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Introduction
Over-consumption has been identified as one of the major challenges facing sustainabil-
ity in the fashion industry (Armstrong et  al. 2015). Consumers keep purchasing fash-
ion items more than is needed, which generate more wastes. This is especially true with 
the rising popularity of fast fashion. Consumers are now able to purchase more fashion 
products that are being used for a shorter period at a relatively lower cost. Although the 
fast fashion strategy makes it easier for consumers to purchase apparel products with a 
higher frequency, it also creates pressure for some consumers to follow the fast-chang-
ing trends. Because of trying to keep pace with the ever-changing fast fashion trends, 
many consumers continuously purchase the latest fashion products, which may exceed 
their needs or even their financial capacity and suffer ownership burdens.
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Access-based consumption, defined as “transactions that can be market-mediated 
in which no transfer of ownership takes place” (Bardhi and Eckhardt 2012, p. 881), is a 
growing trend in today’s society. This new type of consumption provides the consumer 
with an opportunity to access new and diverse products without the burden of own-
ership (Bardhi and Eckhardt 2012). Renting has been identified as one typical form of 
access-based consumption (Moeller and Wittkowski 2010). Recently this trend has 
started to grow in the fashion industry. Some notable fashion rental companies such as 
Rent the Runway and The Ms. Collection have entered the market and provide fashion 
rentals to consumers for about 20% of the retail price (Gao 2017). In addition, this new 
trend has also been suggested as an alternative source of revenue for the fashion indus-
try (WRAP 2011). Marketing research conducted by Allied Market Research (2017) 
reported that the global renting market was valued at $1013 million in 2017. The online 
clothing rental market size is estimated to reach $1856 million by 2023; North America 
accounted for a 40% share of the global clothing rental market in 2017.

Although access-based consumption may hold substantial benefits for businesses and 
societies and is continuing to expand and gain more attention, not all consumers have 
been engaged in the transactions (PwC 2015; The Nielsen Global Survey 2014). The 
idea of renting is still in its infancy and lacks popularity and development in the fash-
ion industry (Demailly and Novel 2014; Pedersen and Netter 2015; Piscicelli et al. 2015). 
Marketing research conducted by The Nielsen Global Survey (2014) reports that only 
22% of participants were willing to rent clothing items. A variety of concerns about fash-
ion rental have been pointed out (Armstrong et al. 2015), such as financial issues and 
social concerns. Although some assumptions have been made, empirical evidence iden-
tifying barriers and motivations to clothing renting is lacking. Perceived risks, which are 
involved in all purchase decisions (Dholakia 2001), have been identified as key elements 
of buying behavior and significantly impact purchasing decisions (Kumar and Grisaffe 
2004). In pursuit of sustainable apparel consumption, Kang and Kim (2013) also affirmed 
the negative effect of four potential risks, including financial risk, performance risk, psy-
chological risk, and social risk. These risks may impede consumers renting behavior. In 
addition, enjoyment of the shopping process is another important concept in retailing. 
Perceived enjoyment of a certain behavior has also been found to significantly influence 
intention (Davis et al. 1992). Additionally, being frugal may motivate consumers to rent 
instead of buying some fashion products as renting is usually cheaper than buying.

However, to date, no study has examined the relationships between perceived risks 
and enjoyment of renting and consumers’ intention to rent fashion products. Therefore, 
the researcher aims to expand existing knowledge of access-based consumption behav-
ior by identifying how perceived risks and frugality impact the attitude, perceived enjoy-
ment and further behavioral intention toward fashion renting. To examine the influence 
of these factors on fashion renting would provide a better understanding of consumer 
profiles for those who more likely to rent fashion items. The results of this study are 
expected to contribute to the broader literature that focuses on access-based consump-
tion in the fashion industry and to lay the foundations for the development of strategies 
that encourage fashion-renting business.

Though there are a number of research studies on renting, the majority of these stud-
ies have been conducted in Europe (Edbring et al. 2016; Leismann et al. 2013; Martin 
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and Upham 2016; Pedersen and Netter 2015; Piscicelli et  al. 2015) and none of these 
studies have been specifically focusing on fashion renting. Empirical research on con-
sumers’ adoption of access-based consumption in the US is still lacking. On average, 
each US consumer spent $1141 to purchase 64 pieces of clothing in 2013 (American 
Apparel & Footwear Association 2015), the equivalent of 16 kg of new clothes, which 
is above the global average of 5 kg per person in 2014 (Cobbing 2016). High levels of 
apparel consumption lead to a high volume of landfill waste caused by the apparel indus-
try in the US The fast-growing rate of apparel consumption in the US and its subsequent 
waste are fueling an environmental crisis. Therefore, this study was conducted in the 
United States. A quantitative research method with an online survey was employed in 
this study. Structural equation modeling was conducted to test the proposed hypoth-
eses. The results confirmed the negative influences of three perceived risks and posi-
tive influences of frugal shopping on attitude toward and perceived enjoyment of fashion 
renting. Additionally, perceived enjoyment and attitudes were both found to have posi-
tive influences on consumers’ intention toward fashion renting.

