not show indicators of this consumer behaviour still show an interest in 

FSS Few. This entails that the EAP building block of the theory of Exploratory Consumer 



 

- 35 - 

Behaviour influences their interest in FSS Few but that it also stands partly independent since 

an interest is given as well among respondents that do not like to try new brands or products. 

 
Table 7: Correlation between interest in trying new products and interest in FSS Few 

Source: SPSS 

 

 
 

Regarding the building block of Exploratory Information Seeking Behaviour it can be 

understood that this has a positive connection with the respondents’ interest in FSS Few (see 

Table 8). 82 percent of the respondents who enjoy the process of finding new products and 

brands and 65 percent of the respondents that sometimes enjoy it, show an interest in the 

service. The results of this table are similar to the ones of the previous table (see Table 7) 

since half of the respondents who do not enjoy the process of finding new products and 

brands still show an interest in the service. 
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Table 8: Correlation between the extent of enjoying the process of finding new products and interest in FSS Few 

Source: SPSS 

 
 

In summary, the interest in FSS Few is similar among the respondents that like to try new 

products and brands and enjoy the process of finding them. Since respondents that are positive 

regarding the aspects of the two theories show an interest in FSS Few. At the same time, 

around 50 percent of the respondents that do not show any indicators of this consumer 

behaviour are still interested in FSS Few. 
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4.6 Results for RQ 4 

 

How could the Paradox of Choice affect respondents’ interest in fashion subscription 

services? 

 

To answer this question, two cross tables were executed of the relationships between the 

respondents’ interest in FSS Few and their respond to the two following questions of the 

questionnaire. 

 

 Do you find it difficult to make a purchase decision in the wide assortment the Internet 

offers? 

 Do you question your purchases afterwards?  

 

The first table (see Table 9) shows that 75 percent of the respondents who have difficulties in 

making a purchase decision online are interested in FSS Few while 65 percent of the 

respondents who have no difficulties in this matter are also interested in the service. Thus it 

can be understood that there is a relationship between this aspect of the Paradox of Choice 

and the interest in FSS Few. Nonetheless, the influence of this aspect of the Paradox of 

Choice is limited due to the fact that the interest in FSS Few only differs with 10 percent 

among the respondents that find it difficult to make a purchase decision online and the ones 

that do not.  

 
Table 9: Correlation between difficulties in making online purchase decisions - interest in FSS Few 

Source: SPSS 
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There is a correlation between questioning purchases afterwards and the interest in FSS Few. 

71 percent of the respondents who answered that they never question their purchase decisions 

afterwards stated that they are interested in FSS Few, 72 percent who answered that they 

sometimes question and ‘yes’ regarding their interest in FSS Few while 80 percent of the 

respondents that answered that they always question their purchase decisions afterwards 

showed an interest in FSS Few (see Table 10). The respondents that answered with ‘it 

happens on a regular basis’ regarding frequency of questioning their purchases afterwards had 

the lowest percentage of interest in FSS Few with 66 percent. Hence, the relationship is not 

strong since the respondents independently of this aspect of the Paradox of Choice show an 

interest in FSS Few. 

 
Table 10: Correlation between questioning purchases and interest in FSS Few 

Source: SPSS 

 
 

The theory of the Paradox of Choice does not have a strong influence on the respondents’ 

interest in FSS Few since all respondents showed an interest despite their answers regarding 

this theory. However, the respondents who stated that they always question their purchases 

afterwards show the highest interest in FSS Few with 80 percent.  



 

- 39 - 

5 Analysis 

5.1 Answering RQ 1 

 

What impact do the stated frequently used aspects of fashion subscription services have on the 

respondents’ interest in subscribing to such a service? What are the reasons for respondents 

to not be interested in subscribing to fashion subscription services? 

 

Regarding the first part of the first research question, the majority of the respondents stated 

that all aspects were either of high relevance or necessary for them to be interested in FSS. 

