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Abstract:  
 
Access-based consumption is a growing mode of consumption related to the global trend 
of sharing economy. In some industries, such as entertainment and music, access has 
already surpassed traditional ownership as the dominant way of consumption. Despite 
the increasing concern for the environmental impacts of the fashion industry, access-
based consumption of clothes remains uncommon.  
 
Material possessions, such as clothes, are important tools for self-reflection and self-
expression and they are often incorporated into the extended self. The most valuable 
possessions have traditionally been owned to ensure greater control over them. Having 
access instead of ownership entails a different set of benefits and rules which makes the 
self-object relationships in access-based consumption an interesting area of research.  
 
This study contributes to the understanding of self-object relationships in access-based 
consumption by investigating the relationship to everyday clothes, possessions that are 
present in the everyday life of each consumer but have not been scrutinized in the prior 
literature. Furthermore, it examines if feelings of attachment and psychological 
ownership can be formed for accessed everyday clothes, similarly to owned ones. Unlike 
some of the earlier studies, it also contrasts the relationship to owned and accessed 
clothes, seeking to determine their individual roles and purposes in wardrobes. 
 
This thesis investigates the self-object relationships through qualitative methods. In 
total 12 users of one Finnish access-based clothing service were interviewed in 
individual semi-structured interviews to determine their relationships to owned and 
accessed everyday clothes and identify feelings of attachment and psychological 
ownership towards the accessed clothes. 
 
The findings of the empirical study indicate that everyday clothes as a category is an 
important form of self-identification and daily self-expression both at work and in free 
time but some of them, more specifically the essentials, serve mainly utilitarian 
purposes. Furthermore, this study finds that accessed clothes are indeed used in self-
expression and incorporated into the temporary extended self similarly to owned 
clothes. Feelings of attachment and psychological ownership over individual accessed 
clothes are also sometimes experienced but the greatest benefits of access, namely the 
delight of receiving new clothes and possibility of continuous exploration, make the 
relationship to individual accessed clothes generally lighter. However, this study also 
implies that the relationship to the accessed clothes is in fact more hedonistic than the 
relationship to the owned clothes. 
 
These findings support the existing understanding of role of possessions in the extended 
self but also further challenge the thought of ownership as the ultimate and preferred 
mode of consumption. Furthermore, this study adds a more holistic point of view to the 
prior research on self-object relationships in access-based consumption by pointing out 
that ownership and access can occur simultaneously and serve different purposes in the 
lives of the consumers.  
 
Keywords: access-based consumption, the extended self, possessions, ownership, 
sharing, self-object relationship, fashion library, everyday clothes 
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1 INTRODUCTION 

The global trends of sharing economy and access-based consumption have already 

revolutionized several industries, such as Netflix in entertainment and Spotify in music. 

Although vast numbers of consumers may be willing to relinquish the ownership of some 

physical products, e.g., DVDs or CDs, to gain easy access to a wider selection, the lack of 

ownership may be a more pivotal and complicating factor in some product categories, 

such as clothes. As Belk (1988) has stated, people consider their possessions, e.g., clothes 

or cars, to be important parts of themselves and their self-expression. Considering the 

self-identifying nature of clothes and their role in the expression of identity (Kleine, 

Kleine and Allen, 1995; Belk, 1988) and the fact that people may not be willing to share 

clothes with people they do not like (Kim, 2017), it is not surprising that access-based 

clothing services and fashion libraries have not yet managed to cause the Netflix effect 

and disrupt the clothing retail industry. 

Access-based clothing is, however, a phenomenon that is bound to gain recognition over 

the coming years as increasingly more attention is paid to the significant, negative 

environmental effects of the clothing industry and fast fashion. Recently, fashion 

retailers, such as H&M, Urban Outfitters, and Banana Republic (Lothian-McLean, 2019), 

have begun experimenting with clothing rental which suggests that access-based 

clothing may start gaining popularity in other product categories than occasion outfits 

and luxury items as well. This and the growing concern for the environment make access-

based clothing services a very topical subject of research.  

1.1 Research problem 

By tapping into the growing phenomenon of access-based clothing services, this study 

contributes to the understanding of the psychological constructs related to access. 

Switching ownership to access marks a whole new type of consumption mode and may 

thus also require changes in terms of consumer psychology. To revolutionize the clothing 

industry or at least have a significant impact on its sustainability, access-based clothing 

services would have to become mainstream, closer to libraries and streaming services. 

What does it take to let go of ownership of clothes – and could I do it? And if anyone can 

do it, then what is the role of ownership in the new access-based society? 

Prior research on access-based consumption has focused on, for example, cars (Bardhi 

& Eckhardt, 2012) and luxury fashion (Loussaief, Ulrich & Damay, 2019). Bardhi and 

Eckhardt (2012) have studied the relationship between the users of a car sharing service 
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and the accessed car. Their results indicate that the relationship is utilitarian, and the 

consumers do not identify with or form a bond to the car (Gruen, 2017; Bardhi & 

Eckhardt, 2012). Loussaief, Ulrich and Damay (2019), on the other hand, investigate the 

relationship between female consumers and shared luxury fashion items in France and 

conclude that women incorporate the borrowed, shared or accessed luxury items into a 

temporary extended self, similarly to objects that they own. This contradicts the findings 

of Bardhi and Eckhardt (2012) which suggests that more research is needed to 

understand how accessed objects are linked to the self.  

The aforementioned studies have shed light on the phenomenon of access-based 

consumption and the relationship between consumers and the accessed objects, but 

several aspects are yet to be addressed. Bardhi & Eckhardt (2012) call for more research 

on access contexts that are more strongly connected to hedonism and identity, such as 

clothes. Loussaief, Ulrich and Damay (2019) contribute to this gap by examining the 

category of luxury clothing where the experience of hedonism is particularly salient. 

However, Loussaief, Ulrich and Damay’s (2019) research merely touches upon access-

based consumption of luxury clothes, as only two of their informants use access-based 

clothing services while most share the luxury clothes with people they know. Thus, 

sharing clothes, especially less luxurious ones, with strangers through a commercial 

access-based service remains an uncharted territory. Furthermore, neither of the 

aforementioned prominent studies pay much attention to how the self-object 

relationships to owned and accessed items differ, a dimension which Chen (2009) calls 

for more research on. 

This thesis contributes to the existing body of knowledge by exploring the self-object 

relationships between consumers and their lent and owned everyday clothes, thus taking 

into account the ownership-access contrast that Chen (2009) emphasizes. Everyday 

clothes as a category can be regarded as more mundane, practical and financially 

accessible than luxury clothing. Yet it is the everyday clothes that form the foundation of 

how we look on a daily basis and how others see us. Is the relationship to lent, everyday 

clothes more utilitarian, similarly to Bardhi and Eckhardt’s (2012) findings on cars, or 

do consumers incorporate them into their extended selves? Can consumers experience 

psychological ownership over the lent everyday clothes, and can they become as 

important parts of the expression of the self as owned clothes can? Furthermore, what 

remains the role of owned clothes if one lends clothes? These are some of the questions 

that this thesis hopes to answer. 
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1.2 Aim of the study 

The aim of this study is to explore the role of access-based objects in the extended self 

and deepen the understanding of psychological ownership without factual ownership. 

Furthermore, it aims to contribute to the existing knowledge of collaborative 

consumption by investigating the phenomenon of fashion libraries, and more specifically 

the access-based consumption of everyday clothes, shedding light on an unexplored type 

of access-based service and product category. To understand the phenomenon and the 

self-object relationships related to it, the following research questions are suggested: 

RQ1. What is the role of everyday clothes in the extended self? 

RQ2. Do people experience feelings of attachment and ownership to lent everyday 

clothes? 

RQ3. How do the self-object relationships to owned and lent everyday clothes differ? 

1.3 Delimitations 

It is important to recognize that this research is geographically and culturally 

concentrated because it only investigates the conceptions of Finnish consumers. There 

may be significant cultural, as well as individual variations in how people form 

attachment to shared objects and incorporate them to their extended selves. To 

understand the effects of geographical location and culture and find generalizable 

results, further studies should be conducted on different markets. 