Literature review
Access‑based consumption and fashion renting

Access-based consumption allows consumers the access to usage of a product for a 
certain period of time by paying an access fee, while the legal ownership remains with 
the provider (Schaefers et al. 2016). Access-based consumption is also known as non-
ownership consumption, which is considered one form of collaborative consumption 
(Leismann et al. 2013). Access-based consumption is based on the idea of sharing usage 
of product (Bardhi and Eckhardt 2012); but it is different from other types of sharing, 
such as swapping, in which a permanent transfer of ownership is involved (Belk 2010). 
Instead, in the process of access-based consumption consumers focus on the temporary 
use of a certain product, rather than obtaining the property right to the product (Gruen 
2017; Moeller and Wittkowski 2010; Schaefers et al. 2016).

Access-based consumption brings environmental advantages because it encourages 
consumers to share-use products, which increase the use frequency of products that 
might be discarded after limited use otherwise (Armstrong et  al. 2015; Botsman and 
Rogers 2010). Access-based consumption also brings benefits to consumers. It provides 
consumers with an opportunity to experience a variety of new products without the bur-
den of ownership (Belk 2007), which they may not be able to afford otherwise. Especially 
in the fashion industry, access-based consumption enables consumers to achieve more 
variety in apparel choice and to have access to new fashions and special fashion products 
that would not be accessible otherwise (Balck and Cracau 2015). For example, an indi-
vidual who cannot afford luxury fashion items can now consume them through access-
based consumption. The services are also beneficial for consumers who are undergoing 
temporary body-shape changes, such as pregnant women; these services provide cost-
effective solutions to these consumers (Allied Market Research 2017). Businesses will 
also generate revenue by providing usage of products (Durgee and O’Connor 1995) 
because the rental company maintains the permanent ownership of these products and 
are able to rent to multiple consumers at different times; therefore, generate profit.
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Renting, one typical form of access-based consumption (Moeller and Wittkowski 
2010), is defined as when “one party offers an item to another party for a fixed period 
of time in exchange for a fixed amount of money and in which there is no change of 
ownership” (Durgee and O’Connor 1995, p. 90). Renting is not a new concept and has 
been in effect through various products and services for some time, such as car renting 
programs (Bardhi and Eckhardt 2012), toys (Ozanne and Ballantine 2010), music and 
film (Botsman and Rogers 2010), furniture, musical instruments (Durgee and O’Connor 
1995), and so on. Recently, this type of trend has started to grow in the fashion industry. 
Raised awareness concerning positive environmental impacts of access-based consump-
tion is propelling the growth of the fashion rental market.

The fashion rental market also works to address the fashion needs of consumers who 
do not want to spend money on clothes that are to be worn for only one or two occa-
sions, making it more affordable and convenient (Allied Market Research 2017). Rent-
ing encourages the consumer to enjoy the usage and function of products without the 
burdens of ownership, which includes not only the cost of purchasing, maintaining and 
storing the product, but also the risk of obsolescence and disposition (Philip et al. 2015). 
Especially in the fashion industry, fashion trends update frequently and fashion prod-
ucts are replaced by new styles quickly, which may bring financial burdens to consumers 
who always want to keep up with latest fashion trends. Fashion-conscious consumers 
with weak financial conditions often find clothing rental services preferable (Allied Mar-
ket Research 2017). There are some notable fashion renting businesses exist in the mar-
ket. For example, BagBorroworSteal.com provides consumers with short-term renting, 
where consumers can rent designers’ products for short periods. There are also some 
rental businesses that provide subscription-based renting, by which consumers can rent 
unlimited fashion items for 1 month with a monthly subscription fee. For instance, Rent 
the Runway provides designer dresses and accessory rentals through online services; 
The Ms. Collection provides consumers with an unlimited designer dresses and acces-
sory rentals; Fashionhire.com provides consumers with designer bag rentals; Gwynnie 
Bee provides plus-size clothing rentals; Le Tote provides women’s clothes and accessory 
rentals for consumers’ everyday style; and Albright, a fashion library located in New 
York, offers an archive of classic pieces of high-end fashion products.

Previous research has examined motivations and barriers for access-based consump-
tion (Edbring et al. 2016; Mohlmann 2015). In regard to the fashion renting, researchers 
mainly focus on consumer preferences and motivations in some exploratory qualita-
tive studies. For example, Mun and Johnson (2014) conducted in-depth interviews to 
find out participants’ motivations and perceived benefits for collaborative consumption 
of apparel products, including online renting. Armstrong et al. (2015) conducted focus 
groups to identify consumers’ preferences and concerns in regards to apparel renting. 
Pedersen and Netter (2015) also performed semi-structured interviews to investigate the 
opportunities and barriers of fashion libraries. These researchers found similar motives 
for fashion renting participation, including having access to the latest fashion items at a 
lower cost and being more environmentally conscious. Challenges to adoption, such as 
hygiene risks with used clothing and lack of trust in the provider (Armstrong et al. 2015; 
Edbring et al. 2016), financial risks (Mun and Johnson 2014), have also been identified 
previously. However, to date, quantitative studies focusing on the role of perceived risks 
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and perceived enjoyment of renting in consumers’ acceptance of fashion renting has not 
been investigated.