However, there was one exception, the one regarding receiving the products before they are in 

stores which is the aspect that does not have a clear connection to getting an individualised 

service which is the purpose of subscription services, considering the statement of Jonsson et 

al. (2015). Hence this result confirms the importance of individualisation regarding FSS. Most 

of the stated aspects were considered by the respondents to be of high relevance or as 

necessary and can thus be seen to have an influence on the respondents’ interest in FSS. When 

looking into the ten Women’s and Men’s FSS and comparing the aspects offered, the six 

presented aspects in the questionnaire were found, but not one company comprised all of 

them. Since the respondents stated that all the aspects with individualisation factors have a 

high impact on their interest in FSS, it is suggested that companies adapt all of these within 

their service to decrease consumers’ barriers of subscribing to a FSS by making their service 

as flexible as possible for consumers. This can be achieved by giving them the power to 

choose the terms of their subscription contract, such as choosing the delivery interval; the 

price range, the product category and clearly state beneficial aspects such as receiving 

discounts and products according to their measurements. 

 

The second part of the first research question addresses the reasons of respondents to not be 

interest in a FSS. Having companies choose products for the consumers is a complex matter 

in relation to the increasing importance of individualisation in the society. Keeping in mind 

that fashion is used to express identity, subscription services within the fashion industry have 

an extra challenging task. In the results it can be seen that the respondents prefer FSS Few 

over FSS Fav since this implies more variety when forming the identity. Ultimately, in order 

to provide a service that is desired among fashion consumers, it has to be flexible and directed 

by the individual preferences of the consumers. This statement is confirmed by the 

respondents’ answers regarding why they would not be interested in FSS, where the two 

answers of ‘I want to buy my own clothes’ and ‘I only want to buy something when I need it’ 

are the most frequent mentioned reasons.  
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5.2 Answering RQ 2 

 

How do the nationality, age, occupation and gender of the respondents affect their interest in 

subscribing to a fashion subscription service? 

 

The percentage of women that are interested in FFS Few is 75, representing 101 women. The 

percentage of men in the same matter is 63 representing 42 men hence, women are more 

interested in this service than men. Regarding the rating of fashion interest, an accumulated 

percentage of 86 shows that women answered either ‘Interested’ or ‘Very interested’ while 

this accumulated percentage was 70 among men. Again, women showed a slightly higher 

interest but what differs significantly among the genders was that out of the stated 

accumulated percentage 48 of the women answered ‘Very interested’, while just 24 percent of 

the men responded the same. Pellegrin (2009) stated that the fashion interest of men is rising 

but that the concept of the men’s store cannot keep up. When looking into the mapping of the 

five most popular FSS among women versus men, it can be understood that this concept is 

developed equally among both of the genders. However, the respondents of this study showed 

a difference in interest. Kotzé et al. (2012) state that both genders appreciate consumption to 

the same extent but that mainly women consume due to emotional reasons. Hasan (2009) 

argues that online consuming is more appealing to men who he explains are more rational 

consumers than women who enjoy the process along with the social interaction in stores. 

Simultaneously, Sebastianelli et al. (2008) argue that the online consuming behaviour is 

similar for both genders, but that women often buy more clothes while men tend to pay more 

per purchase. Considering these theories, women should mainly enjoy FSS because of their 

fashion interest while men should appreciate the efficiency of the service and its practical 

benefits. These are facts that seem to match the models of the ten popular FSS models since 

the services for women more often implied getting deliveries automatically on a regular basis 

while men more often had to contact the company and tell when they were interested in 

receiving a delivery. When looking at the cross table comparing the impact rate of getting to 

decide the delivery pace among the genders, 45 percent of men stated this aspect as necessary 

while only 34 percent of the women stated the same (see Appendix 16 and 17). However, 

when accumulating the answers ‘Of high relevance’ and ‘It is necessary’, women had a 

percentage of 70 and men of 67.  

 

When looking at the different nationalities of the respondents and the linkage to their interest 

in FSS Few, a strong interest can be seen among all nationalities. Hence, the nationality 

within Europe does not have a significant impact on the interest in FSS Few. Further, it can be 

seen that the respondents who are students show the highest interest in FSS Few with 81 

percent followed by 60 percent of the employed respondents. All age groups showed a high 

interest in FSS Few but the groups of 45-54 and 65-74 showed the least interest. Since 86 

percent of the sample constitutes of the respondents between the ages of 18-44, the remaining 

age groups are not as representative. However, the interest in FSS Few gets higher the 

younger the respondent is. 
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5.3 Answering RQ 3 

 

How could Exploratory Acquisition of Products and Exploratory Information Seeking 

Behaviour affect the respondents’ interest in subscribing to a fashion subscription service? 