Furthermore, to find accessible sources of data, this study investigates the users of one 

Finnish fashion library. The selection provided by the fashion library and the terms of 

the access, including the rental times and purchase possibilities, are likely to affect the 

levels of attachment consumers can form to the items. Therefore, the results of this study 

cannot be considered automatically applicable to other fashion libraries or the industry 

in general. 

Lastly, the Finnish fashion library market is dominated by women’s clothing and the 

fashion library that this study focuses on is no exception. Therefore, this study is also 

delimited to women only and offers no insight into the fashion library use of men. 
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1.4 Key concepts and definitions 

The concept of extended self depicts the way one’s sense of identity extends beyond the 

limits of oneself. The elements that are used to define, enhance and express the self are 

incorporated into the extended self, thus adding to the perception of what is me, mine or 

like me. In addition to one’s body, internal processes, ideas and experiences, the 

extended self also includes exterior elements such as people, places and objects one 

considers important or uses in self-identification and self-expression. (Belk, 1988; Belk, 

2010.) 

The term possession refers to both owning an object and having control or occupancy of 

it (Merriam-Webster, n.d.). In other words, a possession is not solely an item that is 

owned but it can also be used to describe an object that is merely at one’s disposal. In 

this thesis, possession refers to material, physical objects, such as clothes, cars or 

jewellery, and does not necessarily entail factual ownership of the item. 

In this thesis, the concept of ownership is discussed from two different perspectives. 

Firstly, having legal, i.e., factual, ownership means that an object belongs to someone 

legally and it is considered to be that person’s property. The feeling of ownership, on the 

other hand, refers to psychological ownership that is defined as a state in which people 

consider a particular object to be “theirs”. Although the two forms of ownership are often 

connected, they can also exist separately, e.g., a person can experience strong feelings of 

ownership for an item that is not legally his. (Pierce et al., 2003.) 

Access-based consumption, such as the use of fashion libraries, means that a consumer 

purchases consumption time with an object instead of acquiring ownership (Bardhi and 

Eckhardt, 2012). In other words, the legal ownership remains with the service provider 

although the consumer has access to the item. Some of the most common access-based 

services include digital music and streaming services, such as Spotify and Netflix, but 

also services with tangible items, e.g., bike and car sharing services.  

Fashion libraries are a type of access-based service where a consumer purchases access 

to a selection of clothes. Consumers can choose to lend one or more items from that 

selection for a set period of time, after which the clothes are washed, returned and offered 

to the next customer. Lending times vary from a week to several months, but some 

services also offer customers the chance to purchase the items for themselves if they grow 

attached to them. Most fashion libraries charge a one-time lending fee, or a monthly 

access fee based on the number of clothes the customer wants to rent. (Harper, 2018.) 
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This study investigates the users of one of the biggest Finnish fashion libraries, 

Vaaterekki which is located in Helsinki. Vaaterekki offers its members a chance to lend 

two pieces of clothing at a time for maximum 3-4 weeks. The membership options are a 

6-month membership and a 2-month membership, but one can also opt for a one-time 

loan. The selection of clothes consists of Finnish brands and the vast majority of clothes 

is designed for everyday use. In addition to lending, Vaaterekki also occasionally sells 

some of the clothes from older collections through member sales to make room for new 

items. (Vaaterekki, 2020.) 

In this study, the term everyday clothes refers to clothes worn on a daily basis at work 

or in free time, either inside or outside. Thus, the category excludes clothes that are worn 

only in special occasions and parties, such as evening gowns and cocktail dresses. 

Sportswear, underwear, socks and shoes are not explicitly ruled out of the category, but 

the focus is on everyday clothes that can be lent from a fashion library, namely shirts, 

pants, dresses, knitwear and coats. 

1.5 Thesis structure 

This thesis is divided into five chapters: Introduction, Theoretical background, 

Methodology, Empirical findings and Discussion and implications. After this 

introductory chapter, the theoretical background of this study reviews the existing body 

of knowledge on the role of possessions in the extended self, the two types of ownership, 

sharing as well as access-based consumption and the self-object relationships in it. Then, 

the methodology of the empirical research, individual semi-structured interviews, is 

introduced step-by-step from defining the sample and creating the interview guide to 

conducting the interviews and analyzing the data. After the data collection and analysis 

processes have been articulated, the empirical findings are presented following the 

sequence of the three research questions. Lastly, the findings are reflected on and 

integrated into the broader theoretical context. The final chapter also discusses the 

limitations of this study and suggests possible future research topics.  
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2 THEORETICAL BACKGROUND 

To understand the self-object relationships in access-based consumption of everyday 

clothes and find potential answers to the research questions, several aspects of the 

phenomenon have to be explored through literature. In this section, the central 

constructs related to the role of material possessions in the self, ownership and 

collaborative use of resources are discussed. First, the role of possessions in the extended 

self is explored. Second, the concepts of ownership and sharing are explained. Lastly, the 

phenomenon of access-based consumption is discussed in more detail and prior research 

on the self-object relationships within it is presented. 

2.1 Consumers and possessions 

There is a strong consensus about the psychological importance of possessions among 

the scholars. In this chapter, the role of possessions in the extended self is analyzed based 

on existing literature and some of the key factors that make an object important are 

described. 

2.1.1 Possessions as a part of the extended self 

The role of possessions in the construction and expression of the self, i.e., the identity, 

has been widely recognized in the existing literature on consumer psychology. We use 

material possessions to define and express ourselves, seek happiness and remind 

ourselves of the past. Furthermore, possessions, such as clothing and jewelry, also have 

a social role: they can be used to distinguish from others but also signify belonging to a 

group. The role of material possessions in a person’s identity is so substantial that we 

tend to see them as important extensions of ourselves, following body parts and 

personality characteristics in importance. (Belk, 1988.) 

Although clothing, housing and cars can sometimes be seen as a “second skin” (Belk, 

1988), studies have also shown that the importance of objects varies with respect to the 

type of the object, the stage of the ownership, as well as the individual (Ball and Tasaki, 

1992; Kleine, Kleine and Allen, 1995). Ball and Tasaki (1992) and Kleine, Kleine and 

Allen (1995) emphasize attachment as a key element in determining the role of 

possessions in the self. Possessions of strong attachment tend to be seen as more central 

parts of the self than possessions of lower level of attachment (Kleine, Kleine and Allen, 

1995). Ball and Tasaki (1992) point out that while attachment is strongly linked to 

emotional significance, i.e., the memories and associations with people and significant 

events, it has to be differentiated from emotional significance as attachment can form 
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even before the actual acquisition of the object and important memories related to it. 

Similarly, liking an object does not automatically imply attachment to it because people 

often also like possessions that they regard as utilitarian (Kleine, Kleine and Allen, 1995).  

2.1.2 The meaningfulness of different types of possessions 

Due to the personal nature of attachment to possessions, there are significant individual 

variations in which objects people consider to be important and meaningful for them. 

Therefore, a certain product category cannot be explicitly classified as more important 

to the self than another. Prior research has, however, been able to identify some factors 

that make a possession more prone to facilitate attachment. 

Based on their research, Kleine, Kleine and Allen (1995) argue that favorite possessions 

are either connected to other people or represent one’s individuality. Wallendorf and 

Arnould (1988), on the other hand, find that favorite items are not chosen based on their 

superior functionality but rather the connection to personal memories and the shared, 

and often long, history between the person and the object.  

In other words, there is some consensus that objects that can serve as self-artifacts, i.e., 

reflect a person’s past self, present self, or future self, are most viable for feelings of 

ownership and attachment (Kleine, Kleine and Allen, 1995; Pierce, Kostova and Dirks, 

2003; Atasoy and Morewedge, 2018; Wallendorf and Arnould, 1988). Kleine, Kleine and 

Allen (1995) shed some light on what those objects typically are. In their study, 

respondents’ possessions were categorized based on the following descriptive factors: 

Keeping memories of others, “It’s me and I like it”, “It’s not me anymore”, Utility and 

Breaking away. Objects that keep memories of others are mostly sentimental items that 

remind people of their family, friends and good times. Items that load high on “It’s me 

and I like it” reflect the present self, i.e., the person who one is today, fit the self-image 

and make one feel good about oneself. Objects depicted by “It’s not me anymore”, on the 

other hand, are items that do not fit the self-image or the person who one is becoming 

and could be disposed of. Utilitarian objects are items that one has merely for functional 

reasons and have no special meaning to the person. Lastly, the category of “Breaking 

away” is related to the changes in the self and often negative memories, such as people 

from the past one would rather forget. (Kleine, Kleine and Allen, 1995.) 

