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Abstract

In recent years, the consumption of clothes has increased extensively due to diminishing quality
and low prices of garments along with ever-faster changing fashion trends. The linear business
model results in products with a short lifespan and clutter of idle goods. With the growing
awareness of environmental and social impact among the consumers; alternative business models
(rental/lease, swap, resale) designed to intensify the utilization of clothes and enable sharing
activities and collaborative consumption are emerging. However, the market share of these models
is still low. This study aims to understand what are the barriers that hurdle; motivations that drive
consumers’ adoption to collaborative fashion consumption; and how companies create and
configure values to encourage consumers to partake in these innovative business models. Through
a systematic literature review of 41 peer-reviewed articles, we found that the drivers for consumers
towards collaborative consumption models are steered by economic factors, emotional factors,
social factors, and sustainability values. While consumer barriers are namely, financial risk,
arrangement, performance risk, social risk, psychological risk/lack of ownership, and lack of trust
and information. It was also discovered that the collaborative fashion consumption models, in
particular, rental/lease, swap, and resale are different in nature. Finally, we analyzed the existing
literature and identified how companies can create, configure and capture values in these business
models. This study is one of the very few to explore the interrelationship of the consumer-related
drivers and barriers and business perspective. This paper can contribute relevant knowledge to
academia as well as to the fashion industry.

Keywords: Alternative business models, Fashion industry, Collaborative consumption, Product-
service systems, Systematic literature review
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1 Introduction

This section introduces the topic of alternative business models within the fashion industry.
Next, the problem formulation is presented followed by the purpose of the thesis. Lastly, the

delimitation of the research is discussed.
1.1 Background

Sharing economy is a globally spreading phenomenon, and is considered an integral part of
the circular economy. The sharing economy and circular economy were on account of
increased resource scarcity and environmental issues, they both focus on efficient and
sustainable usage of resources (World Economic Forum, 2013). Sharing economy fosters the
optimization of the resource by sharing, reuse, or redistributing idle capacity and underused

goods and services (Hamari, Sjoklint, and Ukkonen 2016; Shrivastava, Jain and Paul 2020).

In recent years, the consumption of clothes has increased extensively due to diminishing
quality and low prices of garments along with ever-faster changing fashion trends. Today,
clothing companies produce a larger number of new collections in shorter periods of time to
increase their sales, consequently creating new consumer demand (Becker-Leithold, 2018).
The dominant business model in the clothing industry takes a linear approach wherein
products have a short lifespan, few changes of ownership, and limited or no end-of-life
recovery (Nielsen and Gwozdz, 2018). Moreover, the linear production model has caused
significant environmental impact due to the large volume of waste that is being generated,
and where high input of energy, water, and harmful chemicals are used. According to a report
published by Ellen MacArthur Foundation (2017), the global production of garments has
doubled in the last 15 years, where the number of times an item is used before it is discarded
by the user has dropped by 36%, and reuse of clothes is below 15% globally. This observed
trend among consumers to use garments for a shorter period of time and dispose of them
prematurely has resulted in over-consumption of garments and an increased amount of textile
waste (Becker-Leithold, 2018). 73% of the end-of-use fiber and clothing are incinerated
globally, and only 12% is down or up recycled into other products (Ellen MacArthur
Foundation, 2017).

Although the linear business model, particularly fast-fashion, is dominating the market,
alternative business models with a stronger social and environmental focus are emerging

(Nielsen and Gwozdz, 2018). According to Borg, Mont and Schoonover (2020), business
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model innovation enables firms to find more resource-efficient ways of creating and
delivering value and to satisfy consumer needs than traditional business models. These
business models are designed to intensify the utilization of clothes and enable sharing
activities and collaborative consumption (Bocken et al., 2016) The alternative business
models provide consumers with alternatives to the common practice of purchasing new,
inexpensive, low-quality clothing for short periods of usage (Iran, Geiger and Schrader,
2019). By integrating the concept of the sharing economy into the clothing sector,
Collaborative Fashion Consumption (CFC) offers consumers alternative fashion consumption
options (Iran and Schrader, 2017). At the same time, product-service system (PSS) business
models have emerged within the discipline of collaborative consumption and sharing
economy and can be seen in various industries, and more recently in fashion (Arrigo, 2021).
For the fashion industry, PSS models can provide a mechanism to increase product quality
and longevity, and alternative business models that reduce consumption and the
environmental impact of production (Santos, Campos and Miguel, 2019). In the report
published by Mistra Future Fashion (2017), eight alternative business models were identified,
namely: clothing libraries, fashion rental, fashion leasing, swapping markets, online reselling
platforms, incentivized take-back services, traditional repair services, and repair services

in-store (Nielsen and Gwozdz, 2018).

The growth of the alternative business model was fostered by digitalization. The complexity
of matching service providers and the user has been reduced due to the internet network. The
internet has also enabled a new culture that is more collaborative and dematerialized.
Particularly for the resale model, this business concept has existed for a long time. However,
in recent years it has regained its attention as new product types and service concepts with the
integration of digital technology and has fostered consumer adoption. The value of the resale
market is predicted to increase fivefold within the next five years (ThredUp, 2020). While
there are few examples of successful alternative business models in the fashion industry, such
as Rent the Runway and Le Tote, it is suggested that these types of business concepts have
not gained global success like the housing (i.e. Airbnb) and transportation (i.e. Uber) industry
(Lang, Li and Zhao, 2020). The radical innovation faces great challenges, the consumer
acceptance of these innovative business models, particularly on the rental and swap models,
are still relatively low. According to Lang (2018), the idea of renting is still in its early stages
and lacks popularity and development in the fashion industry. Similar findings can be found

within swapping, as the literature suggests that the perception of newness and instability in
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the marketplace makes consumers reluctant to adopt the swapping model (Park and Joyner

Armstrong, 2019a).

Consumer awareness of the ecological impact and overproduction of the fashion industry is
accelerating, there is an urgent need for the transformation. Sustainable innovation in the
fashion industry must go beyond the focus of material innovation or textile recycling
solutions, and see a holistic transformation of products and services (Accenture, 2014).
Therefore, it is critical to explore alternative business models that could fundamentally
change the entire industry. Progression has been made, more and more start-up companies
and retailers are implementing the PSS business model. According to the report of Fashion
For Good (2019), rental and re-commerce models can be financially viable in the consumer
market, however, there are still many barriers that prevent large-scale adoption from both

consumers and businesses.

1.2 Problematization

As mentioned before, alternative business models in the fashion industry are emerging due to
their potential of being more social and environmentally sustainable (Nielsen and Gwozdz,
2018). It is argued that research on collaborative consumption concepts is still in its infancy
(Becker-Leifhold and Iran, 2018), and within the context of fashion, academic literature is
extremely limited (Park and Armstrong, 2017a). With this being said, previous research has
focused either on alternative fashion consumers and consumption or alternative business
models. Earlier studies have focused on alternative business models with a more
organizational focus to depict the business model and related strategies (Binninger,
Ourahmoune and Robert, 2015; Pedersen and Netter, 2015; Pal, 2016; Schaefers et al., 2016;
Stal and Jansson, 2017). Since then, research has mainly been focused on alternative fashion
consumers and consumption to uncover the motivations, barriers, attitudes, and behavior to
participate in alternative business models from a consumer’s perspective (Johnson, Mun and
Chae, 2016; Iran and Schrader, 2017; Lang and Armstrong, 2018a; Ek Styvén and Mariani,
2020; Lang and Zhang, 2019; McNeill and Venter, 2019; Guzzetti, Crespi and Belvedere,
2021). However, recent studies have again shed light on the alternative business models and
the organizational aspects (Clube and Tennant, 2020; Borg, Mont and Schoonover, 2020;
Arrigo, 2021). Thus, the existing literature seems to be scattered and lacks a holistic approach

to the understanding of the motivations and barriers from a consumer’s perspective and how
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companies should operate to overcome them. According to Borg, Mont and Schoonover
(2020), there is a need for understanding how companies operating under the alternative
business model present their offerings to consumers, what consumer-related barriers they are
experiencing, and what types of value they are promoting in order to diffuse these types of

business models onto the consumer market.

Thus, in this research, the authors draw upon the literature that implicates the alternative
business models in the fashion industry in the context of collaborative consumption and PSS.
To understand what drives consumer motives in the concept of collaborative consumption
and sharing, particularly in the context of fashion. Motivational factors behind the adoption
of alternative consumption models, as well as front fort barriers that hinder the acceptance of
alternative business models, deserve further investigation. In any business, consumers are
only a part of the actors. Equally important is how companies create values so that consumers
partake in the alternative business models, and how firms configure values in order to provide

sufficient benefit from the perception of the consumers.

1.3 Purpose and Research Question

The aim of this thesis is to evaluate the current state of literature concerning alternative
fashion business models and identify relevant research directions for future improvements
within this area. The focus will be both on the consumer and organizational perspective,
where the latter is found to be an undeveloped area of research (Becker-Leithold and Iran,
2018). By investigating the barriers and drivers for alternative fashion business models, from
a consumer perspective, as well as the value creation and configuration processes that
companies need to focus on, we hope to extend the understanding and development of these
types of business models in the fashion industry, and hence, its viability in the marketplace.
To research the stated purpose, the focus will be on answering the following research
questions:

e What are the factors that shape consumer acceptance towards alternative fashion
business models?

e What are the barriers to the adoption of alternative fashion business models from a
consumer’s perspective?

e How do companies create, configure and capture value in order to manage the
identified barriers and motivate consumers to partake in the alternative business
model?
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1.4 Delimitation

This study is delimited to research within alternative fashion business models. Furthermore,
we set the boundary of the study to the fashion industry, i.e. the study will be focused on the
fashion industry. One of the criteria in the literature review process was the primary focus in
the fashion industry; all of the papers that were not related to the fashion industry were
screened out in order to construct the backbone of the research. Secondly, we acknowledge
that the classification of collaborative fashion consumption and clothing PSS entails a wider
range of services, for instance, repair, collection, and sorting, recycle, redesign. These
services were, however, delimited from this research. Services that offer repair, collection,
and sorting, recycle or redesign consist of a very different type of business model and the aim
of the service and challenges are different from rental/lease, swap, and resale. Moreover,
these types of services in the fashion industry can mainly be found as an extension to the
linear business model. For example, many fashion companies such as H&M have started to
include repair and redesign services. As these services are not the main focus of the business
model, their primary focus is on the handling and extension of end-of-life products. While the
rental/lease, swap, and resale have a stronger emphasis on the customer-business and
customer-customer relationship. Thus, the challenges become different from those of rental,
swapping, and resale. This exclusion also goes hand in hand with the next delimitation.
Thirdly, in the scope of the business model, this study does not consider the challenges of
servitization. As various researchers have investigated the implementation of the PSS
business model from manufacturing firms into a hybrid business model (Martinez et al.,
2010; Marcon et al., 2019), the particular obstacles in the transition and servitization are,

however, unique to manufacturers or retailers with product-dominant logic.
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1.5 Thesis Outline

This thesis is divided into six chapters. For easier navigation and overview, the thesis outline
is presented as follows:

Chapter 1: ‘Introduction’, the background and purpose of this study, as well as the problem
statement and delimitation, are presented. Furthermore, the research questions are also
presented in this chapter.

Chapter 2: ‘Frame of Reference’, the key concepts of the study are outlined and discussed to
inform the readers of the underlying concepts and models that frame the research. By
dividing the frame of reference into two subheadings, the context of alternative business
models (i.e. collaborative consumption), and the business model were explained in detail.
Chapter 3: ‘Methodology’ includes the chosen methodology of the thesis to depict how the
research was carried out. It outlines the research design, research method, the justification of
the research, material collection, category selection, material evaluation, and research quality.
Chapter 4: ‘Results’, this chapter starts with an overview of the publications. Additionally,
the presentation of the gathered data which were gathered through a systematic review of
existing studies on alternative business models in the fashion industry is presented. These are
categorized into three main areas: drivers to the adoption of alternative business models,
barriers to the adoption of alternative business models, and business model and
organizational aspects.

Chapter 5: ‘Analysis’, in this section, the findings of the previous chapter are analyzed to
answer the stated research questions.

Chapter 6: ‘Conclusion’, the overall outcome and main conclusions are stated in this chapter.
Furthermore, theoretical and practical implications, and limitations, and potential research

areas are presented.



2 Frame of Reference

In this section, relevant concepts were outlined to provide a general overview of the research
area as well as to depict the researchers’ assumptions throughout the thesis. This section
starts with a general introduction to the concept of collaborative consumption as well as its
relation to the fashion industry. Next, the business model is presented and discussed within

the scope of alternative business models.