 

The results of the third research question indicate that 82 percent of the respondents who 

stated that they like to try new products and brands answered that they would be interested in 

FSS Few. These were followed by 63 percent of the respondents who answered that they 

sometimes like to try new brands and products. This willingness of trying new products and 

brands does have a linkage to the interest in FSS Few as it can be assumed through the results 

that respondents who are more willing to try new products would enjoy FSS Few, implying 

trying new products on a regular basis. This concluded correlation would entail that 

respondents who stated that they are not interested in trying new products would answer that 

they are not interested in FSS. It is correct that it is a down turning curve, but the correlation 

is not strong since only 50 percent of these respondents gave a negative response. This is an 

indicator of that even though respondents who do not like to try new products and brands 

have different opinions about FSS, showing that there is a correlation between EAP and the 

interest in FSS Few, but it is limited.  

 

The question regarding if the respondents enjoy the process of finding new brands or products 

was used as a measurement for the respondents’ possible feature of EISB. Hence, if they 

would answer that they do enjoy the process, they should not be interested in FFS due to the 

fact that they as soon as they become subscribers would lose that activity. However, the 

results showed the opposite. 82 percent of the respondents claiming that they enjoy the 

searching process answered that they also were interested in FSS Few while only 52 percent 

of the respondents that are not interested in the process of searching for new products showed 

an interest in FSS Few. Nonetheless, EISB is a building block for ECBB which implies some 

curiosity regarding new products and consumer experiences. Ultimately, when having a look 

on the ten different FSS that were presented earlier, it can be seen that these services differ 

from each other. A lot of them implied that a stylist is choosing the products delivered, but 

within some services the subscribers get to choose the products for themselves. Hence, even 

subscription services could satisfy the need of EISB in various ways. 

 

5.4 Answering RQ 4 

 

How could the Paradox of Choice affect respondents’ interest in fashion subscription 

services? 

 

When comparing the respondents’ interest in FSS Fav and FSS Few it shows that the 

respondents prefer the latter. This could be explained with the theory of the Paradox of 

Choice since making a choice implying anxiety about missing out from the other options 

(Schwartz, 2005). When subscribing to a fashion service that provides a mix of several 

brands, the consumer does not miss out of as many brands as when deciding for a subscription 

service of only one brand. Hence, choosing the combined service can imply the feeling of 

being less committed to a service and the decision making process of deciding for one service 

is not as hard. However, it should be noticed that by getting a service of FSS Few the 

consumer does not miss out on less products, but they get products from more brands which 

implies less missing out of different brands.  
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The question regarding finding it difficult to make purchase decisions online is used as 

measurement for being affected by the consequences of the Paradox of Choice, implying the 

bigger the assortment, the harder it is to choose. Out of the respondents that stated having 

difficulties in making purchase decisions online, 75 percent answered that they are interested 

in FSS Few. Simultaneously, 65 percent of the respondents who said that they do not have 

difficulties when making online purchase decisions were also interested in FSS Few.  

 

Schwartz (2005) argues that having a big range of choices implies feeling insecure about the 

decision made, thinking that there is always a choice that would have been better. 90 percent 

of the respondents answered that they, to at least some extent, question their purchases 

afterwards. Out of the respondents who answered that they always question their purchases, 

80 percent of them were interested in FFS Few. This is in line with Schwartz’s theory since 

the respondents would like to leave the responsibility of making purchase decisions to a 

company, regarding this particular consumption occasion and the further consumption 

occasions which come with subscribing. However, 71 percent of the respondents that stated 

that they never question their purchase decisions afterwards are still interested in FSS Few, 

which cannot be explained by the theory of the Paradox of Choice. The group of people 

answering ‘Never’ represent only 10 percent of the sample. Out of the 202 respondents, 53 

percent equals 107 respondents answered that they sometimes question their purchases 

afterwards which constitutes the biggest part of respondents. Out of this group, 72 percent 

stated that they are interested in FSS of a few favourite brands.  