In Kleine, Kleine and Allen (1995), clothes loaded particularly heavily on “It’s me and I 

like it” or “It’s not me anymore”, which signifies their self-identifying nature. 

Interestingly, while cars represented memories of others or self-expression to many, they 
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were also the predominant object in the category of utility-associated items (Ibid). This 

emphasizes the fact that attachment to objects is indeed deeply personal and not 

product-category-specific. 

While many studies highlight object’s self-significance and connection to memories as 

the antecedents of attachment (Kleine, Kleine and Allen, 1995; Wallendorf and Arnould, 

1988), other factors can also foster attachment to objects. For example, in a study about 

cars, Dhar and Wertenbroch (2000) find that people value hedonic objects more than 

utilitarian and are less willing to let go of goods with hedonic aspects than utilitarian 

goods. This finding can be connected to Kleine, Kleine and Allen’s (1995) conclusion that 

utilitarian items are less prone to facilitate attachment. 

Furthermore, Atasoy and Morewedge (2018) argue that the tangibility of an object is a 

central factor in the formation of attachment and ownership. According to them, physical 

goods are more likely to evoke feelings of ownership than digital goods (Ibid). This stems 

from people’s desire to have control over objects, which is simply easier to achieve with 

tangible physical items than immaterial digital ones (Ibid). This is supported by Pierce, 

Kostova and Dirks (2003) who suggest that manipulability and facilitation of control are 

crucial in the development of attachment and ownership. 

According to Pierce, Kostova and Dirks (2003), the attractiveness of an object is a key 

attribute that facilitates the development of feelings of ownership and attachment. 

Attractiveness and social appreciation are particularly important factors for items that 

are used to support and express self-identity (Ibid). However, Richins (1994) points out 

that an individual’s level of materialism plays a significant role in what possessions and 

attributes that individual values the most. Richins’ (1994) study indicates that low-

materialism consumers are more likely to value items that are used privately, whereas 

high-materialism consumers often value possessions that are more visible to outsiders 

and used in public places. Furthermore, the two groups differ in how highly they regard 

appearance-related meanings: for consumers high in materialism, appearance-related 

meanings are significantly more important than for low materialism consumers, which 

suggests that the design and appearance of possessions may be a more central factor for 

high materialism consumers (Ibid).  
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2.2 Ownership and sharing of possessions 

When discussing possessions and self-object relationships, the concept of ownership has 

to be taken into consideration because it not only shapes but also depicts the relationship 

by defining its rules, control and temporality (Shu and Peck, 2011; Pierce, Kostova and 

Dirks, 2003). Another central construct related to the research problem, as well as 

possessions and ownership in general, is sharing and its effects on the self-object 

relationship. In this section, these concepts will be explored and defined in more detail. 

2.2.1 Legal and psychological ownership 

Legal, i.e., factual, ownership is a construct that societies have recognized for ages and 

the rights related to it are thus governed by the society and its legal system (Pierce, 

Kostova and Dirks, 2003). Psychological ownership, in contrast, is a feeling recognized 

by above all the individual (Ibid). Pierce, Kostova and Dirks (2003) define psychological 

ownership as a state in which people consider a particular object to be “theirs”, in other 

words, could describe it with a statement “It is mine”.  

Pierce, Kostova and Dirks (2003) suggest that objects that fulfill the needs of efficacy 

and effectance, self-identity, and having a place, i.e., the roots of psychological 

ownership, are most likely to evoke feelings of psychological ownership. Efficacy and 

effectance relates to the desire to have control over the objects and environment, whereas 

self-identity means the way possessions are used in understanding, constructing and 

maintaining the sense of self (Ibid). Having a place or a home, on the other hand, refers 

to having a familiar, fixed point of reference, such as a property, that one structures one’s 

reality around (Ibid). Furthermore, Pierce, Kostova and Dirks (2003) suspect that out of 

these roots, the need of control and investing oneself into the object may facilitate 

psychological ownership most effectively. 

Legal and psychological ownership are often related and exist simultaneously but can 

also function separately without the other (Shu and Peck, 2011). Legal ownership 

responds to people’s need for efficacy and competence by allowing them to exercise 

maximum control over the object (Pierce, Kostova and Dirks, 2003). Thus, legal owners 

are more likely to develop feelings of psychological ownership than legal non-owners 

(Shu and Peck, 2011). To enhance the feelings of self-worth and level of control, people 

are particularly prone to seek legal ownership of items that are the most valuable to them 

(Pierce, Kostova and Dirks, 2003). The lack of legal ownership, on the other hand, may 

also force the individual to follow the rules set by the factual owner of the object and face 



 10 

the fear of separation or loss of the object (Ibid). These facts may hinder the development 

of psychological ownership without legal ownership as they make it harder for an 

individual to control the object, come to know it intimately and invest the self into it 

(Ibid). 

It has, however, been established that psychological ownership can exist without legal 

ownership (Shu and Peck, 2011; Reb and Connolly, 2007; Pierce, Kostova and Dirks, 

2003). Simply having the object in one’s possession, even without factual ownership, 

may be enough to satisfy the need for control required for psychological ownership (Reb 

and Connolly, 2007; Pierce, Kostova and Dirks, 2003). This is particularly applicable to 

physical, tangible goods, as Atasoy and Morewedge (2018) and Peck and Shu (2009) 

demonstrate. Furthermore, legal ownership does not necessarily lead to psychological 

ownership if the legally owned object does not cater to the roots of psychological 

ownership (Pierce, Kostova and Dirks, 2003) or solely serves utilitarian purposes 

(Kleine, Kleine and Allen, 1995). Studies have also shown that feelings of psychological 

ownership are not perpetual and can dissipate if the object no longer suits the 

individual’s self-concept (Pierce, Kostova and Dirks, 2003). 

Lastly, the two forms of ownership differ how fast the ownership is established. Pierce, 

Kostova and Dirks (2003) argue that while people tend to recognize that an object is 

“theirs” quite quickly at a cognitive level, it may take some for deeper psychological 

ownership to develop. This is also supported by Ball and Tasaki (1992) and Kleine, Kleine 

and Allen’s (1995) findings of the significance of the duration of the use and ownership. 

Legal ownership, on the other hand, begins as soon as the object is acquired (Pierce, 

Kostova and Dirks, 2003).  

2.2.2 The effects of ownership on the self-object relationship 

As discussed above, the concept of ownership is entwined with possessions. According 

to Bardhi and Eckhardt (2012), ownership embodies a special self-object relationship 

where the person has control of the object, a personal property or possession. Both legal 

and psychological ownership have their effects on this relationship. 

One of most documented effects of ownership is the endowment effect that causes people 

to value their possessions more highly than items they do not possess (Reb and Connolly, 

2007; Pierce, Kostova and Dirks, 2003). Pierce, Kostova and Dirks (2003) argue that this 

is potentially due to self-enhancing biases, the effort invested in the object, its 

controllability and social approval. The endowment effect is also connected to loss 
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aversion, i.e., the loss of a possession is considered to be greater than the gain from 

acquiring a new possession (Reb and Connolly, 2007; Peck and Shu, 2009). In other 

words, ownership causes people to see and rate their possessions more favorably 

compared to other items and also hold on to them to avoid losses. Interestingly, loss 

aversion does not seem to occur similarly if the items are expected to be lost or given up 

(Novemsky and Kahneman, 2005).  