Financial risk

Financial risk refers to concerns about potential financial loss due to a purchase deci-
sion (Kang and Kim 2013). Schaefers et al. (2016) have found that the perceived finan-
cial risk of ownership positively influences consumers’ frequency of using access-based 
consumption in order to avoid the risk of ownership burden. However, Armstrong et al. 
(2015) point out that financial issues are major concerns for fashion rental. For exam-
ple, consumers may have concerns about the financial loss if they pay the provider for 
renting up-dated fashion items, but do not get what they expect. Lack of trust in the 
provider has been identified as one of the barriers to fashion renting (Armstrong et al. 
2015). In general, perceived risks may cause negative feelings, such as anxiety, discom-
fort, and uncertainty (Yüksel and Yüksel 2007). Specifically, with concerns of suffering a 
financial loss, consumers may not be able to perceive the process of renting as enjoyable. 
In addition, the negative influence of financial risk on attitude has also been confirmed 
(Kang and Kim 2013). Renting encourages consumers to focus on the temporary use 
of the product without transfer of permanent ownership (Bardhi and Eckhardt 2012), 
which may also cause concerns to some consumers who might think that it is a waste 
of money to rent clothing rather than owning it. Consumers’ positive attitude toward 
renting may also be influenced by concerns pertaining to not getting what they paid for. 
Therefore, the following hypothesis was proposed:

H1:	� The perceived financial risk of renting has a negative influence on (a) consumers’ 
attitude toward fashion renting; (b) perceived enjoyment of fashion renting.

Performance risk

Performance risk involves the uncertainty about whether or not the performance of the 
product will be as expected (Schaefers et al. 2016). Usually, rental clothes are shared and 
thus worn by multiple users, which raise concerns about hygiene issues of rental items 
(Armstrong et  al. 2015; Gao 2017). A previous study conducted by Argo et  al. (2006) 
has confirmed that consumers usually have concerns about contagion when they know 
that an object has been physically touched by someone else, especially a stranger. Not 
knowing if the item they rent is clean or not may impede consumers’ positive attitude 
toward renting fashion items, thus may not be able to enjoy the process of renting and 
the use of these rented items. Additionally, for some online fashion renting, consum-
ers may also have worries regarding the quality of the rental items; whether or not the 
rental items will look good on them is also another concern since they are not able to 
try the clothing on before placing the order. For first-time renting consumers, a major 
concern is that information about the product from a certain renting company is lack-
ing, thus, performance risk is expected to increase. In this sense, due to the potential 
negative consequences in regard to the uncertainty of product quality and cleanliness, 
perceived performance risk is also expected to cause negative attitudes and emotional 
feelings. Therefore, we hypothesize as below:
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H2:	� The perceived performance risk of renting has a negative influence on (a) con-
sumers’ attitude toward fashion renting; (b) perceived enjoyment of fashion 
renting.

Psychological risk

Psychological risk refers to the potential negative influence of a certain behavior on 
one’s self-image (Kang and Kim 2013). When considering psychological risk, consumers 
contemplate the potential loss of self-esteem or ego caused by engaging in a behavior. 
Perceived risk, which involves psychological risk, has been found to negatively influ-
ence the degree to which an individual’s feeling of joy and fun is experienced (Yüksel 
and Yüksel 2007). In addition, the negative influence of perceived psychological risk on 
attitude toward the consumption of environmentally sustainable apparel has been con-
firmed (Kang and Kim 2013). Fashion renting provides consumers with an opportunity 
to obtain the usage of new fashion items without the burden of ownership; however, to 
some consumers, ownership is a symbol of status. Ownership has been considered the 
ideal consumption type in many societies, which is associated with individuals’ pres-
tigious status and a sense of security and independence (Gao 2017). Nonetheless, rent-
ing behavior has, in contrast, been considered to be related to low social status and low 
financial power (Bardhi and Eckhardt 2012). Some consumers may believe that renting 
instead of buying will not match their personal image; instead, they believe that it will 
ruin their personal style and cause them to lose self-esteem. They may also feel a lack of 
security brought about by not owning the products; thus, they would not be able to per-
ceive the renting process as enjoyable. A negative attitude toward renting may develop as 
well. Therefore, the following hypothesis was proposed:

H3:	� The perceived psychological risk of renting has a negative influence on (a) con-
sumers’ attitude toward fashion renting; (b) perceived enjoyment of fashion 
renting.

Social risk

Social risk refers to the negative outcomes that a purchase decision may have on one’s 
social standing and disapproval from one’s family members or friends (Schaefers et al. 
2016). As opposed to psychological risk, social risk indicates that consumers consider 
how the use of products or the purchase decisions they make may damage or reduce 
their image in the eyes of others (Kang and Kim 2013). Social risk takes into account 
how society influences a consumer’s decision. Apparel consumption not only satisfies 
a basic need but also delivers a sense of belonging and reflects a consumer’s social sta-
tus (Gonzalez and Bovone 2012). However, social concerns have been pointed out as 
a major concern for fashion rental (Armstrong et  al. 2015). Having concerns about 
whether or not they are able to identify clothing items that would be reflective of their 
personal style might impede consumers to participate in fashion renting. In addition, 
when all the high-end fashion clothes are rented but not owned by the consumer, it 
becomes questionable for consumers to identify which status group they belong to (Gao 
2017). Previous studies have confirmed the negative influences of perceived social risk 
on consumers’ attitude toward sustainable apparel consumption (Kang and Kim 2013) 
and perceived enjoyment (Yüksel and Yüksel 2007). Through renting, consumers are 
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able to wear some fashion items that they are not able to afford otherwise, which may 
reflect that the individual is striving for a luxurious life that is not in accordance with 
their real social status. Consumers may also have concerns about how other people think 
of them when they wear the fashion items they rent and cannot afford to buy. Thus, hav-
ing concerns that renting can damage their image in the eyes of others, consumers may 
not have a positive attitude toward fashion renting, thus, may not perceive renting as fun 
and enjoyable. Therefore, the following hypothesis was developed:

H4:	� The perceived social risk of renting has a negative influence on (a) consumers’ 
attitude toward fashion renting; (b) perceived enjoyment of fashion renting.

Frugal shopping

Frugality concerns two prominent aspects of consumer motivations: economizing mon-
etary and material resources (Lastovicka et al. 1999). Frugal consumers are usually more 
conscious of the price and value of products (Kasser 2005); they prefer to take activi-
ties to avoid wasting money and resources (Evans 2011). Usually, through renting, con-
sumers have access to fashion items at a relatively lower price compared to buying those 
items (Gao 2017), which might be attractive to frugal consumers. A qualitative research 
conducted by Moeller and Wittkowski (2010) has found that renting is usually cheaper 
than buying, and the price has been revealed as one of the most important factors deter-
mining consumers’ decision to rent or buy. Gao (2017) also argues that one of the major 
motivations for fashion renting is economic. The idea of fashion renting gives people 
the benefit of keeping up with new trends at reduced costs while avoiding ownership 
burdens and reducing expenditures on fashion items, as well as lowering negative envi-
ronmental impacts by increasing use intensity and reducing waste (Botsman and Rogers 
2010; Moeller and Wittkowski 2010). Frugal consumers might think renting is a more 
economical way to keep up with latest fashion trend and consume high-end fashion 
items. Economic benefit has been regarded as an important incentive in access-based 
consumption (Edbring et al. 2016) and positively influences attitude (Hamari et al. 2015). 
With the knowledge that renting fashion items would be a means to consume the lat-
est fashion products at lower prices, a positive attitude toward the behavior of fashion 
renting will be developed. In addition, the process of shopping for favorable up-dated 
fashion items to rent may be perceived as enjoyable and fun, knowing that it also enables 
them to save money. Therefore, the hypothesis is proposed as below:

H5:	� Frugal shopping has a positive influence on (a) consumers’ attitude toward fash-
ion renting; (b) perceived enjoyment of fashion renting; (c) consumers’ intention 
toward fashion renting.

Perceived enjoyment

Perceived enjoyment interprets the extent to which performing a certain activity is per-
ceived to be enjoyable in itself, regardless of the performance consequences that are 
expected (Davis et al. 1992). As the intrinsic motivation, perceived enjoyment indicates 
the pleasure, fun, and satisfaction gained from performing a certain behavior (Teo et al. 
1999). Perceived enjoyment is a salient factor affecting consumer attitudes and inten-
tions toward the behavior (Davis et  al. 1992). Individuals might be more likely to get 
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involved in a particular behavior if it yields fun and pleasure. In addition, when a cer-
tain activity is perceived to be enjoyable, a positive attitude toward the behavior is also 
developed. The enjoyment of the shopping process is an important concept in retail-
ing. Several studies have examined consumers’ shopping motivation and confirmed the 
importance of having fun during the shopping process (Arnold and Reynolds 2003; Kang 
and Park-Poaps 2010). Fashion renting requires consumers to share products that may 
have been used by other people. Not enjoying the idea of sharing may discourage con-
sumers’ intention to rent. If renting is perceived to provide positive feelings and expe-
riences, consumers will be more likely to accept it. The positive influence of perceived 
enjoyment on intentions toward a certain behavior has been confirmed by several stud-
ies, such as collaborative consumption (Hamari et al. 2015), apparel customization (Lang 
et al. 2018; Lee and Chang 2011), online shopping (Ramayah and Ignatius 2005), tech-
nology use (Teo and Noyes 2011), and so forth. Enjoyment has also been identified as an 
important factor in other sharing-related activities, such as online information sharing 
(Nov et  al. 2010). Given that the shopping process of fashion products is a form of a 
hedonic system, perceived enjoyment is expected to have a salient influence on purchase 
intention toward fashion renting. Therefore, the following hypothesis was developed:

H6:	� Perceived enjoyment has a positive influence on consumers’ intention toward 
fashion renting.

Attitude

Attitude refers to “the degree to which a person has a favorable or unfavorable evaluation 
or appraisal of the behavior in question” (Ajzen 1991, p. 188). A positive attitude toward 
a given behavior indicates that an individual is more likely to participate in the behavior. 
Edbring et al. (2016) point out that people usually have a positive attitude towards tem-
porary renting of products. Fashion trends change quickly, which brings financial pres-
sure to follow the fast-changing trends for many consumers. Fashion renting provides an 
alternative to fashion consumption in a way that consumers can maintain access to new 
clothes for a temporary period of time without having to buy more in order to catch up 
with the new trends (Pedersen and Netter 2015). The benefit of reducing ownership bur-
den may develop a positive attitude toward fashion renting among consumers. A previ-
ous study has confirmed the positive influence of attitude on collaborative consumption 
(Hamari et al. 2015). Recently, Johnson et al. (2016) have pointed out the positive influ-
ence of attitude on online apparel collaborative consumption, which includes renting. 
Therefore, the following hypothesis was developed:

H7:	� Consumers’ attitude has a positive influence on consumers’ intention toward 
fashion renting.