 



 

- 43 - 

6 Conclusion 
 

The purpose of this study was to investigate consumers’ perspective on FSS and what 

underlying reasons there might be for these perspectives. The results showed that out of the 

total 202 respondents, 63 percent of them were interested in FSS by their favourite brand 

while the respondents’ interest increased to 71 percent regarding FSS which combines a few 

of their favourite brands. This partly depends on consumers’ usage of clothes to form and 

express identity (Appleford, 2013) since having a wider range of brands enables more variety 

during this process. A connection was found between respondents who showed indicators of 

being affected of the essentiality of the two theories, the Paradox of Choice and the 

Exploratory Consumer Buying Behaviour and their interest in FSS. However, respondents 

that did not show those indicators were still interested in FSS. Similar relationships were 

detected regarding the respondents’ background and their interest in FSS, where one 

correlation was of significance. This was the one regarding age and interest in FSS Few which 

showed the younger the respondent, the higher the interest. Ultimately, respondents who were 

not interested in FSS stated the main underlying reasons for this to be that they want to choose 

their own clothes and that they only want to buy something when they feel the need to. 

 

The research began by introducing the current market changes due to digitalisation and 

individualisation implying changes in consumers’ lifestyles and needs. Hence, the consumer 

behaviour changes as it has never been easier for consumers to compare offers due to the high 

transparency of the online environment leading to the Costumer First Revolution. This forces 

industries to rethink their business models in order to meet the demanding consumers’ needs 

of today. The development implies an opportunity for business models that are based on 

subscription services. 

 

Due to the high amount of consumers that subscribed to services such as Spotify or Netflix, a 

familiarity with the model of subscription services is given which implies that consumers are 

more open to the concept. This familiarity may be one of the reasons why the number of 

subscription businesses listed online is growing ten times as big within the last two years. The 

subscription model is currently more common in the USA, but is expected to increase 

significantly in Europe which the results of this study points to as well. However, it should be 

remembered that the study is not generalisable. Further, individualisation is of high 

importance and also the trigger for choosing a FSS. Aspects that imply a flexible service 

according to the subscribers’ preferences are desired and could lower the entry barrier of 

consumers to subscribe to a FSS.  

 

As the analysis chapter shows, it can be understood that there are correlations between the 

theories and the respondent’s interest in FSS Few. However, these relationships were not 

strong enough to explain the interest independently, but by combining the results it is possible 

to state a suggestion of explanation to the respondents’ interest in FSS Few. 
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7 Discussion 

7.1 Implications 

 

This section will suggest implications of this study for researchers and operators in the 

fashion industry. However, it should be kept in mind that the results of this study are not 

generalisable to the population.  

 

The results provided by this study can be used for operators in the fashion industry in order to 

act on the development of the society. They show that there is a significant interest in 

subscription services in fashion which therefore is a business model to be reckoned with. 

When adapting the model, the different consumer types should be considered in order to offer 

FSS that fit their separate specific needs, some consumers might prefer surprise boxes while 

others want to have control over the process of assembling the order.  

 

The implications provided for researcher could be to investigate how an extensive use of this 

business model can affect the fashion industry in the long term. It is also relevant to study 

FSS in relation to sustainability to understand if this leads to an increased consumption since 

it occurs on a regular basis or if it could imply less negative impact on the environment 

because the consumption is planned rather than spontaneous. 

 

7.2 Future Research 

 

It is relevant to do future research from the industries’ perspective regarding how FSS would 

work practically while considering that companies differ from each other, hence the 

subscription service business model has to be adapted accordingly. On the one hand, different 

subscription service business models can be researched and developed according to the 

separate segments of the fashion industry. On the other hand, a general business model can be 

developed which enables modification by each fashion company when implementing 

subscription services as a new business model. Further, since there is a bigger interest in FSS 

that offer several brands than just one brand, it is suitable to research how this can appear in 

practice, if companies should cooperate with each other to provide such a service or if a third 

party should develop the service. It is also of relevance to research how companies should act 

when implementing FSS to their existing business versus how to start a new business based 

on this model. 

 

The aspect of sustainability should be studied in relation to FSS in order to understand the 

implementations long term outcome on the consumption and its effect on the environment. 

Studies regarding if FSS implies an increased carbon footprint are suggested, since the 

deliveries go out to every individual subscriber separately instead of to one warehouse. 

Ultimately, it is of relevance to investigate how to implement FSS in the fashion supply 

chains. 
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Appendix 
 

 
Subscription Services in the Fashion Industry 

 
Hey! 
 