Feelings of ownership have been shown cause several positive effects on people’s 

behaviour and how they treat the objects even if they do not legally own them. One study 

(Pierce, Kostova and Dirks, 2003) of truck drivers’ attitudes towards their vehicles 

revealed that once the drivers were assigned specific trucks, they started feeling 

ownership over them and their behaviour shifted from mere use and abuse of the vehicles 

to care, maintenance and investments in personalization. According to Pierce, Kostova 

and Dirks (2003), psychological ownership increases acts of citizenship for the 

community’s well-being, personal sacrifice and risk assumption as well as responsibility 

and caring. Investing the self into the object and making personal sacrifices for it will, in 

turn, increase the level of psychological ownership. However, feelings of psychological 

ownership may also cause negative effects, such as possessiveness, unwillingness to 

share the object with others and an urge to have exclusive control over it, which are 

particularly problematic if the object is legally owned by someone else. (Pierce, Kostova 

and Dirks, 2003.) 

Prior research has that the level and effects of ownership tend to increase over time. 

Strahilevitz and Loewenstein (1998) find as the duration of ownership increases, people’s 

valuations of their possessions become increasingly higher. In the study of truck drivers, 

the effects of psychological ownership did not emerge immediately after the drivers were 

assigned particular trucks, but rather as time passed and they became psychologically 

accustomed to the situation (Pierce, Kostova and Dirks, 2003). 

2.2.3 Ownership vs. sharing 

As the research problem is related to sharing of resources and moving away from 

traditional, factual ownership, the concept of sharing needs to be addresses. The 

definition of the concept itself is clear but it entails a number of more complex issues and 

conceptions. Belk (2010) separates sharing in, i.e., sharing an object, such as a car, with 

family or a smaller group of people, from sharing out, i.e., sharing an object with a larger 

group of people through a sharing organization. While sharing out does not affect the 
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sphere of extended self, sharing in an object expands the boundaries of the self to cover 

the common property and its other users (Belk, 2010) and causes one to consider the 

shared object as ‘ours’ instead of ‘mine’. 

Although sharing is most likely the oldest form of consumption (Belk, 2010), several 

aspects encourage people to aspire and hold on to ownership. Feeling of attachment and 

ownership of the object may reduce willingness to share it with others, even with family 

or friends (Belk, 2010; Pierce, Kostova and Dirks, 2003). Moreover, sharing a possession 

tends to diminish control and sense of mastery over it (Belk, 2010), which, as discussed 

in the previous sections, are crucial for the development of psychological ownership.   

On the other hand, some people are reluctant to utilize shared resources to avoid feeling 

dependent on others (Belk, 2010). Furthermore, Belk (2010) points out that there are 

both individual and cultural differences in how people see sharing and argues that, for 

example, in Asian cultures interdependence is considered more positive than in some 

Western countries, such as the United States. The cultural distinctions are also noted by 

Pierce, Kostova and Dirks (2003) who propose that while psychological ownership is 

most often felt at the individual level in individualistic cultures, it may be experienced as 

more of a collective, shared feeling in collectivistic cultures. 

Although most people are comfortable with sharing objects with family and friends, i.e., 

sharing in (Belk, 2010), items are increasingly more often shared with other people as 

well as the importance and popularity of circular economy grows. For the purposes of 

this study, it is particularly important to consider the psychological effects of sharing 

resources with strangers. When sharing out or purchasing used objects, people tend to 

prefer items that are not strongly connected to the other person’s self to avoid 

incorporating another person into the extended self (Belk, 1988). Therefore, when selling 

used objects, it is important that personal traces of the previous user, such as family 

photos in house or previous owner’s name in book, are removed before the items are sold 

(Kim, 2017). Furthermore, Argo, Dahl and Morales (2006) suggest that people regard 

items that other consumers have had contact with more negatively. 

The sharing of clothes, in particular, has been noted by several authors. Due to their self-

identifying role (Kleine, Kleine and Allen, 1995; Belk, 1988), exchanging clothes with 

someone can be a very intimate experience and involve sharing identities as well as the 

items (Belk, 1988). Kim (2017) argues that people are not willing to share clothes with a 

person that they do not like because they feel that traces and essences of that person may 
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have been transmitted to the clothes. Similar avoidance of contamination occurs with 

pieces of clothing that have been worn close to their former owner, e.g., underwear (Belk, 

1988). The contamination effect, also referred to as contagion effect, has been shown to 

fade over time (Kim, 2017) but it does pose challenges for fashion libraries and the 

sharing economy of clothes. 

2.3 Access-based consumption of objects 

As this study seeks to understand relationship people form to the clothes accessed 

through a fashion library, it is crucial to review the existing literature on access-based 

consumption and what is known about the self-object relationships in access-based 

services. First, the transition from ownership to access-based economy is discussed and 

the reasons for the use of access-based services are reflected on. Then, prior research on 

self-object relationships in access-based consumption is summarized in more detail. 

2.3.1 From ownership to access 

Initially, research on possessions and attachment to objects highlighted legal ownership 

as a key factor and determinant of object’s meaningfulness to the self (Chen, 2009). The 

statement “we are what we have and possess” (Tuan, 1980, p. 472) has since been 

questioned by, for example, Chen (2009), who challenges the role of factual ownership 

as the ultimate expression of consumer desire and considers it to be a mere mode of 

consumption. Although studies have shown that people collect and hold on to 

possessions as anchors of their identities (Belk, 1988), Chen (2009) argues that, similarly 

to owning an object, having access to it can make it an integral part of the self.  

Much like in sharing, gaining access does not involve a transfer of ownership, which leads 

to a different type of object-self relationship and often a different set of rules regulating 

it (Bardhi and Eckhardt, 2012). Chen’s (2009) research on the differences between 

ownership and access proposes that the modes of consumption cater to different desires: 

in the study, people who desire a long-term relationship and power and control over the 

objects opted for ownership, whereas access was chosen by people who want to avoid 

repetition and dullness and enjoy the objects collectively with a community. 

Lawson et al. (2016) have contributed to the existing knowledge of the users of access-

based services by presenting a cluster-based segmentation framework that illustrates the 

segments’ interest and key attributes related to the concept of access-based 

consumption. Consumers who seek great variety in their consumption and are the least 
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possessive and materialistic are most prone to use access-based services and thus the 

most opportune target for access-based service providers. Furthermore, access-based 

consumption also appeals to consumers who are more materialistic and possessive but 

emphasize environmental and economic factors in their consumption. Logically, high 

levels of materialism and possessiveness coupled with high income levels make 

consumers opt for ownership instead of access. Moreover, Lawson et al. (2016) argue 

that women are more likely to engage in access-based consumption but male consumers 

could also be tempted to choose access-based services if they offered products that appeal 

to men, such as televisions or computers. (Lawson et al., 2016.) 

2.3.2 Commercial access-based consumption 

Commercial sharing systems have gained increasingly more interest in the 21st century 

in both B2B and B2C markets, as well as academia, and challenged ownership’s role as 

the prevalent way to obtain product benefits (Lamberton and Rose, 2012). Lamberton 

and Rose (2012) identify four types of sharing systems: public goods sharing, e.g., public 

parks, access/club goods sharing, e.g., book clubs, open commercial goods sharing, e.g., 

car or bike sharing, and closed commercial goods sharing, e.g., health co-operatives. Of 

these four, particularly open commercial goods sharing is growing in popularity (Ibid). 

Using bike and car sharing services has also been referred to as collaborative 

consumption or access-based consumption (Bardhi and Eckhardt, 2012). Access-based 

consumption commonly entails market-mediated transactions where consumer 

purchases consumption time with the object instead of ownership (Ibid). Reasons for the 

rising popularity of access-based consumption services, such as car sharing, are 

multifold. Acquiring access instead of ownership allows people to use objects that they 

could not afford to own (Bardhi and Eckhardt, 2012; Belk, 2010) or do not want to own 

due to, for example, environmental issues or limited space (Bardhi and Eckhardt, 2012; 

Lawson et al., 2016).  

However, there are also several costs related to purchasing access that affect its appeal. 