Methods
Sample and data collection

A purposive sampling strategy was employed with an online survey for data collection. 
To develop a representative sample, a consumer panel of the target population was pur-
chased from an online research company, which solicited responses by sending the sur-
vey link to the targeted population in an email invitation. To ensure a balanced sample of 
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each age group and gender, a quota was set on each of the age groups and genders. Each 
respondent was given a brief description of the study explaining Institutional Review 
Board approval and the implications of participation. Data cleaning generated 452 usa-
ble samples out of 607 returned responses, with an overall completion rate of 74.76%.

Measures and questionnaire

The questionnaire contained three sections. In the first section, multi-item scales were 
utilized to measure perceived risks, frugality, attitude and perceived enjoyment. All of 
these constructs were measured on 5-point Likert scales with “1 = strongly disagree, to 
5 = strongly agree.” Perceived risks contained four dimensions (Kang and Kim 2013): 
financial risk, performance risk, psychological risk and social risk. Each dimension was 
measured by a multiple-item scale modified from Kang and Kim (2013). Frugal shop-
ping behavior was measured by four items adapted from Kasser (2005). A semantic dif-
ferential scale (Ajzen 2002) was employed to measure attitude towards fashion renting. 
An incomplete statement regarding fashion renting was developed, followed by five 
groups of semantic differential adjectives. Based on the 5-point scale, participants were 
requested to select the corresponding adjective from each group to complete the state-
ment. Perceived enjoyment in sharing fashion products was also measured by a five-item 
scale, adapted from Hsu and Lin (2008) and Teo and Noyes (2011).

The second section of the questionnaire contains questions regarding consumers’ 
intention toward fashion renting. To provide a better idea of fashion renting, a hypo-
thetical scenario statement was developed to gauge the participants’ overall outlook on 
fashion renting. Participants were requested to rate the level of willingness to adopt the 
fashion renting model by responding to the question, “I intend to rent clothing or con-
sider renting fashion products in the next 12 months?” The item was measured utiliz-
ing a 5-point Likert scale 1 = “strongly disagree” to 5 = “strongly agree.” The scenario was 
described below:

A fashion retailer provides a rental service for consumers to rent a certain number 
of garments for a short time period (both online and physical store); consumers can 
rent a variety of designer dresses and accessories, as well as many options of the lat-
est fashion products.

Applying a scenario to describe the renting business in the research design will give 
participants a visualized idea about the fashion renting process. The third section meas-
ures consumers’ demographics, including gender, ethnicity, education, and annual 
income.

Data analysis

Reliability and validity were both examined. A two-step approach was adopted (Ander-
son and Gerbing 1988). Confirmatory factor analysis (CFA) was first conducted to find 
a better model for the measurement of each latent variable (Jackson et al. 2009). Then, 
structural equation modeling (SEM) was employed to test the proposed hypotheses. 
The goodness-of-fit (GFI) indices used in this study include the Chi square normalized 
by degrees of freedom χ2/df < 3 for a good model fit (Kline 2010); the conventional cut 
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off ≥ 0.90 for an acceptable fit for CFI and TIL, and ≥ 0.95 for a good fit (Hu and Bentler 
1999). RMSEA and SRMR values between 0.05 and 0.08 represent an acceptable fit and 
values < 0.05 indicate a good fit (Hu and Bentler 1999; Kline 2010).

Results
Characteristics of participants

Of the total 452 participants, 43.6% were male and 56.4% were female. Caucasian/white 
made up 64.6% of the sample, Hispanic and African American/Black 14.2 and 13.5%, 
respectively. In addition, 33.6% of participants were age 18–35, 34.7% were 36–50, and 
31.6% were 51–69. In regards to education, 38.7% of the sample had a college degree, 
16.6% of them had a Masters/MBA degree. There were also 24.8% participants who 
reported having some college education. In regard to annual household income, 27.9% 
of participants reported annual income being more than US $100,000; participants with 
annual household income of US $40,000–US $59,999 and US $80,000–US $99,999 both 
made up 14.6% of the sample (see Table 1).