2.1 Collaborative Consumption

Collaborative consumption is about ‘creating value out of shared and open resources in ways
that balance personal self-interest with the good of the larger community (Botsman and
Rogers 2010, p.69). Increasing attention towards collaborative consumption can be found
among academic researchers due to its potential to solve many societal and environmental
issues (Abutaleb, El-Bassiouny and Hamed, 2020). Thus, it is argued that researchers,
entrepreneurs, government, and other organizations that support business development have
an interest in understanding collaborative consumption and the implications for future
economy and society (Joyner Armstrong and Park, 2017). One aspect of this interest concerns
the need to scrutinize the potential benefits like its environmental potential and resource
efficiency. Collaborative consumption is motivated in part by the sharing economy (Hamari,
Sjoklint and Ukkonen 2016). It was fostered by the internet and digitization in which
consumers can connect with each other (Belk, 2014). Collaborative consumption occurs in
organized systems and online networks in which individuals conduct sharing activities such
as renting, lending, bartering, and swapping of goods, services, and transportation solutions
(Abutaleb, El-Bassiouny and Hamed, 2020). Examples can be found in various industries,
from transportation (Uber, ZipCar), accommodation (Airbnb), food (food co-ops), space

(CouchSurfing), to entertainment (Netflix), etc. (Botsman and Rogers, 2010).

Collaborative consumption is embedded in the social, economic, and technological model in
which people collaboratively share the responsibility and risk of ownership while maintaining
access to the value of the products or services to meet certain needs (Piscicelli et al., 2015;
Botsman and Rogers, 2010). Botsman and Rogers (2010) categorized collaborative
consumption into three systems: PSS, redistribution markets, and collaborative lifestyles.

Each of the systems has distinct ways to participate and function differently. PSS can be
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defined as “a mix of tangible products and intangible services designed and combined so that
they are jointly capable of fulfilling final customer needs” (Tukker 2004, page 246). It shifts
from an ownership-based lifestyle towards a “usage mindset”. Different from the traditional
individual private ownership model, customers pay for the benefit or the desired result of
using a product without needing to own the product. It maximizes the utility of the product
through a shared service (Botsman and Rogers 2010). On the other hand, the redistribution
market operates as a marketplace. It enables pre-owned goods to be re-used, re-commerce, or
swapped. In this model, ownership is transferred from one person to another, while the
redistribution market system facilitates the exchange of goods and transactions (Garrett,
Straker and Wrigley 2017). What can be shared, swapped, and traded goes beyond physical
goods. In the collaborative lifestyles model, people within the community can share and
exchange intangible assets such as time, skills, talent, space, etc. (Botsman and Rogers, 2010,
page 73). Businesses facilitate the connection between services-offering and service-seeking

individuals in a marketplace (Garrett, Straker and Wrigley 2017).

2.1.1 Collaborative Fashion Consumption (CFC)

“Collaborative consumption is people coordinating the acquisition and distribution of a
resource for a fee or other compensation.” (Belk, 2014 p1597). Compensation or a fee needs
to be considered to complete the collaborative consumption, in this definition, sharing or
gifting is excluded as there is no compensation involved. The specification encompasses
compensation to reduce the scope defined by Botsman and Rogers (2010), which includes “
traditional sharing, bartering, lending, trading, renting, gifting and swapping”. On the other
hand, CFC is explained by Iran and Schrader, (2017 p.472 ), “instead of buying new fashion
products, have access to already existing garments either through alternative opportunities to
acquire individual ownership (gifting, swapping, or second hand) or through usage options

for fashion products owned by others (sharing, lending, renting, or leasing)”.

In this article, we utilized both definitions, and expound the collaborative fashion
consumption as “consumers acquire or redistribute to pre-existing garments (resource) for a
fee or other form of compensation”. CFC can be broadly categorized into two types:
peer-to-peer (P2P) and business-to-consumer (B2C) (Iran and Schrader, 2017). Various forms
of B2C and P2P of the CFC are differently accepted and practiced by consumers. Influential

factors such as ownership and trust play a vital role in consumer’s acceptance


https://www.zotero.org/google-docs/?broken=y1OtLV
https://www.zotero.org/google-docs/?broken=y1OtLV
https://www.zotero.org/google-docs/?broken=fzswFo
https://www.zotero.org/google-docs/?6CgdP7
https://www.zotero.org/google-docs/?jewGep
https://www.zotero.org/google-docs/?k72XWe

(Becker-Leithold and Iran, 2018; Catulli, 2012). For instance, giving up ownership of
clothing is hard for some customers, hence they are more likely to engage in swap or resale
activities and less enticed to rental services which remove ownership (Park and Joyner
Armstrong, 2019a). On the other hand, there is a growing number of consumers who see the
benefits of access-based consumption and for them, fashion rental is a desirable business
concept. Hence, without the acceptance of such alternative fashion consumption patterns

from the consumer or industry, CFC cannot be successful.

2.1.2 Consumer Perception Towards Collaborative Consumption

In order to understand and develop a more collaborative business model and consumption
behaviors, customer perspective such as attitudes and preferences were investigated by many
studies (Zhang and Dong, 2021; Guzzetti, Crespi and Belvedere, 2021; Borg, Mont and
Schoonover, 2020; Ek Styvén and Mariani, 2020; Mukendi and Henninger, 2020; Day et al.,
2020; Camacho-Otero, Boks and Pettersen, 2019; Park and Joyner Armstrong, 2019a). The
user type could be two-way users, who participate in both ends of activities (both
renter/buyer and provider/seller) or one-way user, who only engage in one end of the
activities (either renter/buyer or provider/seller) (Philip, Ozanne and Ballantine, 2015). In the
peer-to-peer rental model, consumers can also be seen as providers and their willingness to
temporarily dispose of the goods is the foundation of the peer-to-peer business models
(Philip, Ozanne and Ballantine, 2015). Whereas in swapping and resale models, the
consumers can act as suppliers, and they redirect unwanted garments into a new supply
stream into the peer-to-peer or business-managed marketplace (Henninger, Biirklin and
Niiniméki, 2019). These consumer characteristics were not considered in our scope of
consumer perception as the motivation and barriers in participating from a provision position

are rather different from acceptance or acquisition position.

In this research, our primary focus is the renter or buyer - the user that is in the position of
acquisition in the collaborative consumption model. Such renter or buyer can either
participate in a peer-to-peer platform or business-to-customer marketplace. Since our aim is
to identify the pattern of consumer acceptance in the alternative business model, it is argued
that consumer acceptance plays a key role in the successful implementation of the alternative
business model, and the diffusion of the consumer market (Borg, Mont and Schoonover,

2020).
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2.2 Business Model

2.2.1 PSS Business Model

According to Borg, Mont and Schoonover (2020), business model innovation enables firms to
find more resource-efficient ways of creating and delivering value and to satisfy consumer
needs than traditional business models. This has led to the emergence of PSS, which can be
defined as an integrated combination of products and services that enables the creation of
value-in-use (Akbar and Hoffmann, 2020). PSS is found to be a growing trend among
companies in today’s globally competitive environment (Adrodegari et al., 2017), and has
attracted many researchers within the field of sustainability and circular economy. The PSS
business model shifts businesses towards a resource-efficient and resource-creation
revolution and thereby has the potential to improve efficiency, which can lead to positive
economic and environmental effects for industry and society and increase the
competitiveness of a firm (Reim, Parida and Ortqvist, 2015). Moreover, PSS models offer
opportunities for better control and knowledge of the product being used and in consequence,
better customer understanding, increased profit, a long-term return on investment, stable cash
flow, and cost reduction (Bake, Pereira Pess6a and Sipke, 2020). Despite these benefits, it is
suggested that PSS constitutes a major managerial challenge which is largely due to the fact
that services require different organizational principles, processes, and structures that are not
fully understood by product manufacturers (Bake, Pereira Pessdéa and Sipke, 2020).
Difficulties might arise due to not having a complete understanding of the broader issues

associated with developing and offering PSS.

One of the earliest attempts to categorize PSS was done by Tukker (2004) who distinguishes
between three main types of PSS business models: (1) product-oriented, (2) use-oriented, (3)
results-oriented. Product-oriented PSS functions similarly to the traditional business model
with the sale of products but also includes some service “add-ons” such as product-related
services or a take-back agreement at the ends of the products’ life (Tukker, 2004). In
use-oriented PSS (uPSS), customers pay for access rather than ownership of the product and
can range from product lease, renting or sharing, to product pooling. Typically in a
result-oriented PSS, the client and provider agree on a result with no predetermined product

involved and can include outsourcing of services or pay-per-service units. PSS business
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models have emerged within the discipline of collaborative consumption and sharing
economy and can be seen in various industries, and more recently in fashion (Arrigo, 2021).
For the fashion industry, a PSS can provide a mechanism to increase product quality and
longevity, and alternative consumption models that reduce consumption and the

environmental impact of production (Santos, Campos and Miguel, 2019).

2.2.2 Alternative Business Models

Pal (2016) classified rent, swap, lease in the uPSS model. Armstrong et al. (2015) highlighted
clothing PSS models in the form of take-back, repair, redesign, rent, swap, lease, etc. On the
other hand, CFC can be further classified into two categories: utility-based non-ownership
(UNO) and redistributed ownership (RO), and four distinctive business models are defined:
short-term or subscription-based renting, swapping, and resale (Joyner Armstrong and Park,
2017). In this typology, UNO does not involve the transfer of ownership, consumers only pay
and access the material goods for the purpose of utility. On the contrary, RO still involves
ownership, in both swap and resale models, ownership is transferred permanently. Perlacia,
Duml and Saebi (2017) proposed a typology to differentiate clothing PSS models on the basis
of (1) transfer of ownership (rent, sold, lease, swap, etc), and (2) the role of the firm
(distributor or peer-to-peer platform). Based on this matrix, four types of models are further

developed. Figure 1 illustrates the matrix of the clothing uPSS business models.
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Figure 1. Fashion-sharing Business Models Matrix developed by Perlacia, Duml and Saebi (2017).


https://www.zotero.org/google-docs/?broken=6oVvOe
https://www.zotero.org/google-docs/?broken=SSmPKY
https://www.zotero.org/google-docs/?broken=cBcIku
https://www.zotero.org/google-docs/?6emyZ8
https://www.zotero.org/google-docs/?6emyZ8
https://www.zotero.org/google-docs/?broken=JQmKkz
https://www.zotero.org/google-docs/?broken=JQmKkz
https://www.zotero.org/google-docs/?broken=JQmKkz

On the left corner lies the ‘traditional retailer model’ which stands for the conventional
business model that goods are made, and the ownership is permanently transferred upon
transaction (Perlacia, Duml and Saebi 2017). Product-oriented PSS, such as repair,
maintenance, alteration, take-back service can be incorporated into the business model to
provide additional value (Pal 2016; Lang and Armstrong, 2018). Examples of this model are
Houdini’s repair service (Holtstrom, Bjellerup and Eriksson 2019); Patagonia (Michel et al.
2019).

On the other hand, the platform-sharing model and e-commerce model retain no ownership of
goods, while the role of the firm is to provide platforms or marketplaces on which individuals
can exchange and transfer the ownership of the goods. Swap, as peer-to-peer exchange of
goods in the pursuit of redistributing ownership from one to another without monetary
transaction or exchange of value, the services are either organized by individuals or firms
(Henninger, Biirklin and Niinimiki, 2019). Examples of swap models are Clothing Swap
Meet Ups in New York City, Diva Eva Clothing Swap, and Fashion Stimulus Clothing Swap
(Armstrong, et al. 2016; Lang and Armstrong, 2018).

Redistribute e-commerce model, resale or re-commerce, retains value in products that have
already been produced and have typically gone through at least one cycle of use. The transfer
of ownership is permanent (Perlacia, Duml and Saebi 2017; Hamanaka 2021). Many of the
current business models are similar and yet they differ as well. It could be either that the
company provides platforms that facilitate direct exchange between buyer and seller, for
examples, depop, Tradesy, or Vestiaire Collective; or a managed marketplace, where
companies organized the to-be-sold items on their platform, and compensation or equivalent
value were given to the seller after the product is sold to the buyer, examples are ThredUP,
The Real Real, and Rebag (Thredup, 2020). Often well merchandised, the resale market is
typically curated in terms of product offerings; ranging from mass-market fashion (midrange)

to higher-end or even vintage clothing.