First, a price of sharing, for example a membership fee, has to be paid to gain access to 

the resources (Lamberton and Rose, 2012). Second, depending on the type of the object, 

some technical costs may occur repeatedly when a person has to learn to use an 

unfamiliar product, such as a car (Ibid). Third, there can also be search costs related to 

the selection of the product or the sharing program (Ibid). Furthermore, by purchasing 

access instead of ownership, a person has to accept a lower sense of security (Bardhi and 
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Eckhardt, 2012) and the risk of product scarcity, in other words occasional unavailability 

of the shared resource (Lamberton and Rose, 2012). Lamberton and Rose (2012) 

conclude that consumers are more likely to purchase access to shared resources if the 

costs of sharing are minimized and benefits of sharing are maximized. 

2.3.3 The self-object relationships in access-based consumption 

As discussed in sections 2.1 and 2.2, prior research on self-object relationships clearly 

indicates that ownership, be it psychological or legal, and attachment are central 

constructs in the relationships between people and psychical objects (e.g., Ball and 

Tasaki, 1992; Kleine, Kleine and Allen, 1995; Pierce, Kostova and Dirks, 2003).  The lack 

of legal ownership and possible changes to psychological ownership have drawn the 

interest of academia to access-based consumption and the self-object relationships 

within it. Some of the latest studies are discussed in this section. 

Because access-based services involve sharing the resources with others, it may be 

difficult for materialistic and possessive consumers to adapt to merely having access. 

Similarly to Lawson et al. (2016), Lee and Chow (2020) suggest that high levels of 

psychological ownership correlate with negative attitudes toward access-based 

consumption of fashion items. This is also in line with Pierce, Kostova and Dirks’ (2003) 

findings on how strong psychological ownership may make people unwilling the share 

the resources and opt for legal ownership to maximize control. To appeal to the more 

possessive customers, Lee and Chow (2020) suggest that access-based fashion rental 

services should focus on competing with conventional retailers on pricing strategies and 

offer unique and exclusive items that may otherwise be unattainable for most consumers. 

Although psychological ownership is undoubtably a controversial phenomenon for 

access-based services due to its relation to possessiveness (Shu and Peck, 2011; Pierce, 

Kostova and Dirks, 2003), it can also be nourished and utilized for the benefit of the 

access-based service, as Dankwerts and Kenning (2019), who investigate psychological 

ownership in access-based music services, point out. Providing support for the theories 

presented by Pierce, Kostova and Dirks (2003), they argue that having control and being 

able to invest the self into the music service, e.g., by creating playlists and organizing the 

music, increases feelings of ownership over the music (Dankwerts and Kenning, 2019). 

Furthermore, they find that greater levels of psychological ownership are, in turn, 

connected to higher intentions to pay for a premium service (Ibid), which indicates that 
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access-based companies can also benefit from consumers’ psychological ownership 

financially. 

In addition to Dankwerts and Kenning (2019), some other studies have also tapped into 

of self-object relationships in access-based services by examining different types of 

access-based services and how people feel about the tangible products they have gained 

access to through them (table 1). Chen (2009) examines the differences between art 

collectors and people who choose to consume art by access, i.e., visiting museums and 

galleries. Bardhi and Eckhardt (2012), on the other hand, explore the relationship 

between consumers and cars rented through access-based car sharing services. 

Loussaief, Ulrich and Damay (2019), in turn, focus on the access-based consumption of 

luxury fashion items.  

Table 1 Prior studies on self-object relationships in access-based consumption 

Study Context Key findings 

Chen (2009) Art (art collectors vs. museum 

visitors) 

Access to art can also generate 

value for the extended self 

through experiences; people 

who desire long term 

relationship and control opt for 

ownership, while access is 

chosen by people who want to 

avoid dullness  

Bardhi & Eckhardt (2012) Cars Consumers do not develop 

feelings of psychological 

ownership for the cars; 

contagion effect and short-term 

interaction prevents them from 

extending the self into the object 

Dankwerts and Kenning (2019) Music (Digital context) Having control and being able to 

invest the self into the music 

service increases feelings of 

ownership over the music 

Loussaief, Ulrich and Damay 

(2019) 

Luxury fashion Shared luxury items are 

incorporated into temporary 

extended selves and used to 

express the self 
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Chen’s (2009) research contributes to the understanding of self-object relationships by 

demonstrating that owning objects is not the only source of value for the extended self.  

The study determines the differences between the desires and values that art collectors 

and exhibition visitors perceive in relation to the pieces of art and the chosen mode of 

consumption, i.e., either ownership or access (Ibid). Chen (2009) reveals that collectors 

are driven to ownership due to strong self-identification, possessiveness and desire of 

continuity and control. This supports the findings of Pierce, Kostova and Dirks (2003) 

on the importance of self-identification and control as roots of psychological ownership, 

which, in turn, often leads to factual ownership as Shu and Peck (2011) suggest. In Chen’s 

(2009) study, exhibition visitors lack self-identification and possessiveness to the pieces 

of art. Similarly to Lawson et al. (2016) who find that access is preferred by people who 

seek variety, Chen (2009) argues that exhibition visitors want to avoid dullness and to 

be able to distance themselves from the pieces and rather enjoy them in a community as 

opposed to exclusively owning them. 

Chen (2009) finds that despite the different desires and values, both art collectors and 

exhibition visitors feel a similar sense of attraction to the pieces of art. The artworks 

generate value for the extended self through ownership but also access: having access to 

the pieces creates experiences and memories that enhance the sense of the self (Ibid). 

This finding is challenged by Bardhi and Eckhardt (2012). They study a car sharing 

context were the informants have long-term access to the shared cars through a Zipcar 

membership but the self-object interactions themselves are brief and transactional, as 

the cars are reserved and used only occasionally (Ibid). Bardhi and Eckhardt’s (2012) 

findings indicate that the temporary and transactional nature of the self-object 

relationship prevents the consumers from extending the self to the cars and the 

relationship is underlined by functionality and utilitarianism.  

In contrast to Bardhi and Eckhardt (2012) but similarly to Chen (2009), Loussaief, 

Ulrich and Damay (2019) find that, in the context of luxury clothing and accessories, the 

borrowed, shared or accessed objects are indeed incorporated into the extended self. In 

fact, the informants of their study consider the objects to be theirs and a part of their own 

wardrobe for the duration of sharing, borrowing or access (Ibid). Unlike in Bardhi and 

Eckhardt’s (2012) study, the limited duration of the self-object interaction does not 

hinder incorporating the luxury clothes into the temporary extended self in Loussaief, 

Ulrich and Damay (2019). In their study, the consumers do recognize that without 
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ownership, the use is only temporary, but they enjoy and use the luxury clothes similarly 

to owned possessions while it lasts (Ibid). 

Furthermore, Loussaief, Ulrich and Damay (2019) argue that the shared, borrowed and 

accessed items are used to enhance and express the identity and they have to be 

consistent with who one is. Bardhi and Eckhardt (2012), on the other hand,  find that 

while the practice of car sharing has some sign value and allows one to identify and 

present oneself as an economically savvy consumer, the users of the service do not feel 

proud to be associated with the individual cars. Bardhi and Eckhardt (2012) also identify 

a negative sense of reciprocity and lack of trust between the users as well as between the 

users and the service provider. The users do not expect the others to take good care of 

the shared cars, so they do not either (Ibid). In addition, this negative attitude towards 

the other users generates a contagion effect which further prevents the users from 

identifying with the individual cars and incorporating them into the self (Ibid). 

Loussaief, Ulrich and Damay (2019) suggest that the shared, borrowed and accessed 

luxury garments can also be used to transform self-presentation and even identity. The 

non-exclusively owned items allow the informants to temporarily change their 

appearance to have fun or to adopt a different role from the usual. This fluid 

transformation of self-presentation is enabled by the lack of ownership because 

purchasing luxury items for temporary fun and play is not feasible for all. In such 

situations, accessing, borrowing and sharing the luxury items may be preferred over 

ownership, which is seen as more restrictive. (Ibid.) This is in line with Chen (2009) and 

Lawson et al.’s (2016) findings that point out that access is often chosen by people who 

want to avoid dullness and repetition. 