Table 1  Demographic summary of participants (n = 452)

Consumer profile Frequency Percentage

Gender

 Male 197 43.6

 Female 255 56.4

Age

 18–35 152 33.6

 36–50 157 34.7

 51–69 143 31.6

Ethnicity

 African American 61 13.5

 Hispanic 64 14.2

 Asian 17 3.8

 Caucasian/white 292 64.6

 Other 18 4.0

Highest education

 Did not graduate high school 5 1.1

 High school graduate 65 14.4

 Some college 112 24.8

 College graduate 175 38.7

 Master/MBA 75 16.6

 Ph.D. 9 2.0

 Other 11 2.4

Annual household income

 Less than US $19,999 44 9.7

 US $20,000–US $39,999 80 17.7

 US $40,000–US $59,999 66 14.6

 US $60,000–US $79,999 70 15.5

 US $80,000–US $99,999 66 14.6

 More than US $100,000 126 27.9
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Estimation and validation

The result of the confirmatory factor analysis of the measurement model, including 
seven latent constructs with 28 items, exhibited an excellent model fit 
( χ2

(df=303)
 = 714.193, p < 0.000, χ2/df = 2.36; RMSEA = 0.055; CFI = 0.959; TLI = 0.952; 

SRMR = 0.048) (Kline, 2010; Hu and Bentler 1999). Next, construct validity was also 
confirmed by assessing convergent validity and discriminant validity. All CFA loadings 
were higher than 0.5, which provided evidence for convergent validity (Kline 2010); and 
the average variance extracted (AVE) for each construct was greater than 0.5 (Anderson 
and Gerbing 1988), suggesting that each construct is well represented by its own indica-
tors. In addition, discriminant validity between constructs was also established because 
all AVEs ranging from 0.501 to 0.849 exceeded squared correlations between the con-
structs, ranging from 0.001 to 0.516 (Fornell and Larcker 1981). Cronbach’s alpha esti-
mates of all constructs ranged from 0.748 to 0.965, which exceeded the recommended 
0.70 cut off point (Cortina 1993), confirming the reliability of measurement. Tables  2 
and 3 present the results regarding convergent and discriminant validities and the relia-
bility of the instruments.

Hypotheses test

Structural equation modeling was applied to examine the proposed hypotheses. The 
results revealed an acceptable model fit ( χ2

(df=352)
 = 843.665, p = 0.000, χ2/df = 2.39; 

RMSEA = 0.056; CFI = 0.955; TLI = 0.948; SRMR = 0.050) (Kline 2010; Hu & Bentler 
1999). The individual paths of the model were examined. The large sample size of 452 is 
a possible reason for the poor fit indicated by the statistical significance test (Kline 2010; 
Sawyer and Page 1984). The Chi Square test is sensitive to sample size and large sample 
sizes tended to be rejected and it is no longer relied upon as a basis for acceptance or 
rejection (Schermelleh-Engel et  al. 2003; Vandenberg 2006); therefore, multiple fit 
indexes were used for model fit evaluation.

The negative effects of perceived financial risk on attitude (β = − 0.131, p < 0.002) 
and perceived enjoyment (β =− 0.222, p < 0.000) were both supported. Similarly, the 
performance risk was also found negatively affect attitude (β = − 0.354, p < 0.000) 
and perceived enjoyment (β = − 0.275, p < 0.000). In addition, the psychological risk 
was also found negatively affect attitude (β = − 0.324, p < 0.000) and perceived enjoy-
ment (β = − 0.218, p < 0.000). Therefore, H1a, H1b, H2a, H2b, H3a, and H3b were 
all supported. However, the effects of social risk on attitude (β = − 0.078, p = 0.152) 
or perceived enjoyment (β = − 0.059, p = 0.100) were not significant. Thus, H4a and 
H4b were not supported. Next, the effects of frugal shopping on clothing attitude 
(β = 0.273, p < 0.012) and perceived enjoyment (β = 0.255, p < 0.009) were both sup-
ported. However, no significant effects were found between frugal shopping with 
fashion renting (β = 0.065, p < 0.108). Therefore, H5a and H5b were both supported, 
but H5c was not supported by this study. Finally, the positive effects of attitude 
(β = 0.133, p < 0.017) and perceived enjoyment (β = 0.502, p < 0.000) on fashion rent-
ing intention were both confirmed. Thus, H6 and H7 were both supported (Fig. 1).
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Discussion and implications
The purpose of this study is to determine the barriers and motivations for consumers to 
pursue access-based consumption, specifically, fashion renting. Four perceived risks, as 
well as perceived enjoyment, frugal shopping and consumers’ attitude toward fashion 
renting were investigated. In addition, three open-ended questions were included in this 
study to identify the specific barriers and motivators for fashion renting. Evidence from 
the study indicates that consumer intentions to rent clothing is encouraged by their atti-
tudes, perceived enjoyment, as well as frugal shopping; but impeded by the perceived 
financial, performance, and psychological risks.

Table 2  Measurement model results

The numbers in parentheses are based on the reliability of each measure in a previous study

Measures CFA loading Cronbach’s α AVE

Financial risk 0.842 (0.80) 0.645

 I will feel that I wasted money to rent clothing just for a shorter time 0.831

 It will cost a lot to manage and keep the rented clothing in good shape 0.740

 I will feel that I wasted money to rent clothing but not own it 0.834

Performance risk 0.748 (0.80) 0.501

 I am worried about the cleanness of rented clothing 0.637

 The quality of the rented clothing will be poor 0.693

 I will not feel comfortable when wearing the clothing that has been 
worn by others

0.781

Psychological risk 0.829 (0.86) 0.623

 I am worried that rented clothing will not look good on me 0.742

 It will be difficult for me to be able to match the rented clothing with 
my current clothing