Last but least, is the fashion-rental model. In this model, firms offer rental services to
customers. Customers do not have complete ownership of the goods, but only have temporary
access to the items. Within the fashion-rental model, subcategories can be further developed
based on the pricing model and value proposition (Perlacia, Duml and Saebi 2017). Currently,

there is no consensus on the terms and definitions of each subcategory. Nonetheless, three
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types of rental models are often discussed in the literature: (1) Short-term rental, a one-off
rental for a specific time period. Customers do not pay a monthly fee but only pay-per-use for
special occasions or functions (Fashion For Good 2020). (2) The subscription model, or
Netflix model (Perlacia, Duml and Saebi 2017). Customers pay a fixed monthly subscription
fee to gain access to a range of garments offered by service providers, and can temporarily
use the goods for an agreed renting period of time. Examples of such models are Rent the
Runway, Letote, and It’s Re:leased. (3) Fashion library model. In contrast to the subscription
model, fashion libraries have a more complex pricing model, and often offer a homogeneous

price per item system (Pedersen and Netter 2015).

In this research, we define the alternative business model, based on the definition provided by
Perlacia, Duml and Saebi (2017), and Joyner Armstrong and Park (2017). We simplified into
three categories based on the type of services:

1. Rental: Both short-term, subscription-based, or fashion libraries are classified as
rental models. Their characteristic lies in non-ownership - lack of transfer of
ownership of the goods, and that the consumers only have temporary access to the
items.

2. Swap: The characteristic of swap 1is (1) exchange of goods between
customer-to-customer, (2) transfer of ownership (3) giving and receiving take place
without monetary transaction or exchange of value. Swapping can be organized by the
consumers themselves (P2P) or by an organization (B2C) (Becker-Leifhold and Iran,
2018).

3. Resale/re-commerce: Limited to the resale of secondhand products between
peer-to-peer or consumer-to-business-to-consumer. Ownership is transferred upon

transaction and redistributed to the buyer.


https://www.zotero.org/google-docs/?broken=yOwyXN
https://www.zotero.org/google-docs/?broken=yypaAU
https://www.zotero.org/google-docs/?broken=yOwyXN
https://www.zotero.org/google-docs/?yozCkF
https://www.zotero.org/google-docs/?tXO9P6
https://www.zotero.org/google-docs/?tXO9P6

2.2.3 Business Model Canvas

Although the views about the nature, structure, and evolution of business models differ, there
is a basic consensus that a business model explains how a business creates and delivers value
to the customers (Adrodegari et al., 2017; Pedersen and Netter, 2015). Moreover, the business
model also describes how a firm is linked to external stakeholders and engages in economic
exchanges with them to create value. Through its resources and capabilities, firms can
develop mechanisms to create, deliver, and capture value to achieve a competitive advantage
and survive in the long term (Arrigo, 2021). According to Tukker (2004), the ability to
capture value is highly important to determine the viability of a PSS. The business model
canvas is one of the many frameworks that has been used to describe business models and
their internal and external components in the literature and has gained consensus and
diffusion in the managerial and academic communities (Adrodegari et al., 2017). It is argued
by Adrodegari and Saccani (2017) that the main elements that characterize a PSS business

model can be identified by adopting the business model canvas structure.
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Figure 2. The business model canvas

Source: https://www.strategyzer.com/canvas/business-model-canvas
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The business model canvas is built upon nine different building blocks to explain how a
company creates, configures, and captures value (see Figure 2). Below, we will discuss each

component and its relevance for PSS.

e (Customer segments. This component aims to define the different groups of people or
organizations an enterprise aims to reach or serve (Osterwalder, 2010). It is suggested
that addressing the right customer segment with the appropriate value proposition is a
critical success factor of the PSS (Adrodegari et al., 2017). Thus, it is vital to define
the target customer segment to understand how customers’ perceptions, depending on
their culture or mindset can influence a specific value proposition (Reim, Parida and
Ortqvist, 2015).

e Value proposition. The value proposition indicates how a customer will benefit from
choosing a firm’s products and services (Osterwalder, 2010). In a PSS, there is a
switch from value-in-exchange to value-in-use where the value for the customer can
be generated in various ways, introducing different configurations of value
proposition (Adrodegari et al., 2017). These different approaches create new
arrangements of company/customer responsibilities.

e Channels. The channels focus on describing how a company communicates with and
reaches its customer segments to deliver a value proposition (Osterwalder, 2010). In
the PSS business model companies need to consider how they create awareness of the
service offering and communicate the added value (Adrodegari et al., 2017)

e (ustomer relationships. This describes the types of relationships a company
establishes and maintains with specific customer segments (Osterwalder, 2010). It is
suggested that customer relationships are critical success factors in PSS (Adrodegari
et al., 2017). Moreover, the building of closer relationships with customers can be
done through increased operational links, information exchange, legal ties, and the
establishment of cooperative rules (Barquet et al., 2013).

e Revenue streams. Companies can generate revenue by selling products, services,
continuous access to services (i.e., subscription, temporarily granting someone the
exclusive right to use a particular product (i.e., lending, renting, or leasing), etc.
(Osterwalder, 2010). As there is a shift from ownership to access in PSS, the revenue
stream evolves from one-off transactions and to continuous payment over time to

outcome- or output-based (Adrodegari et al., 2017).
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e Key resources. The key resources allow companies to create and offer value
propositions, maintain relationships with the customers, and generate revenues
(Osterwalder, 2010). It is suggested that PSS providers must make significant
investments in human assets and might require new competencies to deal with
customers (Barquet et al., 2013).

e Key activities. Companies need to undertake a series of key activities in order to serve
customers before, during, and after-sales (Osterwalder, 2010). In a PSS business
model, companies must focus on the key activities of their customers, as opposed to
concentrating their efforts on activities related to physical products (Barquet et al.,
2013). A dependency is created between the company’s operations and customer’s
activities and therefore essential activities are performed before, during, and after the
product’s usage phase.

e Key partnerships. Partnerships are becoming the foundation of many businesses and
companies create alliances to optimize their business, reduce risk, or acquire
resources (Osterwalder, 2010). PSS business embraces a complex network of
suppliers and competencies where the establishment of a PSS network requires the
identification of actors and of the core competencies they can provide (Barquet et al.,
2013).

e Cost structure. This building block describes the most vital costs incurred while
operating under a particular business model (Osterwalder, 2010). It is suggested that
cost structure management and price definition are challenges to the success of PSS
due to the fact that pricing models become more complex when considering the value

of both the product and service (Barquet et al., 2013).
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3 Methodology

The methodology utilized for this study is presented in the following section, including the

research design, material collection methods, and a description of the analysis.

3.1 Research Design

The research was conducted using a qualitative approach. According to (Bryman, 2012),
qualitative research emphasized words rather than quantification in the collection and
analysis of data. In this approach, data is used to understand the social world through the lens
and interpretation of the world by its participants. In general, data extraction involves coding,
and it is vital to determine whether coding will be an inductive or deductive approach (Suri
and Clarke, 2009). The approach of this paper was based on deductive reasoning, as the
research aim and research question were clearly proposed, with a structural framework to be
referenced upon. According to Xiao and Watson (2019), a stand-alone literature review can
be grouped into four categories based on the purpose of the review: describe, test, extend and
critique. This study is designed to be a descriptive review, as it ‘examines the state of the
literature with pertinent to a specific research question, topical area or concept’ (Xiao and
Watson, 2019, p95). The research was solely based on the collection of secondary data which
are data gathered previously by other researchers. The use of secondary data allows the
possibility for researchers to obtain data more cost-effectively and avoid the time-consuming
process of gathering primary data (Bryman, 2012). Moreover, the use of such data can lead to
high-quality research as the sampling procedure can result in samples that are as close to
being representative as one is likely to achieve and that many data sets have been generated

by highly experienced researchers (Bryman, 2012).

3.2 Research Method

A systematic review is to synthesize research in a systematic, transparent and reproducible
approach in order to identify and critically evaluate relevant research and collect and analyze
data from the research field (Synder, 2014). The analysis of literature aims to reveal
materials that have been created by previous researchers. The objective of the literature
review is to summarize existing research to further identify the patterns and themes.

Secondly, it also contributes to theory development by identifying the conceptual framework
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extended in the field. (Meredith, 1993). As mentioned before, the existing literature on
alternative fashion business models seems to be scattered and lacks a holistic approach. For
example, it was found that the current literature is mainly focused on either the consumer
perspective or organizational perspective. Hence, a holistic understanding of the factors that
shape consumer acceptance and the barriers perceived by the consumers that hinder the
adoption of alternative business models, and how these firms operate to create, configure, and
capture value is lacking. Therefore, this research method was deemed the most appropriate
for our research purpose, as it allows us to critically analyze existing literature to further
identify patterns and themes. By reviewing the articles systematically, bias can be minimized,
and reliable findings can merge (Synder, 2014). It can contribute to the development of
theory or conceptual content. Both qualitative and quantitative aspects of the data need to be
considered in order to develop a representation of the relationships between elements
(Brewerton & Millward 2001, p153). To assess the frequency of categories being encoded,
the classification of text to categories should be quantitatively evaluated, however, the
quantitative results need to be interpreted qualitatively ‘against the background of the original
research objective’ to ensure correct interpretation of the codes (Mayring, 2003, p19). In this

research, we adopted Mayring’s (2003) methodology, which comprises the following steps:

1. Material collection:
The material to be collected is defined and delimited based on several criteria. The
unit of analysis is defined as a single paper.

2. Descriptive analysis:
Criteria for a descriptive dimension are created in order to assess the materials. The
criteria include publication year, research method, and methodology, country of the
research county, type of service.

3. Category selection:
Analytic categories and structural dimensions that form the theory are defined.
Definitions and coding of the categories are determined.

4. Material evaluation:
Materials are further analyzed and sorted according to the categories and the structural

dimensions.



Figure 3 shows the process of structuring content analysis, the feedback loop that revises
structural dimensions and analytic categories may be carried out throughout the process and

distilled into various steps depending on the need and the development of the research.
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Figure 3. The Research Process of Structuring Content Analysis (Mayring, 2003).

3.3 Selection and Justification of Research

The study approach was chosen to gain an overview of the current state of research within the
area of alternative business models in the fashion industry. As mentioned before, existing
literature has either focused on the alternative fashion consumers and consumption or
alternative business models, hence adopted either a consumer or organizational perspective.
Moreover, the literature seems to be scattered in the sense that earlier studies are more
focused on the alternative business model, whereas studies on alternative fashion consumers
and consumption can be found in more recent studies and to a greater extent. Thus, the
research aims at providing a holistic approach to the topic by focusing on both the consumer
and company perspective. This will be done by investigating the factors that shape consumer
acceptance, the barriers as perceived by the consumers to the adoption of alternative fashion
business models, and how these companies manage their business models. Thus, we aim to
extend the understanding of alternative business models by focusing on both the consumer
and organizational perspectives. Additionally, it can serve as a starting point for further

research on how alternative business models can become mainstream in the fashion industry.



3.4 Material Collection

While collaborative consumption and PSS business models have increased in recent years
across various industries; this is still a relatively new phenomenon in the fashion industry and
the number of related publications is still rather limited. With the research aim to look at the
alternatives business models in the fashion industry, the search keywords string were defined.
No time period criteria in terms of publication year were defined for the search of the articles
in order to collect a wide and significant amount of data. The articles were merged using
keywords such as ‘Collaborative consumption’, ‘product-service system’, ‘fashion’,
‘clothing’, ‘garment’, or ‘Apparel’. The defined keywords were combined as follows:
‘Collaborative consumption” AND ‘Product-service system*’ AND (‘Fashion’ OR ‘Clothing’
OR ‘Garment” OR ‘Apparel’). Logical operators (OR, AND) and wildcards (*) were utilized
to combine words or topics in order to maximize the number of papers. The database Scopus
was chosen, as it is one of the largest and citation databases of peer-reviewed literature
(Scopus, 2021). The search data was limited to the English language only, due to the
limitation of the language ability of the authors. Data includes review articles and research
articles while excluding books or conference papers. This initial step resulted in a number of
160 articles. All articles were downloaded and transferred to Zotero, a reference management

software.

The following criteria were considered for screening:
1. Articles must be related to the fashion industry.
2. Papers that are related to the fashion industry however focus on Life Cycle

Assessment and environmental impact were also excluded.
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Figure 4. Search Process.

According to the screening criteria, papers that focused on collaborative consumption or PSS
but outside the context of the fashion industry were not considered. As the literature review
focuses on the consumer and organizational perspective, articles that are related to
environmental impact or LCA calculation were also excluded. Based on these two sets of
criteria, the initial screening of the articles is based on reading the title and abstract, and 79
articles were filtered out in this step. The secondary screening was conducted after reading
the full paper, and 40 papers were screened out in this stage. In step three, articles that were
not about alternative business models, and using design research methods were filtered out as

these papers do not contribute to the analysis of the content.

3.5 Descriptive Analysis

Descriptive dimensions were used to classify the papers, in order to provide insights into the
material. The analysis was based on the following criteria:
1. The distribution of publications across the time period
2. The research methodology applied in the paper
3. Additionally, countries in which research or case companies are located were
considered as a part of the categories, in order to identify research or business

dominance in terms of countries or continents (Garfield 2004).