We are two Textile Management students from the Swedish School of Textiles in Borås and 
we are currently writing our master thesis about subscription services as a relatively new 
business model in the fashion industry. In this thesis we will talk about fashion which in this 
case means clothes and accessories. This thesis and survey excludes fashion libraries 
 
As you probably know, subscriptions are not new to other industries. You might have a 
subscription contract for your gym, your cell phone, electricity or for your favorite magazine. 
There are various other subscription services, for example Glossy Box which sends their 
subscribers a box full of beauty products from different brands or Outfittery for men where a 
stylist selects complete outfits according to your preferences and sends it to your home.  
 
We would like your honest opinion, since there are no right or wrong answers and we hope 
you enjoy our survey! Thank you for helping us! 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 



 









 

 
Appendix 1: Questionnaire 

Source: Google Forms  

 

 

 Variable SPSS variable 

name 

Coding 

instructions  

Variable 

type 

Section 1     

Question 1 Sex Sex 1 = Females 

2 = Males 

Dichotomous 

(nominal in 

SPSS) 

Question 2 Age2 Age 1 = 12-17 

2 = 18-24 

3 = 25-34 

4 = 35-44 

5 = 45-54 

6 = 55-64 

7 = 65-74 

8 = 75+ 

Ordinal 

Question 3 Main 

occupation 

Occupation 1 = Student 

2 = Unemployed 

3 = Employed 

4 = Retired 

Nominal 

Question 4 Nationality Nationality 1 = German 

2 = Swedish 

3 = Other 

Europeans 

 

Nominal 

Section 2     

Question 1 Interest in 

Fashion 

Fashioninterest Enter the number 

chosen from 1 (I 

Interval/ratio 



don’t care at all) 

to 4 (very much) 

Question 2 Interest in 

Trends 

Trendinterest Enter the number 

chosen from 1 (I 

don’t care at all) 

to 4 (very much) 

Interval/ratio 

Question 3 Willingness to 

try new products 

Trynewproducts 1 = yes 

2 = sometimes 

3 = no 

Nominal 

Question 4 Process of 

finding new 

products / 

brands  

Findnewproduct

s 

1 = yes 

2 = sometimes 

3 = no 

Nominal 

Question 5 Difficulties in 

finding products 

online 

Difficulties  1 = yes 

2 = no 

Dichotomous 

(nominal in 

SPSS) 

Question 6 Questioning the 

purchase 

afterwards 

Questioningpurc

hase  

Enter the number 

chosen from 1 

(never) to 4 

(always) 

Interval/ratio 

Section 3     

Question 1 Use of 

subscription 

service in any 

area 

Usageofsub 1 = fashion 

2 = other 

3 = none 

Nominal 

Section 7     

Question 1a Gym Subarea1 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1b Phone Subarea2 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1c Movies, sports 

and series 

streaming 

Subarea3 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1d Music streaming Subarea4 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1e Magazines Subarea5 0 = No Dichotomous 



1 = Yes 

2 = Didn’t answer 

(nominal in 

SPSS) 

Question 1f Beauty Subarea6 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1g Other Subarea7 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Section 8     

Question 1 Feelings about 

subscribing  

Subfeelings2 1 = I gladly tell 

them 

2 = It doesn’t 

matter 

3 = I’m 

embarrassed 

4 = Didn’t answer 

Ordinal 

Section 9     

Question 1 Money spent on 

fashion 

Moneyamount 1 = 20€ or less 

2 = 20€ - 50€ 

3= 50€ - 100€ 

4 = 100€ or more 

5 = 300€ or more 

Ordinal 

Question 2 Feelings about 

everyday 

clothes on 

regular basis 

Feelingsdailyclo

thes 

Enter the number 

chosen from 1 

(not interested at 

all) to 4 (very 

interested)  

Interval/ratio 

Section 10     

Question 1a The importance 

rate of 

consumers 

impact on the 

delivery 

interval. 

Impactrate1 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 

Question 1b The importance 

rate of 

consumers 

impact on the 

price range. 

Impactrate2 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 



Question 1c The importance 

rate of 

subscribers 

receiving new 

products before 

the masses. 

Impactrate3 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 

Question 1d The importance 

rate of products 

according to the 

subscribers 

measurement. 