0.843

 Renting clothing will not match my own personal image 0.779

Social risk 0.899 (0.86) 0.695

 I am worried about what others will think of me when I rent clothing 0.874

 I am worried that my friends might think I look weird or funny in the 
clothing I rent

0.876

 I will feel that the clothing I rent might not be in fashion 0.802

 I will not feel comfortable wearing the clothing I rent in public 0.777

Frugal shopping 0.851 (0.69) 0.596

 I buy clothing on sale as much as possible 0.780

 I look very carefully to find the best value for the money when purchas-
ing clothing

0.779

 In general, I watch out for bargain prices 0.819

 Even for small items I compare prices 0.705

Perceived enjoyment 0.965 (n/a) 0.849

 I found it would be fun to share clothing with others 0.889

 I would be enjoying to share clothing 0.960

 Sharing clothing would be a real pleasure 0.942

 Sharing clothing would be enjoyable 0.949

 Sharing clothing with others would be a great play activity 0.862

Attitude (I think that sharing clothing through renting is…) 0.950 m (n/a) 0.792

 Foolish: wise 0.843

 Negative: positive 0.901

 Bad: good 0.912

 Unsatisfactory: satisfactory 0.907

 Unpleasant: pleasant 0.886
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Specifically, study results point out that the three perceived risks of financial risk, 
performance risk, and psychological risk all negatively influence both consumers’ atti-
tude toward and perceived enjoyment of fashion renting. This result contributes to the 
current literature in that the relationships between perceived risks of fashion renting 
and perceived enjoyment have not been previously researched. However, the negative 
relationship between financial risk and attitude is consistent with a previous study on 
environmentally sustainable apparel consumption conducted by Kang and Kim (2013). 
Financial risk indicates the concerns about financial loss of a purchase decision (Kang 
and Kim 2013). Although renting provides consumers with more variety of new fashion 
items with a relatively lower cost compared to retail prices (Gao 2017), some consum-
ers may still think it is not worth the money merely to temporarily use the product. To 
those consumers, paying for the use of fashion products may be perceived as a waste. In 
addition, because the rental provider maintains ownership of renting items, some con-
sumers may have concerns about how to keep the items in like-new condition and what 
will happen if they damage the rented fashion items. Specifically, consumers are not sure 

Table 3  Discriminant and convergent validity of constructs

The numbers below diagonal are the squared correlation coefficient between the variables. The numbers in diagonal are the 
average variance extracted by each variable

1 2 3 4 5 6 7

1. Financial risk 0.645

2. Performance risk 0.006 0.501

3. Psychological risk 0.011 0.470 0.623

4. Social risk 0.091 0.029 0.006 0.695

5. Frugal shopping 0.516 0.416 0.044 0.147 0.596

6. Perceived enjoyment 0.343 0.083 0.065 0.048 0.010 0.849

7. Attitude 0.586 0.150 0.045 0.001 0.282 0.056 0.792

Psychological 
risk

Financial risk

Performance 
risk

Attitude

Perceived 
enjoyment

Intention to
Fashion 
Renting 

Social risk

Frugal 
shopping

H5c

H
5a

 (*
)

H
5b

 (*
*)

Fig. 1  Analysis results of the determinants of fashion renting.***p < 0.001, **p < 0.01, *p < 0.05; dotted lines 
indicate non-significant relationship
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about their responsibility when it comes to the maintenance of the rented items and if 
they would have to pay more if they damage the items or they are not able to keep those 
items in good shape. Retailers need to consider consumers’ concerns about the poten-
tial financial loss in their marketing strategy. For example, to relieve financial concerns, 
retailers can provide a clear policy regarding the maintenance or damaging of items.

As predicted, the psychological risk was found to negatively impact attitude, which is 
consistent with a previous research by Kang and Kim (2013). No previous research was 
found that has investigated the relationship between psychological risk and perceived 
enjoyment. The negative influences of psychological risk on attitude and perceived 
enjoyment indicate that being afraid that fashion renting is not in accordance with their 
self-image may cause consumers unable to enjoy the process of renting. Although fash-
ion renting provides consumers with an opportunity to have access to new fashion items 
with low cost; however, to some consumers, ownership is a symbol of status. They may 
think renting some items that they actually are not able to afford will ruin their personal 
style. Fashion rental retailers could highlight that renting conveys a new lifestyle, more 
sustainable and environmental.

Similarly, having concerns about the performance of rented items will also negatively 
affect consumers’ attitude toward and perceived enjoyment of fashion renting. The neg-
ative influence of performance risk on attitude was different from a previous research 
(Kang and Kim 2013), in which no significant relationship was found between perfor-
mance risk and attitude toward environmentally sustainable apparel. Many rental retail-
ers only provide renting services online, like Rent the Runway, Le Tote, and Gwynnie 
Bee, thus, consumers may have concerns about whether or not they will get what they 
pay for. Not being able to try the items on before they rent them may also bring concerns 
about whether or not these products will look good on them. In addition, the permanent 
ownership of renting products remains with the provider (Schaefers et al. 2016) and they 
may rent the same items out multiple times to different consumers. Therefore, concerns 
about hygiene when renting items may also influence consumers’ attitude toward renting 
and their perception of enjoyment about fashion renting. To provide a clear policy and 
description of the procedure for the maintenance and cleaning of items to be returned is 
an important strategy for fashion rental retailers to keep in mind.