Loussaief, Ulrich and Damay’s (2019) study does also point out the financial benefits of 

access: purchasing luxury clothing and accessories is simply not possible for all, at least 

not alone. Similarly, Bardhi and Eckhardt (2012) find that car sharing service is used 

mainly to cut costs and increase convenience instead of the environmental values, which 

the car sharing service Zipcar emphasizes in its marketing. Thus, the economic factors 

and self-interest are more dominant in the car sharing context than political 

consumerism and ecological and ethical concerns (Ibid). In the context of shared luxury 

clothing, ecological factors were brought up by some informants but only in relation to 

portraying oneself as both elegant and environmentally conscious (Loussaief, Ulrich and 

Damay, 2019) which suggests that environmental values are not the key motivator for 

sharing luxury clothes either.  
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2.4 Summary of the theoretical background 

This chapter presented the central constructs related to the role of material possessions 

in the self, ownership and sharing of objects. First, the role of possessions in the extended 

self was explored. Possessions have been noted to have an important role as parts of the 

extended self and they are used in both self-identification and self-expression (Belk, 

1988). Like other material possessions, clothing can thus be used to define, express and 

distinguish oneself or remind oneself of the past. The role of possessions in the extended 

self is best identified through attachment, as strong attachment often signals a stronger 

connection to the self (Kleine, Kleine and Allen, 1995). 

Attachment is commonly developed over time as the object connects to memories 

(Wallendorf and Arnould, 1988). On the other hand, attachment can be formed in short-

term self-object interactions as well, particularly if the object is self-identifying (Kleine, 

Kleine and Allen, 1995; Pierce, Kostova and Dirks, 2003), attractive (Pierce, Kostova and 

Dirks, 2003) or hedonistic (Dhar and Wertenbroch, 2000). Moreover, objects that are 

tangible and manipulatable and facilitate control are most likely to evoke feelings of 

attachment (Atasoy and Morewedge, 2018; Pierce, Kostova and Dirks, 2003).  

Second, the concepts of ownership and sharing were discussed. This study examines two 

types of ownership: factual, i.e., legal ownership and psychological ownership that is best 

demonstrated by feelings of attachment and expressions like “It is mine” or “my shirt”, 

for example. Factual and psychological ownership often go hand in hand due to the 

higher level of control related to legally owning an object. Thus, psychological ownership 

without factual ownership can cause desire to seek factual ownership, i.e., purchase the 

object, to avoid separation or loss of the object and increase one’s self-worth and control. 

(Pierce, Kostova and Dirks, 2003.) 

However, legal and psychological ownership can also exist separately (Shu and Peck, 

2011). Having the object in one’s possession may also be enough to spark psychological 

ownership (Reb and Connolly, 2007), particularly if the object is self-identifying, 

tangible, and somewhat controllable. On the other hand, legal ownership does not 

automatically signify psychological ownership, as some possessions only serve utilitarian 

purposes (Kleine, Kleine and Allen, 1995) and psychological ownership can also dilute 

over time if the object no longer fits the concept of the self (Pierce, Kostova and Dirks, 

2003). Time is as a key dimension in the development of psychological ownership as 

well: while legal ownership begins as soon as the object is acquired, psychological 
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ownership may take more time and interaction with the object (Pierce, Kostova and 

Dirks, 2003; Ball and Tasaki, 1992; Kleine, Kleine and Allen, 1995). 

Psychological ownership increases reciprocity and caring of the object, even when the 

object is shared with others. On the other hand, it may also have negative side effects, 

such as possessiveness and unwillingness to share the object, even with family or friends 

(Pierce, Kostova and Dirks, 2003; Belk, 2010). Sharing out, i.e., sharing the object with 

strangers (Belk, 2010), naturally adds more tension. Consumers often want to avoid 

feeling connected to the previous owner or user of an object and are particularly reluctant 

to share objects with people they do not like (Belk, 1988; Kim, 2017). Furthermore, 

contamination or contagion effect, i.e., feeling that traces of the past user have 

transmitted to the object, is commonly experienced in relation to pieces of clothing that 

are worn close to the skin (Ibid).  

Third, the phenomenon of access-based consumption and the self-object relationships 

within it were presented. Access-based consumption is a growing mode of consumption 

that has challenged ownership’s role as the ultimate expression of consumer desire 

(Chen, 2009). Acquiring access leads to a different type self-object relationship because 

it does not involve a transfer of ownership. Access is most commonly chosen by people 

who seek change and variety and are not very materialistic (Lawson et al., 2016). On the 

other hand, environmental concerns have also been shown to drive even more 

materialistic consumers to access-based consumption (Ibid). In addition to 

environmental issues, the possibility to use objects that one could not afford to buy or 

does not have room for also encourages some people to seek access instead of ownership 

(Bardhi and Eckhardt, 2012). 

Naturally, access does not come without costs. The lack of legal ownership means that 

one has to accept a lower sense of control and the possibility of product scarcity 

(Lamberton and Rose, 2012). A price of sharing and possible technical and search costs 

may also be included (Ibid). By using competitive pricing, giving users a sense of control 

and offering exclusive, otherwise unattainable items, access-based service providers may 

be able to minimize the costs and maximize the benefits of sharing (Lamberton and Rose, 

2012; Lee and Chow, 2020). However, it may still be difficult for more materialistic 

consumers, in particular, to adapt to the lack of legal ownership. 

Lastly, the literature review explored the research on the self-object relationships in 

access-based consumption of physical objects which have been studied with varying 
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results. While consumers may not experience psychological ownership over the cars 

rented through a car sharing service (Bardhi and Eckhardt, 2012), shared luxury fashion 

items are indeed used to reflect and express the self and are incorporated into temporary 

extended selves similarly to owned items (Loussaief, Ulrich and Damay, 2019). Similarly, 

Chen (2009) concludes that art does not have to be owned to be incorporated into the 

self: access to art can also generate value for the extended self through experiences. 

Figure 1 summarizes the theoretical background and illustrates the most dominant 

factors and aspects of the self-object relationships and modes of consumption. It depicts 

the connection and interaction between the extended self and a possession, which is 

determined by psychological ownership and attachment as well as the factors that 

influence their development, such as self-identification, control and time spent with the 

object. Furthermore, it also synthesizes the emotions, features, benefits and deficiencies 

recognized in the existing literature in relation to the two modes of consumption, namely 

ownership and sharing. 

 

Figure 1 Summary of the theoretical background 
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In conclusion, the self-object relationship and a possession’s role in the extended self is 

impacted by several factors and forces, not least by the type of the object and individual 

characteristics. In particular, the varying findings of the self-object relationships in 

access-based consumption (Chen, 2009; Bardhi and Eckhardt, 2012; Loussaief, Ulrich 

and Damay, 2019) and the scarceness of research that contrasts access with ownership 

suggest that there is still room for more research on the topic and the different types of 

access-based services and objects need to be investigated further to truly understand the 

phenomenon. 
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3 METHODOLOGY 

In this section, the methodology of the study is explained and justified. The chapter 

begins with the description of the research design. Second, the sample and the chosen 

sampling strategies are discussed in more detail. Third, the data collection method and 

process are explained and the challenges in data collection are reflected on. Then, the 

interview guide and the interview process are presented. Lastly, the steps of data analysis 

are discussed, and the quality of the data is analyzed.  

3.1 Research design 

The purpose of the study is applied research, in that it seeks to understand problems 

related to human and society (Patton, 2015). More specifically, the purpose is to 

understand the role of lent everyday clothes in the self, find out how it is affected by 

psychological ownership and lack of factual ownership and compare it to the role of 

owned everyday clothes. The following research questions were presented in chapter 1.2: 

RQ1. What is the role of everyday clothes in the extended self? 

RQ2. Do people experience feelings of attachment and ownership to lent everyday 

clothes? 

RQ3. How do the self-object relationships to owned and lent everyday clothes differ? 

The issue is, thus, quite personal and requires deeper understanding of people’s feelings, 

perceptions and behavior, which is best achieved using qualitative research methods. 