Impactrate4 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 

Question 1e The importance 

rate of 

consumers 

impact on the 

product 

category. 

Impactrate5 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 

Question 1f The importance 

rate of 

discounts. 

Impactrate6 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 

Question 2 Favorite brand Favbrand1 1 = Zara 

2 = H&M 

3 = Cos 

4 = Nike 

5 = Filippa K 

6 = Other  

7 = None 

Nominal 

Question 3 Interest in an 

imaginary 

subscription 

service of fav. 

brand. 

Favbrandsub 1 = Yes 

2 = No 

Dichotomous 

(nominal in 

SPSS) 

Section 11     

Question 1 I want to choose 

my own clothes 

Reasonsforno1 0 = No 

1 = Yes 

2 = Didn’t answer 

 

Dichotomous 

(nominal in 

SPSS) 

Question 2 I only want to Reasonforanswe 0 = No Dichotomous 



buy something 

when I need it 

ringno2 1 = Yes 

2 = Didn’t answer 

(nominal in 

SPSS) 

Question 3 I don’t have a 

favorite brand 

Reasonforanswe

ringno3 

0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 4 Limited budget Reasonforanswe

ringno4 

0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 5 Other Reasonforanswe

ringno5 

0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Section 12     

Question 1 Interest in an 

imaginary 

subscription 

service of a few 

fav. brands. 

Multiplebrandsu

b 

1 = Yes 

2 = No 

Dichotomous 

(nominal in 

SPSS) 

Section 13     

Question 1a I want to choose 

my own clothes 

Reasonsforno6 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1b I only want to 

buy something 

when I need it 

Reasonsforno7 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1c I don’t have a 

favorite brand 

Reasonsforno8 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1d Limited budget Reasonsforno9 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1e Other Reasonsforno10 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

 

 

 

 

 

 



 Variable SPSS variable 

name 

Coding 

instructions  

Variable typ 

Section 1     

Question 1 Sex Sex 1 = Females 

2 = Males 

Dichotomous 

(nominal in 

SPSS) 

Question 2 Age2 Age 1 = 12-17 

2 = 18-24 

3 = 25-34 

4 = 35-44 

5 = 45-54 

6 = 55-64 

7 = 65-74 

8 = 75+ 

Ordinal 

Question 3 Main 

occupation 

Occupation 1 = Student 

2 = Unemployed 

3 = Employed 

4 = Retired 

Nominal 

Question 4 Nationality Nationality 1 = German 

2 = Swedish 

3 = Other 

Europeans 

 

Nominal 

Section 2     

Question 1 Interest in 

Fashion 

Fashioninterest Enter the number 

chosen from 1 (I 

don’t care at all) 

to 4 (very much) 

Interval/ratio 

Question 2 Interest in 

Trends 

Trendinterest Enter the number 

chosen from 1 (I 

don’t care at all) 

to 4 (very much) 

Interval/ratio 

Question 3 Willingness to 

try new products 

Trynewproducts 1 = yes 

2 = sometimes 

3 = no 

Nominal 

Question 4 Process of 

finding new 

products / 

brands  

Findnewproduct

s 

1 = yes 

2 = sometimes 

3 = no 

Nominal 

Question 5 Difficulties in 

finding products 

Difficulties  1 = yes 

2 = no 

Dichotomous 

(nominal in 



online SPSS) 

Question 6 Questioning the 

purchase 

afterwards 

Questioningpurc

hase  

Enter the number 

chosen from 1 

(never) to 4 

(always) 

Interval/ratio 

Section 3     

Question 1 Use of 

subscription 

service in any 

area 

Usageofsub 1 = fashion 

2 = other 

3 = none 

Nominal 

Section 7     

Question 1a Gym Subarea1 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1b Phone Subarea2 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1c Movies, sports 

and series 

streaming 

Subarea3 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1d Music streaming Subarea4 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1e Magazines Subarea5 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1f Beauty Subarea6 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1g Other Subarea7 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Section 8     

Question 1 Feelings about 

subscribing  

Subfeelings2 1 = I gladly tell 

them 

2 = It doesn’t 

matter 

3 = I’m 

embarrassed 

Ordinal 



4 = Didn’t answer 

Section 9     

Question 1 Money spent on 

fashion 

Moneyamount 1 = 20€ or less 

2 = 20€ - 50€ 

3= 50€ - 100€ 

4 = 100€ or more 

5 = 300€ or more 

Ordinal 

Question 2 Feelings about 

everyday 

clothes on 

regular basis 

Feelingsdailyclo

thes 

Enter the number 

chosen from 1 

(not interested at 

all) to 4 (very 

interested)  

Interval/ratio 

Section 10     

Question 1a The importance 

rate of 

consumers 

impact on the 

delivery 

interval. 