4. Consumer or organizational perspective

5. Type of service: Rental/leasing, swap, or resale

3.6 Category Selection

Structural dimensions and analytic categories were further developed to structure the
classification, these can be derived either deductively or inductively (Mayring, 2003). In this
research, we applied the deductive method, as the study was carried with clear research
questions, purpose, and topic. The key focus of the research, in which sub-categories are
created (1) consumer perceived values and motivations (2) consumer-related barriers (3)

business models and strategy.

3.7 Material Evaluation

The materials were further evaluated, analyzed, and narrowed down. In order to categorize
the articles, all the remaining articles after the first two screenings were read and short
descriptions were added. Following the generic process model (Mayring, 2003) content
analysis was adopted to analyze the text content by inductively identifying categories. Each
article was analyzed independently and coded. No specific software was used to code or map
the nodes in the research, due to the limitation of budget and accessibility of the researchers.
However, all articles were imported into Zotero, a reference management program that
facilitates the capture and organization of papers, identifying and eliminating duplicates of
articles. It also ensures the accurate number of studies reviewed for inclusion and exclusion,
as well as accurate citing of references (Lorenzetti & Ghali, 2013). Three main content areas
were identified to structure the findings: drivers to the adoption of alternative business
models, barriers to the adoption of alternative business models, and business models and
organizational aspects. The underlying themes emerged upon reading in the full text, and
through a qualitative content analysis approach, that underlying meaning was researched.

Each of the articles was added tags to categorize the defined content areas and color-coded
within the research articles. Coding is employed to organize the units of meaning into defined
conceptual categories (Bryman 2012). The rules of the coding provide guidance for both
researchers involved, hence improve the inter-coder reliability. The organization of

color-coding in the research article is shown in Appendix I.



To simplify the process of quantitative analysis, each article was later imported into Google
sheet, where additional columns were added in order to categorize the articles into different

dimensions as mentioned in section 3.5.

3.8 Research Quality

According to (Bryman, 2012), the most prominent criteria for the evaluation of social
research are reliability, replication, and validity. Qualitative data analysis can be challenging
due to the richness the data can provide. Moreover, as there is a large body of information
that is available and needs to be structured, the process can be rather difficult. However, as
the data is interpreted and can be influenced by the researchers' preconceptions, qualitative

research can be seen as subjective and thereby weak internal validity (Bryman, 2012).

For a systematic literature review, the reliability of the research is strongly linked to its
replicability which concerns how the study can be repeated and conducted the same way in a
different setting and generate the same results (Bryman, 2012). It is suggested that a quality
literature review must have both depth and rigor, i.e., it needs to demonstrate an appropriate
strategy for selecting articles and capturing data and insights to contribute with something
beyond a recitation of previous research (Snyder, 2019). Throughout the research, all steps
taken to collect the data were presented and the description of the data collection is fully
presented to ensure replicability. Moreover, by providing a vivid content of the methodology,
such as decision-making factors, research techniques, and methods, we aimed at reaching a
high level of transparency and thereby external reliability (Bryman, 2012). Since this study
was limited to a given timeframe, limited data could be collected and analyzed. In a
systematic literature review, data is not restricted to a certain time period, geographical
location, or type of data and can range from qualitative and quantitative data to case studies
and survey results (Bryman, 2012). This makes the outcome for this research generalizable

and ensures increased external validity as the data gathered is not limited.
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4 Results

In this section, the results from the systematic literature review are presented and divided into
two subheadings: descriptive analysis, and content analysis. In the descriptive analysis, the
distribution of publications by time, methodology, country, perspective, and type of service
are outlined. For the content analysis, the results based on the identified themes, mentioned in

section 3.6 are presented.
4.1 Descriptive Analysis

4.1.1 The Distribution of Publications Across the Time Period

The notion of collaborative consumption has gained popularity since the book “ What’s Mine
is Yours” (2010) been published by Rachel Botman and Roo Rogers. However, it did not gain
attraction to the mainstream fashion industry, until recent years. The distribution of research
articles between 2015 and April 2021 shows that the research topic on “collaborative
consumption” and “PSS” in the fashion industry is a relatively new concept. As mentioned in
Section 3, the initial search string does not set any limitations in the time period. The first
article appeared in 2013 (Catulli et al., 2013), and one in 2014 (Belk, 2014). However, both
of these articles were found to be irrelevant to the scope of our research and were screened
out based on our criteria. An increase in the number of publications over the years is
observable, especially in 2018, in which the number almost doubled compared to 2015-2017.
This reflects the growing interest in alternative business models that facilitate collaborative

consumption in the fashion industry.
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Figure 5. Overview of the Research Articles by Publication Year.
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4.1.2 Analysis based on Research Methodology

The research methodology applied in the paper was analyzed. Out of the total 41 articles, 23
papers employed quantitative research methods. Out of those, 21 papers were conducted
using surveys. These articles mainly focused on consumer attitude and motivation towards
the collaborative fashion business models, such as rental, swapping, or purchase of
second-hand goods. On the other hand, 18 papers out of the total, employed qualitative
research methods. Out of those, 7 adopted case studies, and 5 conducted interviews. This
analysis confirms the disproportionate number of studies carried out with surveys using
hypothesis scenarios (Borg, Mont and Schoonover, 2020; Arrigo, 2021). The rest of the
articles were either models, content analysis, data mining, or review articles. Only two papers
are theoretical conceptual in nature, this is not a surprise as new and unexplored fields were

often focused on empirical research.

Qualitative

Quantiative

Figure 6. Overview of the Research Methodology.

4.1.3 Country & Continent

The descriptive results of the review articles show that 41 research articles were conducted,
cases or consumer markets that the research conducted on were widely spread in a total of 44
countries, while 5 papers do not have any country specification. Most of the articles came
from the U.S, accounting for 9 articles. Followed by Sweden, which results in 7 articles. In
total, there are twenty-three articles based in the European Union, while ten of them were
specified in Nordic countries. On the Oceania continent, only New Zealand contributed with

one article. Furthermore, nine articles were conducted based in Asian countries (China,


https://www.zotero.org/google-docs/?iRRTOB

Taiwan, Korea, India, and Iran). While only one country from South America (Colombia)
was mentioned in one article. The publication overview by country reaffirmed that the
research of clothing rental, swapping, or shared consumption is second-largest underexplored
in the middle-income or developing countries, while it has attracted marketers and
academicians in the Global North to a larger extent (Davidson, Habibi, and Laroche, 2018;

United Nations Environment Programme, 2017).
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Figure 7. Overview of the Research Articles by Country.

4.1.4 Consumer or Organizational Perspective

The analysis results show that out of the 41 articles, the majority are focused on the consumer
perspective amounting to 26 articles. On the other hand, only about 20%, i.e. 9 articles, are
focused on the organizational perspective, whereas 6 articles have an organizational and

consumer focus.
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Figure 8. Overview of Research Articles by Perspective.

4.1.5 Type of Service

The analysis results show that the majority of articles reviewed mainly focus on the rental
business model, i.e. 20 articles. The second-largest type of services that are discussed in these
articles is a combination of all alternative business models covered in this research, i.e.,
rental, swapping, and resale. This 1is followed by rental/resale, swapping, and
rental/swapping, respectively. In total, only one article was solely focused on the resale

business model.

Renting + Resale
14,6%

Renting + Swapping

7,3%
Rental
48,8%
All
19,5%

Resale
2,4%
Swapping
7,3%

Figure 9. Overview of the Research Articles by Type of Service.
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4.2 Content Analysis

In order to obtain a coherent overview of the topics covered by the literature on alternative
business models, the content of all 41 articles was carefully reviewed and analyzed. First, the
articles were read in full and categorized into provisory subject areas based on the
researcher’s assumption of similarity factors that could be derived. Secondly, the areas were
later compared and divided into main categories. When the articles had been classified
according to the main themes, a repeated data analysis was conducted but with a stronger
focus on the relevance of the research. The results of the analysis indicated that the research
papers can be categorized into three main themes: (1) drivers to the adoption of alternative
business models, (2) barriers to the adoption of alternative business models, and (3) business
models and organizational aspects. The following table provides an overview of all authors
of the selected literature divided into the three identified areas. In addition, some articles
overlap in the themes and therefore some articles were assigned to several themes. To get a
more representation of research articles within the main areas, a total of 25 articles were
selected based on the “drivers of alternative business models”. For the “barriers of alternative
business models”, 18 articles were identified and 11 articles’ results were taken for the area

“business models and organizational aspects”.

Table 1. Content Analysis Results of Topics of Research Articles.

Content Areas Articles

Zhang and Dong, 2021; Lee, Jung and Lee, 2021; Baek
and Oh, 2021; Guzzetti, Crespi and Belvedere, 2021;
Shrivastava et al., 2021; Borg, Mont and Schoonover,
2020; Ek Styvén and Mariani, 2020; Mukendi and
Henninger, 2020; Jain and Mishra, 2020; Day et al., 2020;
Lang, Li and Zhao, 2020; Lee and Chow, 2020;
Drivers to the adoption of Camacho-Otero, Boks and Pettersen, 2019; Khan and
alternative business models | Rundle-Thiele, 2019; Lang, Seo and Liu, 2019; McNeill
and Venter, 2019; Lang and Zhang, 2019; Iran, Geiger and
Schrader, 2019; Lang, 2018; Tu and Hu, 2018;
Becker-Leithold and Iran, 2018; Lang and Armstrong,
2018; Lang and Joyner Armstrong, 2018; Park and
Armstrong, 2017; Johnson, Mun and Chae, 2016

He, Sopjani and Laurenti, 2021; Lee, Jung and Lee, 2021;
Baek and Oh, 2021; Borg, Mont and Schoonover, 2020;
Barriers to the adoption of | Clube and Tennant, 2020; Mukendi and Henninger, 2020;
alternative business models [ Jain and Mishra, 2020; Day et al., 2020; Lang, Li and
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Zhao, 2020; Lang, Seo and Liu, 2019; Henninger, Biirklin
and Niinimiki, 2019; McNeill and Venter, 2019; Lang and
Zhang, 2019; Park and Joyner Armstrong, 2019b; Lang,
2018; Park and Armstrong, 2017; Schaefers et al., 2016;
Becker-Leifhold and Iran, 2018

Business models and
organizational aspects

Arrigo, 2021; Borg, Mont and Schoonover, 2020; Clube
and Tennant, 2020; Holtstrom, Bjellerup and Eriksson,
2019; Adam, 2018; Adam, Strdhle and Freise, 2018; Stal
and Jansson, 2017; Schaefers et al., 2016; Pal, 2016;
Pedersen and Netter, 2015; Binninger, Ourahmoune and
Robert, 2015

4.2.1 Drivers to the Adoption of Alternative Business Models

Acceptance of and adoption in different types of alternative fashion business models is

influenced by several factors and conditions as summarized in Table 2. A useful classification

of factors is offered by Camacho-Otero, Boks and Pettersen (2019); Borg, Mont and

Schoonover (2020); Baek and Oh (2021). This study was inspired by the previous researchers

and categories the factors into the following: (1) Economic factors (2) Emotional factors (3)

Social factors (4) Sustainability values (see Table 2).

Table 2. Factors and Drivers to the Acceptance of Alternative Business Models.

Type of drivers | Examples from the review Author
literature
Cost Guzzetti, Crespi and Belvedere, 2021; Ek
Price attractiveness Styvén and Mariani, 2020; Lang, Li and
Economic Affordability Zhao, 2020; Day et. al., 2020; Lee, Jung
factors Frugality; Frugal shopping and Lee, 2021; Mukendi and Henninger,
Bargain hunting 2020; Baek and Oh, 2021; Borg, Mont
Space-saving and Schoonover, 2020; Camacho-Otero,
Product variety Boks and Pettersen, 2019
Recreational motives McNeill L., Venter B., 2019; Guzzetti et
Desire for change al, 2021; Lang and Armstrong, 2018;
Experiment Becker-Leithold, 2018; Lang and Zhang,
Fashion involvement 2019; Lang, 2018; Lee, Jung and Lee,
Emotional Uniqueness 2021; Mukendi and Henninger, 2020;

factors Self-expression Baek and Oh, 2021; Borg, Mont and
Playfulness
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Aesthetic appeal Schoonover, 2020; Camacho-Otero, Boks

Perceived enjoyment and Pettersen, 2019

Attitude Lang, Seo and Liu, 2019

Identify and status Iran et al., 2019; Becker-Leithold, 2018;

Status Consumption Shrivastava et al., 2021; Lang and Zhang,

Social norms 2019; Jain and Mishra, 2020; Lee &

Subjective norm Chow, 2020; Zhang and Dong, 2021;

Previous experience Lang and Armstrong, 2018; Iran et al.,
Social factors | Peer influence 2019; Lang and Armstrong, 2018;

Fashion leadership Johnson et al., 2016; Tu & Hu, 2018;

micro-celebrities Camacho-Otero, Boks and Pettersen, 2019

Social shopping value
Virtual social capital

Anti-consumption McNeill and Venter, 2019; Guzzetti et al,
Ethical and ecological 202; Borg, Mont and Schoonover, 2020;
Sustainability | concerns Ek Styvén and Mariani, 2020; Mukendi
values Perceived sustainability and Henninger, 2020; Baek and Oh, 2021;
Social responsibility Khan and Rundle-Thiele, 2019
Other Self-efficacy Tu & Hu, 2018

The first category refers to economic factors. In this category, most studies investigated the
role of cost, financial value dimension, and utilitarian values.