The study was conducted as a mono method research, i.e., the data was collected using a 

single qualitative data collection technique and analyzed using corresponding qualitative 

analysis steps (Saunders, Lewis and Thornhill, 2009). In this study, the data was 

collected through semi-structured individual interviews that were conducted using the 

video meeting software Teams. 

3.2 Sample 

To answer the research questions, it was crucial to reach consumers who use access-

based clothing services and rent everyday clothes in particular, and therefore purposeful 

sampling was used. Even though the popularity of access-based clothing services is 

growing in Finland, the market is still small. Thus, the best way to reach potential 

informants was to first contact one of the biggest service providers, namely Vaaterekki 

(Vaaterekki, 2020), and ask for a possibility to recruit respondents through them. By 
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approaching the customers of an access-based clothing service, the information-richness 

of the cases was maximized.  

More specifically, three purposeful sampling strategies were used: homogeneous 

sampling, intensity sampling, and criterion-based sampling (Patton, 2015) (table 2). The 

fashion library market in Finland is currently dominated by women’s apparel and the 

chosen service provider offers only women’s clothing (Vaaterekki, 2020). To limit the 

sample to informants who share the same characteristics, homogeneous sampling was 

used, and only Finnish female informants were chosen.  

Table 2 The chosen sampling strategies (based on Patton, 2015) 

Sampling strategy Purpose Justification 

Homogeneous sampling To select informants who share 

the same characteristics – 

Finnish, female and living in the 

capital region 

To gain comparable views and 

determine group patterns 

Intensity sampling To select information rich cases 

– consumers who use fashion 

libraries 

The informants have to be able 

to describe their experiences of 

lending clothes 

Intensity sampling To select information rich cases 

– members of Vaaterekki 

Restricting the sample to one 

operator minimizes the effects of 

different service features and 

ensures that the informants 

have access to everyday clothing  

Criterion-based sampling To select informants who meet 

the criterion – consumers who 

use fashion libraries to lend 

everyday clothes 

The informants have to be able 

to compare owned and lent 

everyday clothes 

 

Intensity sampling was used in the study in two ways. First, the sample was restricted to 

consumers who use fashion libraries to ensure that they can describe their own 

experiences of lending clothes. Second, intensity sampling was also used to select the 

service provider whose customers will serve as the population. Restricting the sample to 

one operator that provides everyday clothes ensured that the informants have access to 

the product category. Thus, the service provider itself is an information rich case. 
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Furthermore, restricting the sample to one service provider also minimized the effects of 

different service features, such as lending times, selections, and possibilities to purchase 

items, on the results. 

Lastly, criterion-based sampling was used to select informants who meet the criterion, 

i.e., use fashion libraries to rent everyday clothes. This criterion was used to make sure 

that the informants have own experience of lending everyday clothes and can compare 

the roles of their owned and lent clothes. 

An announcement about the study was published in the newsletter of Vaaterekki on 

October 30th, 2020 (see appendix 2). The topic of the study was briefly explained and 

Vaaterekki members who fit the criteria were asked to contact the researcher. As a 

reward for participating, the interviewees were promised a small gift card to either 

Spotify or BookBeat. The announcement led to 19 contacts from interested participants 

from which 12 were ultimately chosen for interviews based on the order of contact and 

the potential informant’s information richness, i.e., the duration of Vaaterekki 

membership and the tendency to lend everyday clothes.  

3.3 Data collection 

Considering the aim and the research questions, qualitative interviews were selected as 

the data collection method. This method choice is supported by Patton (2002) who 

argues that qualitative interviewing allows the researcher to gain access to another 

person’s perspective and gather information about aspects that we cannot observe which 

is crucial for understanding the role of rented clothes in the self.  

Qualitative interviews can be arranged individually or in groups depending on the nature 

of the study and the information that the researcher hopes to obtain in the interview 

(Roulston, 2010). Brinkmann (2014) argues that it is preferable to study personal topics 

using individual interviews, because they make it easier to create an atmosphere of trust 

and confidentiality. Thus, because of the personal nature of this inquiry, individual 

interviews were chosen as the data collection method.  

According to Roulston (2010), qualitative interviews can be conducted face-to-face or 

through different media, such as telephone or the internet. Initially, the idea was to 

conduct the interviews face-to-face to be able to observe, e.g., the body language of the 

interviewees. However, due to covid-19 outbreak, social contacts were restricted, and 

people may have been less willing to participate in a face-to-face interview. Therefore, 
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the interviews were conducted through the internet, using the video meeting software 

Microsoft Teams. 

Conducting the interviews via a video meeting software has its pros and cons. Hewson 

(2014) argues that even though the interviews can be conducted in real-time using a 

video software, the lack of physical presence may still affect the interaction and even the 

results, as some non-verbal cues, such as body language, may be harder to detect. 

Furthermore, some technical difficulties, e.g., poor internet connection, may hinder the 

interview. If the informants are not familiar with the chosen video platform, they may 

struggle to access it and the frustration may make it harder to relax and open up during 

the interview. These challenges can be tackled by using an online video platform that is 

very easy to use, providing the informants clear instructions for how to access it or using 

a platform that the informants are familiar with.  

Online video interviews can be considered to be the closest internet-based method to 

face-to-face interviews, and the additional control that the informants have in online 

video interviews can make the relationship between the researcher and the interviewee 

more equal (Hewson, 2014). Using a video meeting software ensured that the interviews 

could be recorded with the permission from the informants to provide the researcher 

video material for the analysis. The video recording of the interviews allowed the 

researcher to revisit the exact interview situations during the later stages of analysis 

which would not have been possible with a mere voice recording of a face-to-face 

interview. Thus, particularly in the exceptional circumstances of covid-19 pandemic, 

online video interviews can be considered to be a viable option for face-to-face 

interviews.  

The interviews were conducted as semi-structured interviews. Similar to Patton’s (2002) 

interview guide approach, semi-structured interviews are guided by a predetermined list 

of questions, but the interviewer is free to pose follow-up questions and deviate from the 

sequence of questions to achieve more in-depth information (Roulston, 2010). Using an 

interview guide ensures that the relevant topics are touched upon during all interviews 

(Patton, 2002). The interview guide itself will be discussed in the following section.  

Twelve individual interviews were conducted in November 2020 (table 3). Microsoft 

Teams was chosen as the platform because it is one of the biggest video meeting 

applications and the one that the researcher is the most familiar with. There were very 

few technical problems during the data collection and all of the informants were able to 
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access Teams. In two of the interviews, the informant or both the informant and the 

researcher were forced to turn off the video connection due to breaking internet 

connection to allow the sound to flow more clearly. 

Table 3 Interviews 

 

Because the topic is not sensitive, and it was disclosed to the informants already in the 

newsletter announcement, no major ethical problems were expected. Nevertheless, the 

interviews were bound to reveal some personal information and consent was, therefore, 

asked by email before the interviews. The data handling and storage processes were also 

explained to the informants in accordance with GDPR policies. The names and other 

identifying details will not be disclosed to anyone but the researcher, and the informants 

were anonymized in this final report. 

3.4 Interview guide 

An interview guide was used during the interviews to retain the focus of the interviews 

and ensure that the same topics were covered with each respondent (Patton, 2015). 

According to Roulston (2010), the key in designing an interview guide is to ask easily 

comprehensible questions in a way that produces responses that are relevant for the 
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study. To make the interview clearer and smoother for the informants, the questions 

were arranged based on the topics, starting from simpler questions about lending and 

owning clothes and moving forward to the more demanding questions about the role of 

clothes, and ownership and attachment. Apart from the background questions, all 

sections were connected to the research questions to ensure that the interview generates 

relevant information. These connections and purposes of each interview section are 

illustrated in table 4.  