Impactrate1 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 

Question 1b The importance 

rate of 

consumers 

impact on the 

price range. 

Impactrate2 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 

Question 1c The importance 

rate of 

subscribers 

receiving new 

products before 

the masses. 

Impactrate3 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 

Question 1d The importance 

rate of products 

according to the 

subscribers 

measurement. 

Impactrate4 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 

Question 1e The importance 

rate of 

consumers 

impact on the 

product 

Impactrate5 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

Ordinal 



category. 4 =It is necessary  

Question 1f The importance 

rate of 

discounts. 

Impactrate6 1 = It doesn’t 

matter 

2 = Of relevance  

3= Of high 

relevance 

4 =It is necessary  

Ordinal 

Question 2 Favorite brand Favbrand1 1 = Zara 

2 = H&M 

3 = Cos 

4 = Nike 

5 = Filippa K 

6 = Other  

7 = None 

Nominal 

Question 3 Interest in an 

imaginary 

subscription 

service of fav. 

brand. 

Favbrandsub 1 = Yes 

2 = No 

Dichotomous 

(nominal in 

SPSS) 

Section 11     

Question 1 I want to choose 

my own clothes 

Reasonsforno1 0 = No 

1 = Yes 

2 = Didn’t answer 

 

Dichotomous 

(nominal in 

SPSS) 

Question 2 I only want to 

buy something 

when I need it 

Reasonforanswe

ringno2 

0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 3 I don’t have a 

favorite brand 

Reasonforanswe

ringno3 

0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 4 Limited budget Reasonforanswe

ringno4 

0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 5 Other Reasonforanswe

ringno5 

0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Section 12     

Question 1 Interest in an 

imaginary 

Multiplebrandsu

b 

1 = Yes 

2 = No 

Dichotomous 

(nominal in 



subscription 

service of a few 

fav. brands. 

SPSS) 

Section 13     

Question 1a I want to choose 

my own clothes 

Reasonsforno6 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1b I only want to 

buy something 

when I need it 

Reasonsforno7 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1c I don’t have a 

favorite brand 

Reasonsforno8 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1d Limited budget Reasonsforno9 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 

Question 1e Other Reasonsforno10 0 = No 

1 = Yes 

2 = Didn’t answer 

Dichotomous 

(nominal in 

SPSS) 
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Source: SPSS 

 

 
Appendix 3: Frequency Table 4 

Source: SPSS 

 
Appendix 3: Frequency Table 5 

Source: SPSS 

 



Appendix 4: Descriptive Table Statistics 

Source: SPSS 

 
Appendix 5: Frequency Table Nationality 

Source: SPSS 
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Source: SPSS 

 
Appendix 5: Frequency Table Age 

Source: SPSS 

 
Appendix 5: Frequency Table Occupation 

Source: SPSS 

 



 
Appendix 6: Frequency Table FSS Fav 

Source: SPSS 

 

 
Appendix 7: Frequency Table FSS Few 

Source: SPSS 

 
Appendix 8: Chi-Square test 1 

Source: SPSS 

 
Appendix 9: Chi-Square test 2 

Source: SPSS 



 
Appendix 10: Chi-Square test 3 

Source: SPSS 

 
Appendix 11: Chi-Square test 4 

Source: SPSS 

 
Appendix 12: Chi-Square test 5 

Source: SPSS 



 
Appendix 13: Chi-Square test 6 

Source: SPSS 

 
Appendix 14: Chi-Square test 7 

Source: SPSS 

 

 
Appendix 15: Chi-Square test 8 

Source: SPSS 



 
Appendix 16: Cross Tabulation between Sex and Importance Rate 

Source: SPSS 

 

 
Appendix 17: Chi-Square test 9 

Source: SPSS 

 

 

 

 

 

 