Affordability and saving money were mentioned in many studies in both the rental and
second-hand resale business models. The ability to experience high-end and high-quality
products which the consumers would not otherwise be able to afford (Lang, Li and Zhao,
2020); able to buy more while paying a fair or reduced price (Ek Styvén and Mariani, 2020).
Product variety that is to have more options to choose from (Lang, Li and Zhao, 2020), and
keep a variety of clothing in the consumers’ wardrobes (Mukendi and Henninger, 2020), is
another factor that attracts the consumers, particularly in fashion rental service (Tu and Hu,
2018). Another aspect is the efficient use of personal resources, for instance hunting for
bargains (Ek Styvén and Mariani, 2020; Borg, Mont and Schoonover, 2020; Guzzetti, Crespi
and Belvedere, 2021), and saving space in the closet (Lee et al., 2021; Mukendi and
Henninger, 2020).

The cost-benefit and the opportunity to save money were found to be paramount factors for

consumers to choose the alternative collaborative consumption model over the traditional
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business model (Day et al., 2020). In the study by Day et al. (2020), no other drivers towards
the adoption of alternative business models were found more notably for cost-saving
opportunities. Becker-Leifthold (2018) also found no significant relationship between

cost-consciousness and motivation to collaborative consumption.

The second category refers to emotional factors, which are often linked to hedonic
experience, self-expression, and perceived enjoyment. The study conducted by McNeill and
Venter (2019) found that the drivers for young women to engage in sustainable consumption
models are mainly hedonic emotional experience, self-concept, and self-expression.
Particularly in the second-hand resale market, acquiring exclusive, unique, one-in-stock-only
items are the source of pleasure, this aligns with other studies in which uniqueness of goods
are perceived as a positive benefit of resale or swap business models (Lang and Armstrong,
2018; Camacho-Otero, Boks and Pettersen, 2019; Borg, Mont and Schoonover, 2020;
Guzzetti, Crespi and Belvedere, 2021). Experiment, playfulness, desire for change rank high
in the rental models, in which consumers have the opportunity to try out seasonal trends and
experiment with different clothes without committing to a certain style (Guzzetti, Crespi and
Belvedere, 2021; Mukendi and Henninger, 2020) These factors are the foundation of
perceived enjoyment and are one of the strongest contributors to partake in collaborative
consumption (Baek and Oh, 2021; Lang, 2018; Lee, Jung and Lee, 2021). Perceived
enjoyment can also be found in customer-to-customer relationships, peculiarly in swapping
models. According to Lang and Zhang (2019), swap clothing is considered to be a social
activity. During the swap event, customers gather together and share ideas and update outfits
at zero cost. The interaction between friends and people with the same interest generates fun

and pleasure for consumers

Social factors are the third category. Subjective norm, defined as the “perceived social
pressure to perform or not perform a behavior”, this prescription influences consumer’s
intentions and behavior (Ajzen, 1991). The subjective norms and attitudes are the key
predictors of consumer’s intentions to participate in collaborative consumption business
models. Studies links subjective norms with fashion leadership (Lang and Armststrong,
2018); previous experience with collaborative consumption in offline settings (Johnson et al.,
2016); interpersonal relationship, in which interpersonal source of information coming from
friends, superiors, classmates and other peers are influential to the consumer (Tu and Hu,

2018). Moreover, status consumption also drives the consumers towards the alternative
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models, in particular rental fashion. Fashion rental or second-hand luxury resale enables
consumers to keep up with the latest fashion trends, and luxury goods that they may
otherwise not be able to afford (Becker-Leithold, 2018). Similar results were found in the
study conducted by Lee, Jung and Lee (2021), consumers who follow the latest trends and
need style conformity to secure their status are likely to participate in rental services.
Especially in a collectivist culture such as India, pointed out by Jain and Mischra (2020), the
primary intention to consume high-end luxury goods is to exhibit their social status, and such
social projection is the most significant predictor of partaking in alternative business models.

Fashion leadership and micro-celebrity are also found to form a positive attitude to adopt
clothing renting and swapping (Lang and Armstrong, 2018; Shrivastava et al., 2021). The
endorsement by mirco-celebrities on social media can influence the consumer's mindset to
adopt collaborative consumption models (Shrivastava et al., 2021). Social shopping value is
defined as the “enjoyment of shopping with friends and family, socializing while shopping
and bonding with others while shopping” can be seen as a hedonic motivation, but also
perceived as social values. Particularly in the swapping event, highly socialized activities can
give the swappers a sense of belonging in the community of people with the same interests
(Lang and Zhang, 2019). Similar patterns were observed by Zhang and Dong (2021), Virtual
social capital is generated in the virtual community through social media interactions. The
online community where similar hobbies and common pursuits are shared can facilitate the
adoption of collaborative fashion consumption and influence consumption habits (Zhang and

Dong, 2021).

Finally, the last category is sustainability values. Few studies have investigated the
environmental impact of collaborative fashion consumption. Environmental benefits of
purchasing second-hand clothes, such as resource efficiency, and waste reduction lead to a
positive attitude toward the resale market (Ek Styvén and Mariani, 2020). The awareness of
overconsumption in the fashion system which leads to the growth of anti-consumptionism
also fosters motivation in adapting to alternative business models, so as customers can keep a
distance from the traditional consumption system (Ek Styvén and Mariani, 2020; Guzzetti,
Crespi and Belvedere, 2021). In the research conducted by Mukendi and Henninger (2020),
consumers associate renting with sustainability values. The users believed that rental fashion
can reduce clothing waste by increasing the use cycles, while the users can still be engaged in
the fashion trends. On the contrary, studies conducted by Day et. al. (2020) and
Camacho-Otero, Boks and Pettersen (2019) and Baek and Oh (2021) found environmental
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values have a very limited effect on attitude or intention to adopt alternative business models.
Green consumption and perceived environmental benefits do not stimulate rental fashion
behaviors. According to Day et al. (2020), the sacrifices a consumer is expected to make
outweigh the perceived environmental gain. Based on their research, there are
attitude-behavior gaps and value-action gaps, arguably positive attitudes or sustainability

values do not perforce into corresponding practices (Day et. al., 2020).

4.2.2 Barriers to the Adoption of Alternative Business Models

The barriers to the adoption of alternative business models found in the literature are
summarized in Table 3. Here they are classified into six main categories, namely: financial
risk, arrangement, performance risk, social risk, psychological risk/lack of ownership, and

lack of trust and information.

Table 3. Barriers to the Adoption of Alternative Business Models.

Type of barrier

Examples from the review
literature

Author

Financial risk

Cost is perceived as to be
greater than the benefits
Access more expensive than
buying

Lee, Jung and Lee, 2021; Borg,
Mont and Schoonover, 2020; Jain
and Mishra, 2020; Lang, 2018

Arrangement

Lack of flexibility
Accessibility
Time-consuming

He, Sopjani and Laurenti, 2021;
Mukendi and Henninger, 2020

Performance risk

Hygiene

Quality of the product/service
Durability

Wrong size/fit

Lee, Jung and Lee, 2021; Baek
and Oh, 2021; He, Sopjani and
Laurenti, 2021; Clube and
Tennant, 2020; Mukendi and
Henninger, 2020; Jain and Mishra,
2020; Lang, Li and Zhao, 2020;
Day et al., 2020; Lang, Seo and
Liu, 2019; Lang and Zhang, 2019;
Lang, 2018; Becker-Leifhold and
Iran, 2018

Social risk

Embarrassment among friends
and family
Social interaction

Lee, Jung and Lee, 2021; Day et
al., 2020; Lang, Seo and Liu,
2019; Lang and Zhang, 2019
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Loss of expression of Jain and Mishra, 2020; Park and

self-identity/image Joyner Armstrong, 2019b; Lang,
Psychological | Lowered status 2018; Mukendi and Henninger,
risk/Lack of Self-esteem 2020; Borg, Mont and
ownership Desire to own Schoonover, 2020; Day et al.,

2020; Becker-Leifhold and Iran,
2018; McNeill and Venter, 2019

Lack of information about the He, Sopjani and Laurenti, 2021;

product/service, terms and Borg, Mont and Schoonover,
Lack of trust and | conditions, and liability 2020b; Mukendi and Henninger,
information Lack of trust in product/service | 2020; Day et al., 2020;
and the provider Becker-Leithold and Iran, 2018
Innovativeness Park and Armstrong, 2017;
Others Consumer misbehavior Schaefers et al., 2016;

The financial risks refer to the concern about potential financial losses that the consumer
might experience by adopting an alternative business model as opposed to the traditional
consumption mode of buying. It is suggested by Lee, Jung and Lee (2021) the financial risk is
prominent in fashion rental as some consumers may view borrowing instead of owning as a
waste of money, hence are concerned about not getting sufficient use from what they paid for.
Additionally, evidence can be found in the sharing economy that financial risk has a negative
impact on consumption intention (Lee, Jung and Lee, 2021). This notion is consistent with
the findings by Lang (2018) who employed survey research to identify the barriers and
motivations to fashion renting. In this study, the perceived financial risk was found to have a
negative influence on both consumers’ attitudes toward and perceived enjoyment of fashion
renting. Similar findings can also be seen in the study by Jain and Mishra (2020). On the
other hand, Borg, Mont and Schoonover (2020) conducted qualitative research with multiple
case studies and found that especially in low-price categories where a relatively high rental
price discourages consumers from trying the rental service. Moreover, they also found that
other economic-related costs such as the perceived transaction costs, including search costs
and technical costs deter consumers from adopting the rental business model (Borg, Mont and

Schoonover, 2020).

Arrangement was also found to be a barrier to the adoption of alternative business models,
mainly rental, and includes the availability of the products, lack of flexibility, and time. For

example, Mukendi and Henninger (2020) found that consumers are reluctant to adopt rental
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services due to a lack of understanding of how renting works on a day-to-day basis,
especially in terms of availability and planning. Another barrier for consumers to engage in
renting was also found to be time management and the inability to spontaneously decide what
they want to wear (Mukendi and Henninger, 2020). According to Mukendi and Henninger
(2020), this might be the reason why rental services have not yet emerged as a mainstream
phenomenon within the fashion industry. Similar findings could be found in the research by
He, Sopjani and Laurenti (2021) who found that barriers to the peer-to-peer rental platform

were in part due to the arrangement time and inflexibility of the rental service.

Performance risk concerns the performance of the products in the alternative business
models. The identified barriers were found to be related to hygiene, quality, durability, and fit
of the products. Among the identified barriers within performance, hygiene and quality have
been identified to be the major concerns to adopt alternative business models. The study by
Lang, Seo and Liu (2019) confirmed that the perceived performance risk in terms of the
product not meeting the consumer’s functional expectation of rented items was found to
influence consumers’ attitudes towards fashion renting negatively. Moreover, their
cross-cultural study also indicated that the performance risk significantly affects the intention
of American consumers in fashion renting as opposed to Chinese consumers. On the other
hand, Clube and Tennant (2020), focused on investigating the performance barrier within
garment rental through analyzing online reviews. In their study, the contamination issues
identified were classified into visual, odor, and functional contamination. Visuals are related
to the visibility of the garment quality such as wrinkles, fabric damages, and the sign of the
clothes being worn out. Secondly, odor concerns issues such as body smell from previous
renters, other smells from previous renters, or smells from the company processes. The
functional contamination issues identified were mainly related to faulty zips (Clube and
Tennant, 2020). The hygiene issues are further highlighted to be a major barrier, particularly
for the rental market in the research by Mukendi and Henninger (2020). In contrast, they also
found that issues related to hygiene are not necessarily a major concern within the resale
model. However, this notion contradicts the findings by Becker-Leifhold and Iran (2018) that
consumers are worried about bacteria from pre-owners, the transmission of disease, odor, and
dirtiness, hence the stigma associated with second-hand clothing might complicate the
adoption of collaborative fashion consumption. With this being said, Day et al. (2020) found
evidence that supports the notion that the perceived physical condition is negatively related to

the purchase intention of rental services. Moreover, literature suggests that high
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contamination concerns weaken the relationship between attitudes and adoption intention of
rental services (Baek and Oh, 2021; Lee, Jung and Lee, 2021; Jain and Mishra, 2020). In the
case of swapping, Lang and Zhang (2019) found that the cleanness and quality of the items
will increase consumers’ hesitation to swap and influence the feeling of having fun during the

process of swapping.