However, as opposed to a previous research (Kang and Kim 2013), no significant 
relationships were found between social risks and attitude. The hypothesized negative 
influence of social risk on perceived enjoyment was not confirmed, which was not as 
predicted. This result indicates that the possible negative outcomes of social standing 
resulting from fashion renting do not really affect consumers’ attitude toward and per-
ception of fashion renting. Consumers in a collectivist culture are more influenced by 
social norms than those in an individualist culture. The data in this study were collected 
in the United States, which is an individualistic society (Hofstede 1980). People who live 
in an individualistic society put a great deal of stress on personal achievements and indi-
vidual rights, instead of being concerned with social pressure from others. These cul-
tural characteristics might explain the weak influence of social risk in this study.

The direct effect of frugal shopping on consumers’ intention toward fashion renting 
was not significant, which is consistent with previous research conducted by Moeller 
and Wittkowski (2010) on consumers’ preference for non-ownership consumption. 
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However, the positive influences of frugal shopping on both attitude and perceived 
enjoyment were confirmed. Frugal consumers are usually more conscious of the price 
and the value of products (Kasser 2005). These consumers care more about whether 
or not they are able to get what they pay for. Although economy has been stated as a 
major motivator to rent fashion items for many participants in this study, they may also 
have concerns regarding the performance of the products and whether or not what they 
receive is worth what they pay. These concerns might explain the non-significant direct 
effect of frugality on consumers’ intention toward fashion renting. Nevertheless, the per-
ception of renting as being able to provide an opportunity to gain access to more options 
and new fashion items without the need to pay the full price of these products may still 
stimulate positive attitudes of consumers toward renting. Fashion retailers who provide 
renting services should emphasize the economic benefits of rentals in their marketing 
strategy.

As predicted, the positive relationship between perceived enjoyment and intention 
toward fashion renting was confirmed, which indicates that consumers who enjoy the 
process and results of renting fashion items are more likely to pursue fashion renting in 
their daily lives. Feeling enjoyment is an important motivator for people to get involved 
in a certain behavior. Individuals may engage in a particular behavior if it yields fun and 
enjoyment. Not feeling comfortable wearing rented items or not enjoying the renting 
process may discourage consumers’ engagement in renting. In addition, the results also 
point out the positive influence of attitude on consumers’ intention toward fashion rent-
ing, which is consistent with previous research on collaborative consumption conducted 
by Johnson et al. (2016) and Hamari et al. (2015). The results suggest that the decision to 
get involved in fashion renting is a rational process wherein consumers take into account 
their attitudes and personal perception about renting. Shaping attitudes and reducing 
perceived risks of fashion renting are crucial strategies as they may help consumers 
develop a sense of personal obligation regarding fashion renting.

Based on the results, clothing rental businesses should put emphasis on addressing 
financial, performance, and psychological risks in the development of their market-
ing strategies. Renting companies should provide a clear policy and description of how 
rented items are to be cared for and cleaned, along with specific policy information per-
taining to damage during usage. In addition, emphasis on the opportunity to take advan-
tage of a very large selection of new-to-the-user and fashionable items will also attract 
some consumers who are interested in variety. With regard to theoretical applications, 
this research adds a unique contribution to the body of knowledge pertaining to fashion 
renting intention of consumers by identifying the role of perceived risks, frugal shop-
ping, perceived enjoyment, and attitude. This is the first time that these individual per-
ceived risks have been investigated in relation to fashion renting. This research is in the 
beginning and exploratory stage. This beginning then gives researchers a basis to justify 
looking at different barriers and motivations more deeply in future work.

Conclusion and limitations
Overall, this study successfully identified certain barriers and motivation for fashion 
renting. It contributes to existing literature by discovering the effects of perceived risks 
on attitude and perceived enjoyment of clothing renting and further clothing renting 
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intentions. Through a structural equation estimation, financial risk, performance risk, 
psychological risk, and frugal behavior proved to play an important role in influencing 
consumer attitude and perceived enjoyment, thereby influencing consumers’ intention 
to fashion renting. The negative influences of perceived risks on consumers’ intention to 
rent fashion, as well as the perceived concerns that the consumer has not been provided 
with direction for the fashion renting process by retailers should be considered in future 
marketing strategies. In addition, the results also highlight the positive role that per-
ceived enjoyment and attitude have on the relationships between shopping values and 
the intention to purchase customized apparel products.

This study has several limitations that may need more study in future research. Firstly, 
a self-administered online survey method was used to collect data, which might limit the 
generalizability of the results. Second, the retail concept of fashion renting was explained 
in one sentence; participants may have different interpretations as they pertain to under-
standing fashion renting and this interpretation may have an influence on their response 
to the willingness to adopt this retail concept and generate bias. Third, participants were 
not requested to have actual fashion renting experiences, which may limit their eval-
uation on the perception of risks, attitude, and perceived enjoyment of fashion rental 
services. Finally, although behavioral intention has been used to measure behavior, the 
results are based on consumers’ intention, rather than behavior. Longitudinal research, 
which traces the model in association with behavior, would complement the findings of 
this study.
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