Social risks refer to concerns that a negative consequence would induce embarrassment or
criticism among significant others and family members by participating in rental services
(Lang, 2018; Lee, Jung and Lee, 2021). In the study conducted by Lang, Seo and Liu (2019)
social risk was found to negatively affect consumers’ attitudes towards fashion renting.
Moreover, they also found that the social risk plays a more important role on Chinese
consumers’ intention rather than the American consumers as social concerns of using or
wearing pre-owned clothing that has been used by others are more prominent among Chinese
consumers. This is consistent with the findings by Lang (2018) who did not find a significant
relationship that the perceived social risk of renting has a negative influence on consumers’
attitude towards fashion renting in the U.S. In regards to swapping, Lang and Zhang (2019)
found that social risk negatively influences the intention to swap clothing with friends and

family.

Psychological risks/lack of ownership is found to negatively impact consumers as it can lead
to negative feelings and emotions regarding oneself. For example, it is suggested that
consumers contemplate the potential loss of self-esteem or ego caused by engaging in a
behavior (Lang, 2018). Moreover, lack of ownership can lead to concerns about lack of
expression of self-identity and social stigma for not properly presenting one’s social status
(Lee, Jung and Lee, 2021). This is especially true for clothing as individuals use clothing to
express their identity and uniqueness (Becker-Leithold and Iran, 2018). In the study
conducted by Borg, Mont and Schoonover (2020), it was found that the desire to own the
product posed a barrier within garment rental as consumers might feel reluctant to return the
item once the renting period is over. This is consistent with the findings by Mukendi and
Henninger (2020). However, a contradiction to this notion could be found within the findings
by Day et al. (2020) who did not find evidence that the perceived return sacrifice risk is
negatively related to purchase intention. With this being said, Lang (2018) found evidence
that the perceived psychological risks of renting negatively influence consumers’ attitudes

towards and the perceived enjoyment of fashion renting. In the luxury rental market, Jain and
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Mishra (2020) found that the perceived risk showed a negative relationship and significant
relationship with the intention to consume. Moreover, they also argued that since
non-ownership consumption is a relatively new trend in the luxury fashion industry,
especially in emerging markets like India, people have inhibitions in participating in luxury
rentals. In the case of RO, Park and Joyner Armstrong (2019b) found that the lack of
ownership did affect the perceived risk of swapping but not for resale. Moreover, their
findings suggest that, unlike resale that might be perceived as more similar to traditional
ownership, swapping could be perceived as newer and less akin to traditional ownership.
Hence, the perception of newness and instability in the marketplace might have influenced

consumers’ perceived risk (Park and Joyner Armstrong, 2019b).

Lack of trust and information has also been identified as a barrier to the adoption of
alternative business models (Becker-Leithold and Iran, 2018; Mukendi and Henninger, 2020;
Day et al., 2020; Borg, Mont and Schoonover, 2020; He, Sopjani and Laurenti, 2021). It is
suggested by Borg, Mont and Schoonover (2020) that since uPSS is a relatively new concept,
many consumers experience a sense of uncertainty and lack of trust about the concept itself,
the motives of the company behind the offering, or its market viability. Mukendi and
Henninger (2020) found that participants felt more at ease renting from an actual company
rather than a peer as renting from a business is perceived to be safer than from a stranger.
This finding is supported by He, Sopjani and Laurenti (2021) who identified trust to be
among one of the major barriers in peer-to-peer renting. For fashion rental, barriers are
identified to be due to a lack of information about use practices, terms and conditions, and the
engagement expected from consumers once they have entered the rental contract (Borg, Mont
and Schoonover, 2020b). Thus, there exists a lack of information concerning the renting
process and liability concerns such as who is responsible if something is damaged which is a
barrier for consumers to adopt rental services (Mukendi and Henninger, 2020;
Becker-Leithold and Iran, 2018). Similarly, Day et al. (2020) found evidence that the
perceived return liability risk is negatively related to the purchase intention of rental services.
On the other hand, it is argued by Becker-Leithold and Iran (2018) that in a swap event, trust

issues pertain to size, variability, quality, and the ability to find something suitable to swap.

Other barriers identified in the literature are innovativeness, consumer misbehavior, and
organizational barriers. Innovativeness concerns the degree of change prompted by the

alternative business model in contrast to the traditional model (Park and Armstrong, 2017b).
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Thus, it is argued by Park and Armstrong (2017) that when innovativeness is high, these
alternative business models are perceived by consumers as unusual and hence the adoption of
these models will be more difficult. In this sense, it is suggested that resale and swapping will
be generally more accepted due to their similarity to traditional business models. Moreover,
the innovativeness in rental is also considered to be low primarily because rental schemes
have been in the market for some time. However, the online context makes the adoption of
alternative business models more complex and thus regarded as higher in innovativeness
(Park and Armstrong, 2017b). On the other hand, consumer misbehavior has been identified
as a barrier by Schaefers et al. (2016) who suggest that there is a higher risk of misuse when

consumers access goods without owning them.

4.2.3 Business Models and Organizational Aspects

11 articles results were taken for the area “business models and organizational aspects”, there
is no central focus of these studies, topics vary from human resource management (Adam,
2018b), dynamic capabilities (Adam, Stridhle and Freise, 2018) fashion rental (Arrigo, 2021;
Holtstrom, Bjellerup and Eriksson, 2019) and fashion library business models (Pedersen and
Netter, 2015), to the management of contamination (Clube and Tennant, 2020) or consumer
misbehavior (Schaefers et al., 2016), as well as producer’s extended responsibility (Pal,
2016). As the topics are divergent, we group the results into three key sub-sections following
the structure proposed by Osterwalder, Pinger and Tucci (2005) and Bocken et al (2014). The
subsection is (1) value creation: including value proposition, customer relationships, and
customer segments (2) value configuration: consisting of channels, key activities, key

resources, and key partners (3) value capture: revenue streams and cost structure.

The key value proposition of collaborative fashion business models is diverse. For rental
enterprises, it is the opportunity for customers to rent one or more fashion items by paying a
fee much lower than the retail price, which includes dry cleaning, laundry, rental, and the
return delivery (Arrigo, 2021). The pivotal feature is to provide a wide assortment of fashion
items at a relatively low price, and the attraction is affordability, experiment with different
styles (Arrigo, 2021). In exchange for the benefit of ownership, the rental/leasing model
offers values with social effect, symbolize status, and occasional use all at a lower price in
comparison to the full retail price (Stil and Jansson, 2017). The aspect of low price and

freedom to play with different styles at lower cost are also the key value propositions
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provided by fashion libraries (Pedersen and Netter, 2015). The key is the opportunity to
renew one’s wardrobe while breaking the ever-ending consumption cycles (Pedersen and

Netter, 2015).

Depending on the business cases, core product type, price range, and country, the customer
segments vary in demographic and psychological parameters. Binninger, Ourahmoune and
Robert (2015) analyzed the diversity of customers’ expectations and perceived value in
relation to sustainability and identified in the following possible customer segments: (1)
utilitarian users with objective promise for instance range of choice, lower price, etc. (2)
existential users with symbolic promise, they engage in collaborative consumption with belief
in the common good and social benefits (3) militant users are alternative consumerists who
try to make a change in traditional consumption model, advocate a fair balance between
economic and social process (4) hedonic users with pleasure-driven promises that fulfill
perceived enjoyment. Additionally, digital platforms that connect people, organizations, and
resources play a central role in creating and capturing value (Arrigo, 2021). With
digitalization, enterprises can widen the reach of the customers from regional-specific
customers, to the country-wide range. In the case study of Pedersen and Netter (2015),
fashion libraries with limited operation in the online offering, most of their customers live
relatively close by. On the other hand, rental fashion models with digital platforms were able
to serve consumers in the entire domestic market (Arrigo, 2021). Moreover, Arrigo (2021)
discovered through case studies, that rental fashion companies also operate in the
business-to-business market, for instance, media agencies, wedding planners, or

photographers who rent items on a regular basis for their activities.

Customer relationships are one of the most paramount elements in business models. As the
alternative fashion business models are relatively new concepts to consumers, there is
suspicion towards the service. Communication channels play an essential role in fostering
strong customer relationships. Social media is utilized to stay connected with users, physical
point of contact is also reported important in order to allow direct fact-to-fact conversation
(Arrigo, 2021; Pedersen and Netter, 2015). Some businesses also offer trial services to ease
the skepticism of new consumers or allow customers to rent two sizes of the same style to
reduce the risk of incorrect sizing (Arrigo, 2021; Borg, Mont and Schoonover, 2020). To

strengthen the relationship with customers, communities are created (Holtstrom, Bjellerup



and Eriksson, 2019; Pedersen and Netter, 2015). These communities link customers with

other customers as well as the business.

Value configuration consists of channels, key activities, key resources, and key partners.
Channels are one of the most prominent elements in establishing good relationships with
customers. Channels can be either digital platforms or physical space. Digital platforms or
APP are developed, allowing customers to browse, book, rent, pay, and follow up on delivery
and returns (Arrigo, 2021). In swap and fashion library models, events, physical space of the
libraries, and pop-up stores with festivals are utilized (Pedersen and Netter, 2015). Social
media is another channel utilized by businesses to increase interest in alternative consumption
behaviors, by showcase new clothes or accessories (Arrigo, 2021), new events and special
sales (Arrigro, 2021; Pedersen and Netter, 2015), advocacy, and education on sustainability

awareness (Holtstrom, Bjellerup and Eriksson, 2019).

Key activities in the alternative business models can also be divided into two areas, physical
activities or digital activities. For physical activities, it shares some similarities to traditional
fashion retail stores, for instance, managing clothes stores, serve clients. Additional activities
such as handling borrow and return (Pedersen and Netter, 2015), laundry service, and
distribution, quality control (Holtstrom, Bjellerup and Eriksson, 2019), product inspection,
and removal of damaged items from circulation (Clube and Tennant, 2020). Cleaning is a key
activity to ensure product hygiene and free from contamination (Clube and Tennant, 2020).
Digital activities, such as promotion, marketing, handling customer questions and complaints,
engaging with customers on social media (Pedersen and Netter, 2015; Holtstrom, Bjellerup

and Eriksson, 2019; Arrigo, 2021).

Fashion assortment and product are the key resources for fashion rental companies, as it’s the
main attraction and differentiator of the businesses (Arrigo, 2021). Another key resource is
the technology platform that allows customers to process the booking, order, and delivery in a
timely and convenient manner (Holtstrom, Bjellerup and Eriksson, 2019). Financial resources
are required to manage and develop the business, they are the key to the survival and success
of the business during the early stages (Holtstrom, Bjellerup and Eriksson, 2019). From an
organizational perspective, customer relationship management requires a business with a high
degree of flexibility in order to react to consumer needs effectively (Adam, 2018), hence,

human resources are of the most paramount resources in the firms. Skills, knowledge, and



competencies for managing alternative business models are different from the traditional
models, in the study conducted by Adam (2018), human capital in terms of education and
experience is also an important factor to ensure good customer relationships. Employees need
to be able to empathize with customers' uncertainties and mitigate their concerns by
communicating the motives and liabilities of the service provider (Adam, 2018). Limited
human resources can hinder a business from growing, in the case of fashion library, the
human resources are often based on a voluntary basis, and this lack of staff results in limited

opening hours and insufficient management of key activities (Pedersen and Netter, 2015)

External partnerships are recognized as essential to growth. Particularly for firms at an early
stage, and new business models, as the focal companies need to focus on core competencies
and delegate tasks to third parties. Hence, network development and partner management are
of high importance. As Pal (2016) pointed out, network partners can compensate for the lack
of in-house competencies, particularly in the product that has extended producer
responsibilities. Partnshipship with luxury brands and retailers in order to obtain products
(Arrigo, 2021; Borg, Mont and Schoonover, 2020), collaboration with local designers and
members who donate and products (Pedersen and Netter, 2015). Besides obtaining key
resources from the partners, the firms are also suggested to partner with NGOs, experts to
report and educate on sustainable consumption patterns and models (Binninger, Ourahmoune
and Robert, 2015). Contact with fashion leaders, influencers, and marketers to spread the

word, or refine concepts is also necessary (Adam, Strihle and Freise, 2018).

Revenue streams and cost structure are the building blocks of value capture. The revenue
streams of the rental fashion models are rental fee and subscriptions fees (Arrigo, 2021); for
fashion libraries are the rental fee and membership fee (Pedersen and Netter, 2015) and swap
models are the membership or event fee (Henninger, Biirklin and Niiniméki, 2019). Whereas
for cost structure, the most predominant investment is a digital platform, IT, physical space/
showroom, and the acquisition of products (Arrigo, 2021), as well as laundry service and

distribution (Holtstrém, Bjellerup and Eriksson, 2019).
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5 Analysis

In the previous chapter, the results from the systematic literature review were presented. The

results are further analyzed based on the research questions in this chapter.
5.1 Question 1

What are the factors that shape consumer acceptance towards alternative fashion

business models?

Even though rental/leasing, swap, resale business models are all considered as part of the
collaborative fashion consumption models, the drivers for the consumers to adopt these
models are relatively different. The access-based consumption and utility-based
non-ownership type of service (i.e. short-term, subscription-based, and membership-based
rental service) are distinct from the redistributed ownership type of business (i.e. swap and
resale). In the following section, the drives of consumers to adopt different alternative

business models will be discussed.

Although the swap and resale model have akin characteristics, such as transfer of ownership,
products are pre-owned and used; the motivation for consumers to swap is, however,
divergent from purchasing resale items. The major distention is the social drive. Social
implications often motivate participants in the social community towards clothing swaps. The
social benefit and the community feature are of high importance for swappers, the emotional
ties with people and positive experience in the swap events would motivate the consumers
and retain their engagement (McNeill and Venter, 2019). This is, however, not found in
re-commerce or rental models. Fashion leadership is another social aspect investigated by
Lang and Armstrong (2018). In their study, they found that highly socializing swap events
attract those who have a higher level of fashion leadership, and they enjoy exchanging ideas
with like-minded people and learn different ways to mix and match their ‘new’ and ‘used’
outfits. Another research conducted by Lang and Armstrong (2018b) discovered the need for
uniqueness and swapping, they argued that consumers with desires for uniqueness and
fashionable items are more likely to accept swap events which in itself is a relatively new
business concept. Similar findings were concluded by Becker-Leithold and Iran (2018), that

fashionability and social responsibility are key drivers to participate in swap events.



Uniqueness is a common factor that motivates consumers to participate in alternative
business models. It was also identified in various studies that desire for uniqueness is one of
the motivations that drive the purchase of second-hand goods were hedonic motives.
Becker-Leithold and Iran (2018) confirmed that the possibility of acquiring rare, unique
items that are unavailable in the mainstream retail brands’ bargain hunting provides hedonic
emotions to the buyers. Consumers who desire individual identity, fashionability, and
self-expression are more interested in resale goods. As mentioned in the previous section,
trust is a common barrier confirmed in many studies (Becker-Leithold and Iran, 2018;
Mukendi and Henninger, 2020; Day et al., 2020a; Borg, Mont and Schoonover, 2020; He,
Sopjani and Laurenti, 2021). In the study conducted by Johnson, Mun and Chae (2016), it
was found that previous experience with collaborative consumption (e.g. garage sales, thrift
store) in an offline setting have positive effects on the trustworthiness of the activities, and
the consumers with positive previous experiences are more likely to be involved in the resale
marketplace online as well. Environmental and ethical reasons are also significant drivers.
Awareness of waste reduction and resource scarcity drives consumers to adopt sustainable
fashion and engage in purchasing second-hand goods (Becker-Leithold and Iran, 2018; Ek
Styvén and Mariani, 2020). Price is another major influential factor on consumer’s
willingness to purchase re-commerce goods (Becker-Leifhold and Iran, 2018; Park and

Armstrong, 2017).

Rental service gains the most attention among scholars. Within the rental service models,
there is a nuance between rent-per-item, subscription-based and membership-based models.
In the subscription-based model, services can be further differentiated into styling consultant
and user selection. Industry examples of style consultant models are Hack Your Closet, Le
Tote. While user selection is the mainstream of the rental service, most of the business
models allow the consumers to make choices of their own items, for instance, Rent The

Runway, It’s Re:Leased.

Both utilitarian and hedonic motives are found in the research (Guzzetti, Crespi and
Belvedere, 2021; Lang, Li and Zhao, 2020 Borg, Mont and Schoonover, 2020). Utilitarian
motives are primarily related to the price, perceived value, perceived net gain (Lee, Jung and
Lee, 2021). Product types of fashion rental services are also distinguished in the study of Lee,

Jung and Lee (2021), namely service for luxury or general fashion goods. Product type and
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price range have an essential role in the rental service landscape. The reasons that motivate
consumers’ use of the service are rather different, however, the economic benefits are
mentioned in both. Affordability is the main driver. Desire to show off or exhibit their status
would trigger the consumers who cannot otherwise afford luxury goods to partake in the
collaborative form of consumption of luxury fashion goods (Jain and Mishra, 2020). On the
other hand, for the general items, affordability to access a variety of goods is the pull,
similarly, even though the individual items in the everyday rental business models are not as
expensive as the luxury rental models, the consumers can gain benefit from the accessibility
to a wide range of styles, more options, and latest fashion items without the paying the full
price (Lang, 2018). The investment in the experiment of the styles is lower, as they can wear

and test the garment (Becker-Lefithold and Iran, 2018; Lang, Li and Zhao, 2020).

Subjective norms, by definition, are the perception of how important the external expectation
from significant others, friends, and family to the broad extent of the society, has on the
exhibition of certain behavior (Ajzen, 1991). The subjective norms can be measured by
different constructs. Lang and Armstrong (2018) provide insight into how consumers’
intention towards fashion rental business models can be shaped by the fashion leadership.
Fashion leadership plays a key role in the way consumers respond to the latest fashion trends
(Lang and Armstrong, 2018). As mentioned above, one of the main motivations for
consumers to adapt to rental services is the accessibility of the latest trend and the variety of
high-fashion goods. Since fashion rental service is a relatively new business concept, most of
the consumers have no experience in renting garments online and are unfamiliar with the
process and activities (Lee and Chow, 2020; Tu and Hu, 2018). The consumers may seek
information and rely on advice from their social circle or from fashion leaders, influencers in

order to assess the usefulness and viability of the service (Lee and Chow, 2020)

Although the fashion rental business model is considered as a move towards sustainability
and circularity, environmental concerns were not the main drive in motivating consumers to
adopt fashion rental services. Environmental values have a very limited effect on attitude or
intention to adopt alternative business models (Day et. al., 2020; Camacho-Otero, Boks,
2020; Pettersen, 2019; Baek and Oh, 2021). The sacrifices a consumer is expected to make
outweigh the perceived environmental gain. Based on their research, there are
attitude-behavior gaps and value-action gaps, arguably positive attitudes or sustainability

values do not perforce into corresponding practices (Day et. al., 2020).
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5.2 Question 2

What are the barriers to the adoption of alternative fashion business models from a

consumer’s perspective?

When analyzing the barriers to the adoption of alternative fashion business models, six main
categories could be derived from the reviewed literature as summarized in Table 2. Some
general barriers could be identified to the adoption of alternative business models. These
include the performance risk associated with the alternative business models. For example,
hygiene/contamination is a barrier that exists among renting (Clube and Tennant, 2020; Borg,
Mont and Schoonover, 2020), swapping (Lang and Zhang, 2019), and resale
(Becker-Leifhold and Iran, 2018). This particular finding aligns with the notion that hygiene
is an issue especially with garments that come in contact with the skin (Mukendi and
Henninger, 2020). However, the consensus in the literature regarding the degree to which
hygiene is a barrier for different business models could not be established. For example,
Mukendi and Henninger (2020) argue that hygiene is not necessarily a concern within
re-commerce whereas Becker-Leithold and Iran (2018) that hygiene might complicate the
adoption of second-hand clothing. With this being said, it is agreed that within fashion rental,
hygiene is a major barrier to the adoption of this type of business model (Mukendi and
Henninger, 2020; Borg, Mont and Schoonover, 2020; Becker-Leithold and Iran, 2018). In
addition to hygiene, quality and fit are also mentioned to be concerns that affect the adoption

intention of alternative business models.

In terms of quantity, barriers to the adoption of rental models have been identified to a greater
extent than the other alternative business models. Among those, financial barriers,
arrangement, and consumer misbehavior was found to be distinctively related to fashion
rental. The identified financial barriers were in part due to the concern that borrowing instead
of owning is a waste of money but also the economic-related cost such as the perceived cost
being greater than the benefits and the transaction costs. However, this view contradicts
earlier findings concerning drivers of alternative business models. For example, affordability
and saving money was mentioned to be a motivating factor for adopting rental services.
Additionally, the ability to experience high-end and high-quality products which the
consumers would not otherwise be able to afford is also a motivation to adopt rental services.

The reason for this could be explained through the fact that the benefits of accessing high-end
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and high-quality garments might be perceived to be greater than the cost of the rental service.
Moreover, Borg, Mont and Schoonover, (2020) found that financial barriers exist especially
in low-price categories where a relatively high rental price might deter consumers from trying
the rental service, which supports the previous argument. Thus, it could be argued that the
product category has an essential role in the willingness of consumers to adopt fashion rental

services.

Other factors that also play a role in the barriers to the adoption of alternative business
models were found to be country-related. For example, performance risk and social risk were
identified as a barrier to adopting alternative business models. Among the literature reviewed,
only one article focused on a cross-country comparison which established that cultural
differences among others play a role in the perceived performance risk and social risk
associated with the adoption of alternative business models. Thus, it could be argued that
depending on the country, different barriers might exist to the adoption of alternative business

models.

The psychological risk/lack of ownership was found to be a barrier within renting (Mukendi
and Henninger, 2020; Borg, Mont and Schoonover, 2020; Lang, 2018; Lee, Jung and Lee,
2021) and swapping (Joyner Armstrong and Park, 2017). For example, this barrier is found to
affect consumers’ attitudes and the perceived enjoyment of fashion renting. In the case of
fashion rental, the lack of ownership has been identified as a barrier by numerous researchers
and therefore it could be argued that this is a major barrier to the adoption of the fashion
rental model. In relation to this, it was found that the desire to own the product can pose a
barrier as consumers might feel reluctant to return the item (Borg, Mont and Schoonover,
2020b; Mukendi and Henninger, 2020). However, a contradiction to this notion could be
found in the study by (Day et al., 2020). Nevertheless, the fact that apparel goods can easily
become associated with the owner’s self during the period of ownership (Park and Joyner
Armstrong, 2019b), could be an explanation for why this barrier might exist. The newness
and instability of alternative business models were also found to be a factor that influences
the adoption of alternative business models. For example, Jain and Mishra (2020) argue that
since non-ownership consumption is a relatively new trend in the luxury fashion industry,
especially in India, people have inhibitions in participating in this type of business model.
Similar findings could be found for swapping, where Park and Joyner Armstrong (2019a)

argue that swapping might be perceived as newer and less akin to traditional ownership than
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resale, hence the lack of ownership affects the perceived risk of swapping and not resale. This
is consistent with the findings by Park and Armstrong (2017) that when innovativeness is

high, the alternative business models the adoption of these models will be more difficult.

Lack of trust and information was cited by numerous researchers in the reviewed literature to
be a barrier to the adoption of alternative business models. For fashion rental, the newness of
the concept was found to be a reason for consumers' reluctance to trust the concept, the
motives of the company behind the offering, or its market viability (Borg, Mont and
Schoonover, 2020), and hence inhibits the consumer’s incentive to adopt these kinds of
models. Moreover, lack of information concerning how the service works and liability
concerns was identified to be major barriers to the adoption of rental services. Another
finding within fashion rental is that the type of provider has a significant role in consumers’
trust and adoption. For example, it was found that consumers felt more at ease renting from
an actual company than a peer (Mukendi and Henninger, 2020; He, Sopjani and Laurenti,
2021). Thus, it could be argued that the provider is a factor that influences the degree of
adoption of alternative business models. For swapping, trust could be argued to be the main
barrier to the adoption as it was argued by Becker-Leithold (2018) that trust issues pertain to

size, variability, quality, and the ability to find something suitable to swap.
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5.3 Question 3

How do companies create, configure and capture value in order to manage the
identified barriers and motivate consumers to partake in the alternative business

model?

It is apparent that companies operating under the alternative business model need to carefully
develop their business model and consider how value can be created, configured, and
captured. To create value, it is argued that digitalization allows enterprises to widen the reach
of customers (Arrigo, 2021). Moreover, it is suggested by Lee, Jung and Lee (2021), that to
make consumers open to using a service, the perceived benefit must be highlighted, but more
importantly, the perceived risk that hinders the use must be mitigated. Thus, identifying the
customer segments and managing the relationship with the customer becomes pivotal in order
to build trust with the customers but also to identify their perceived benefits and risk to
deliver a clear value proposition and construct a marketing strategy catered to their needs.
According to Becker-Leithold and Iran (2018), the lack of a clear value proposition and
information is one reason that causes consumers’ hesitation to adopt alternative business
models. Moreover, the research by Lang, Seo and Liu (2019), highlights how culture
influences the perceived benefits and risks to the adoption of alternative business models.
This is supported by Reim, Parida and Ortqvist (2015), who stated that it is vital to define the
target customer segment in a PSS to understand how customers’ perceptions, depending on

their culture or mindset, can influence a specific value proposition.

In terms of value configuration, it was found that social media can be used to educate
customers. According to He, Sopjani and Laurenti (2021), educating individuals plays an
essential role in solving dilemmas and improving consumer adoption of alternative business
models. This finding is an example of how companies can create awareness of the service
offering and communicate the added value, which was previously argued to be important for
companies having a PSS business model (Adrodegari et al., 2017). In terms of key activities,
it is suggested that firms need to develop a good brand and communication strategy (Lee,
Jung and Lee, 2021; Borg, Mont and Schoonover, 2020; Jain and Mishra, 2020; Lang, 2018;
Mukendi and Henninger, 2020). For example, a communication strategy should be designed
to maximize the positive factors and to minimize the negative factors which deter consumers,

such as financial, performance, social, and psychological risks (Lee, Jung and Lee, 2021;
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Lang, 2018). To induce emotional value, firms can emphasize advertising messages that
renting trendy and unique fashion items can bring positive hedonic experiences (Baek and
Oh, 2021). Moreover, to address the barriers related to trust and hygiene, it advised that
companies should communicate certain aspects that would signal common values among
members, which in turn could build trust and facilitate consumer adoption (Borg, Mont and
Schoonover, 2020). It is further argued by Clube and Tennant (2020) that quality control and
cleaning procedures need to be rigorous and consistent to overcome the barrier associated
with hygiene. These findings highlight the dependency between the company’s operations
and customer’s activities and how essential activities are performed before, during, and after
the product’s usage phase (Barquet et al., 2013). Other ways to mitigate hygiene-related
concerns are to buy garments with appropriate fabric and features and ensure adequate
customer service (Clube and Tennant, 2020). At the same time, companies need to provide a
clear policy and description of how rented items should be cared for and cleaned but also
specific policy information concerning damage during use (Lang, 2018). Thus, it could be
argued human resources and external partners are essential to manage the activities and
mitigate the barriers identified. This finding is supported by Barquet et al. (2013), who
suggests that PSS providers must make significant investments in human assets and might
require new competencies to deal with customers. Moreover, it was also argued that the
establishment of a PSS network requires the identification of actors and of the core

competencies they can provide (Barquet et al., 2013).

For value capture, the predominant cost structure was identified to be an investment in a
digital platform, IT, physical space/showroom, and the acquisition of products (Arrigo, 2021),
as well as laundry service and distribution (Holtstrom, Bjellerup and Eriksson, 2019). Along
with this, human resources could also be argued to be an important cost to consider. For
example, it was argued by Adam (2018), that limited human resources can hinder businesses
from growing. Moreover, as communication and building an effective marketing strategy
were found to be the key to build trust and overcome the barriers to the adoption of
alternative business models, investments in human resources will be needed. Moreover,
Adam (2018) also highlighted skills, knowledge, and competencies for managing alternative
business models that are different from the traditional models, and hence, human capital in
terms of education and experience are important factors. Thus, it could be argued that

investments in both human resources and human capital will be needed.
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6 Conclusion

The overall outcome and main conclusions are stated in this chapter. Furthermore, discussion
on the theoretical and practical implications, as well as limitations and potential future

research, are also outlined in this chapter.

The aim of this thesis is to investigate the current state of literature in the landscape of
alternative business models in the fashion industry. The previous research predominantly
focused on consumer attitudes and motivation towards collaborative consumption behavior
using surveys, or a topic-driven approach in analyzing business operations. A holistic view
that combined both consumer perception and business perspective is rare (Borg, Mont and
Schoonover, 2020). Therefore, the three areas covered in this study were (1) consumer
perceived values and motivations (2) consumer-related barriers (3) business models and
strategy. Therefore, the investigation of academic papers and systematic literature reviews are
appropriate endeavors. The merged results can be used as a starting point for further research
in the area of collaborative fashion consumption, and alternative business models. The study
intended to unveil how companies create values to ease the consumer perceived risk and
encourage them to partake in the alternative business models, how firms structure their
business models and configure values in order to overcome those challenges, and how they

capture value.

The systematic review ensures transparency and reproducibility in order to identify and
evaluate relevant research. Moreover, the review methods adopted from Maring (2002) were
carefully followed, from the material collection, and descriptive analysis, categorization,
evaluation, and content analysis. The result shows that there is a predominance of focus on
consumer perception in the scope of collaborative consumption business model, 26 out of 41
articles were studies of consumers. Only 9 articles touch upon organizational aspects. In the
regime of consumer perception, motivation and barriers for adoption to alternative models are
further analyzed. The drivers for consumers towards collaborative consumption models are
steered by economic factors (i.e. cost-saving, price attractiveness, affordability, etc),
emotional factors (i.e. experiment, uniqueness, perceived enjoyment), social factors (i.e.
identity and status, subjective norm, previous experience, and fashion leadership), finally
sustainability values (i.e. ethical and ecological concerns, anti-consumptionism). On the other

hand, there are also a variety of barriers that prevent consumers from adapting to alternative
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business models. Namely, financial risk, arrangement (i.e. lack of flexibility and
accessibility), performance risk (i.e. hygiene, quality, durability, wrong sizing), social risk,
psychological risk/lack of ownership, and lack of trust and information. However, through the
frame of reference, it was also found that the collaborative fashion consumption models, in
particular, rental/lease, swap, and resale are different in nature. The variation of transfer of
ownership, product segment (i.e. mid-price range vs luxury), and product functionality
impacts the consumer motivation differently. On the other hand, barriers to consumer
adoption also differ from one model to another. The common theme is hygiene/contamination
barriers which exist among all three types of alternative business models. Financial barriers,
arrangement, consumer misbehavior, and psychological risk/lack of ownership were found to
be distinctively related to fashion rental models. Lack of trust and information was cited in
various studies, due to the newness of the concepts were found to be the reason to fend off
consumers to partake in the alternative business models. Trust issues pertaining to size,
variability, quality, and the ability to find something suitable were barriers in swap and resale,

as the provision products are curated from the consumers in an unstable stream.

Finally, we analyzed the existing literature and identified how companies can create,
configure and capture values in these business models. Companies incorporate practices in
their business models to highlight the perceived benefit through strategic communication on
social media or events; and mitigate perceived risk of the consumer through their key
activities and partnerships, for instance, quality control and laundry service. Cost structure
and investment on key resources such as IT and human resources were also pointed out, as

they are the key to the success and the continuous growth of the alternative business models.



6.1 Theoretical Implications

There is a growing interest in alternative business models in the field of sharing and circular
economy. Further research in the field is required to uncover how these alternative fashion
businesses manage to create and maintain a successful business model. As mentioned in the
introduction, existing literature within this research topic was found to be scattered and
lacked a holistic approach. Thus, this research contributes to the area of study by addressing
the importance of the factors that shape consumer acceptance of alternative fashion business
modes, the barriers to the adoption of alternative business models, and how companies create,
configure, and capture value. By doing so, our study provides a holistic approach by
including both the consumer and organizational perspectives. Moreover, the outcome of this
research provides insights into the state of the literature and contributes to a deeper
understanding of how to diffuse these types of business models onto the consumer market. It
provides information on the factors that shape consumer acceptance, the consumer barriers
that currently make it difficult for alternative fashion business models to become mainstream,
and identifies potential organizational areas for companies to consider to increase their

viability in the market.

6.2 Practical Implications

The findings could be of interest to existing alternative fashion companies as well as new
establishments in the field. It provides valuable insights into consumers' motivations for
adopting alternative business models and an overview of the barriers that exist in terms of
consumers’ reluctance to participate in these models. The study depicts ways for handling the
issues as well and which business areas and processes need more attention. By drawing
attention to the business model configuration, could further aid managers in their

decision-making process and give them a sense of direction of the areas that need more focus.



6.3 Limitations and Potential Future Research

Although this thesis provides relevant contributions, there are limitations to this study that
needs to be considered. The initial literature search resulted in a number of 160 articles, but
based on the limitations set by the researchers, only 41 articles were used in this research.
Moreover, only academic journals were considered, and hence some interesting insights
might have been omitted from other sources such as books and conference papers. The
timeframe of only ten weeks, as prescribed by the University of Bords for achieving the
Master’s degree, also limited the thesis. Another restraint is that only one database was used
in this study, namely Scopus. Even though Scopus is one of the largest databases of
peer-reviewed literature, other platforms might have offered additional relevant academic
literature covering the area of research. Thus, these limitations could be potential areas to
focus on for future research with a broader range of material and time. For future research, a
quantitative data analysis based on the research articles could be conducted to increase
validity and a greater number of articles could potentially lead to richer results. Moreover,
expert interviews with companies working within the scope of alternative fashion business
models could add interesting insights to extend the current understanding of alternative
fashion business models.

Through a literature review, this study also identifies a research gap - an outnumbered
research emphasis on consumer intention and behavior, often conducted via survey or
interview based on hypothetical scenarios. The lack of research from the retailer/enterprises’
perspective could hinder the potential growth of the business in this domain. Hence the future
research is encouraged to extend on the business model logic and carry out empirical research
with case companies. For example, case studies with companies operating under alternative
fashion business models could help to uncover which barriers are distinctive to each type of
model and to what extent the barriers affect their business operations, and how they operate

to create, configure, and capture value.
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4.2.3. Desire to Own

All the interviewees mentioned the difficulty of influencing consumer behaviour due to consumers’
desire to own. Desire to own is associated with a perception of flexibility, freedom and control [11,60],
fear of losing which was sometimes mentioned by consumers to the companies. The lack of freedom
and control was exemplified by one interviewee, who described how consumers were unwilling to
return garments after the contract period and wanted to keep them instead. Creating feelings for and
strong bonds with products has been shown to be a strong barrier to adoption of u-PSS [53,55]. One
reason found in literature as to why consumers would be interested in relinquishing ownership was
if product ownership was perceived as high-risk [38]. However, none of the consumer goods in this
study were high-risk.

In addition to addressing consumer barriers directly, to drive behavioural change towards u-PSS
companies also need to demonstrate consumer value [31], which is discussed in the next section.

4.3. Consumer Value Perceived by Companies as Influential for the Adoption of u-PSS

The interviewed company representatives identified various types of value that could help shift
consumer choice towards u-PSS. These values were perceived to be important for consumer adoption,
based on feedback from their consumers, and/or were communicated to consumers by the companies.

4.3.1. Financial Value as a Driver

Previous studies have highlighted the importance for consumers to feel that they have gotten a
good value for their money [26,36,60]. The importance of price and value for money is reinforced by
our interviews. Five of the interviewees stressed that u-PSS can be cheaper than owning, particularly
for temporary or short-term use. They are also a way to spread costs over time, which may lead to
other benefits, such as freeing up resources to access other high-quality products [16,27]. For some
consumers, the ongoing payments involved in u-PSS were associated with financial risks while, for
others, u-PSS were considered a financially more secure option that allowed them to keep control over
costs and plan expenses. They were also seen as a way to avoid sudden surprises if there was a need to
change a product. The need not to spend money if a product breaks or is damaged was also considered
to be a driver, especially for u-PSS that include upgrading, maintenance, repair and/or insurance [38,62].
For consumers who may be hesitant to commit to long rental periods [73]]two companies introduced
shorter contract periods to convince first-time users to try u-PSS. Using a short-term contract as a
steppingstone to a longer-term commitment was not discussed in the reviewed literature.

4.3.2. Functional Value as a Driver

One of the advantages of u-PSS for consumers is the opportunity to change products [27,45]. All
the interviewees mentioned flexibility as an important value for consumers, although they defined it
differently. For some, it referred to the length of u-PSS contracts. For others it meant having a choice
between different options or being able to change products and styles more frequently than if they
owned the products. Subscribing to offers customised to a life situation, style and preferences was
also identified as benefits of u-PSS, as was also reported in the literature [16,36]. Saving time and
making life easier, such as by letting someone else ensure consumers’ needs are met and handling
products at the end of their use, were mentioned by three interviewees, confirming findings in the
literature [10,27,29].

4.3.3. Emotional Value as a Driver

In earlier research, freedom from responsibilities associated with product ownership was reported
as an important driver for consumers to try u-PSS [10,60]. This was confirmed by four interviewees.
In contrast, the reduced risk of buying the wrong product [42] was not mentioned in our interviews.
Other emotional values discussed during the interviews were a feeling of “fun’ when trying a new
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