Table 4 An overview of the interview guide 

Section Purpose Question 

numbers 

Research 

questions 

Section 1. Background 

questions 

To identify the characteristics of the 

informant 

  

Section 2. Lending 

clothes 

To understand the usage patterns and 

motivations for lending clothes; to get 

information for the comparison of 

owned and lent clothes 

1-10 RQ3 

Section 3. Owning and 

buying clothes 

To understand the behavior and 

motivations for owning clothes; to get 

information for the comparison of 

owned and lent clothes 

11-18 RQ3 

Section 4. The role of 

clothes 

To understand the role of clothes in 

the extended self and how ownership 

or lack thereof affects it 

19-23 RQ1 & RQ3 

Section 5. Attachment 

and ownership 

To discover feelings of attachment 

and ownership; to further understand 

the role of clothes and how ownership 

or lack thereof affects it 

24-28 + 3 

additional 

questions 

introduced 

during the 

interviews 

RQ1, RQ2 & 

RQ3 

Section 6. Future use 

intention 

To understand how important factual 

ownership of clothes is to the 

informant and find out if the she 

intends to increase or decrease it 

29-35 RQ3 
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The interview guide for this study (appendix 1) consists mostly of open questions because 

they minimize the chance of getting predetermined answers (Patton, 2002) and are thus 

more prone to generate information-rich responses (Roulston, 2010). In addition, there 

are some closed questions in the interview guide. Even though many qualitative research 

scholars advise researchers to avoid closed questions (Patton, 2002), i.e., questions that 

can be answered with a simple ‘yes’ or ‘no’, Roulston (2010) points out that they can be 

useful, particularly as clarifying questions. To ensure the quality of responses, the few 

closed questions are followed by additional open questions that ask the informant to 

elaborate on and explain the answer to the closed question.  

The interviews were conducted in Finnish to make sure that the informants can express 

their thoughts easily and in a vivid way. Therefore, the interview guide was translated to 

Finnish before the interviews. The interviews were practiced, and the interview guide 

tested, as Roulston (2010) suggests, to make sure that the questions are clear and easily 

understandable.  

The interview guide was used to guide the interview process but not all individual 

questions were asked during all interviews. A significant number of follow-up questions 

not listed in the interview guide were asked during the interviews to better grasp the 

thoughts and behavior of the informants. Furthermore, the term go-to clothes (in 

Finnish luottovaate) was repeatedly brought up by the informants during the first 

interviews which indicated that it is a relevant term to describe the relationship to 

clothes. Go-to clothes were not specifically covered in the initial interview guide, so three 

additional questions were included in the interview guide to explore the meaningfulness 

of go-to clothes and make sure the same topic was touched upon with the rest of the 

informants. 

3.5 Data analysis 

The interviews were recorded and transcribed immediately after the interview. In total, 

there was 99 pages of transcribed text. Furthermore, the researcher made brief field 

notes during the interviews, which were completed after the interview. As the interviews 

were conducted using an online video software that allows for video recording, the video 

file of the discussions was used in the transcribing and as additional material for the 

analysis. Recording the discussion was naturally was done with the permission from the 

informants. As the interviews were conducted in Finnish, the analysis was done based 
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on the Finnish transcriptions. The citations included in this thesis were freely translated 

by the researcher. 

As Gioia, Corley and Hamilton (2012) state, the analysis in qualitative research begins 

naturally already during the field work, as the researcher starts to identify different 

categories and the differences and similarities between them. Thus, the analysis process 

of this study began already during the first interview. Starting the analysis early on allows 

the researcher to divide complex phenomena into smaller pieces of information that are 

easier to grasp, sort and compare (Spiggle, 1994), and to adjust the collection of data or 

even the direction of the study during the process (Eisenhardt, 1989). Due to the 

continuous and iterative analysis process, the importance of go-to clothes, for example, 

was recognized early enough and additional questions about them could be introduced 

to the interview guide to gain further understanding of the concept. 

The data analysis process followed the guidelines of Spiggle (1994) and included the 

following seven operations: coding, categorization, abstraction, comparison, 

dimensionalization, integration and iteration. Iteration, which Spiggle (1994) defines as 

the continuous movement between the stages of data collection and analysis, was utilized 

throughout the process, for example by re-defining categories based on information 

collected during later interviews. Refutation, i.e., scrutinizing the emerging inferences 

for example by searching for contradicting cases and examining them in different 

contexts (Ibid), on the other hand, was not feasible in this study due to the limited 

resources. The likelihood of contradicting findings in other contexts is, however, 

recognized as one of the limitations of this study and discussed in more detail in the 

concluding chapter.  

Data coding and categorization began simultaneously with the interviews as some of the 

key factors and elements influencing the self-object relationships were identified already 

during the conversations with the informants. For more precise categorization, the 

transcriptions were scrutinized, and all relevant pieces of data were transferred to an 

excel file (appendix 3) and coded (table 5). According to Spiggle (1994), categorization 

refers to the process of sorting and labeling individual pieces of data under different 

categories. The key is to identify the parts that represent a more general topic or 

phenomenon (Ibid). In this study, categorization was conducted primarily inductively, 

i.e., determining the categories solely based on the empirical data (Ibid), as Gioia, Corley 

and Hamilton (2012) advice. The theoretical background and previously identified 

constructs were, however, revisited later during the analysis process in an iterative 
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manner and the emerged categories and themes were reviewed in the light of prior 

studies. 

Table 5 Examples of coding 

Theme Category Piece of data Respondent 

Identity factors Identification I had thought that it would be exactly MY 
cardigan. And then I lent it once and it 
wasn't. I never lent it again because it just 
wasn't mine. 

R4 

Ownership factors Commitment Maybe that's exactly why Vaaterekki is so 
much fun because you can grab anything 
that looks good and you're not committing 
to it. When I buy my own clothes, I digest 
them a lot longer. 

R7 

Service factors Letting go I associate rotation so strongly with 
Vaaterekki, the fact that the clothes rotate 
and are not in my possession forever. And 
because I have thought about when and 
where I want to wear them before I go lent 
them, I often feel that they have served 
their purpose and I'm quite happy to 
return them and take something else 
instead. So, there's really no pain of letting 
go. 

R7 

Service factors Letting go I feel really sad about returning them 
because I always somehow form some 
kind of emotional connection to them. 

R1 

Service factors Invigoration It [lending clothes] gives me some 
variation and I get to let loose a little. 

R5 

Service factors Availability But so far I've never had to fear leaving 
entirely empty-handed. I've never had 
that experience so I can't fear it. Maybe I 
see it more as an opportunity that I don't 
know what they have there. 

R9 

 

Following Spiggle’s list of data manipulation operations, the categorized data was then 

be refined further through abstraction. The purpose of abstraction is to lift the findings 

to a more empirical level and thus achieve more conceptual constructs. (Spiggle, 1994.) 

Furthermore, Gioia, Corley and Hamilton’s (2012) three-level data structuring was also 

utilized during the analysis to better grasp the categories and their relations to broader 

themes and dimensions (table 6). The categories that play a role in the self-object 

relationships and development of ownership in fashion libraries were classified under 

five themes: Identity factors, Ownership factors, Service factors, Types of clothes and 

Clothing characteristics. Using abstraction, these five 2nd order themes were then 
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grouped under three more conceptual dimensions, namely Individual level, Service level 

and Object level.  

Table 6 Aggregate dimensions, themes and categories 

Aggregate 

dimensions Individual level 

Service 

level Object level 

Themes 

Identity 

factors 

Ownership 

factors 

Service 

factors 

Types of 

clothes 

Clothing 

characteristics 

Categories Identification 

Self-expression 

Empowerment 

Values 

Attachment 

Desire to 
purchase 

Fear of loss 

Commitment 

History 

Maintenance 

Letting go 

Re-lending 

Exploration 

Delight 

Invigoration 

Availability 

Community 

Essentials 

Go-to clothes 

Favorite 
clothes 

Practicality 

Comfort 

Attractiveness 

Personality 

Quality 

Price 

 

According to Spiggle (1994), the process of comparison begins already during the 

categorization when the researcher analyzes the similarities and differences in the data 

to divide it to relevant categories and is often continued in a more systematic way during 

further analysis. In this study, comparison was used to determine which of the categories 

were most significant and prevalent considering the self-object relationships to lent 

clothes. Comparison between informants was also conducted to understand some of the 

most common antecedents of attachment and identify differences in how people perceive 

availability, for example.  

The categories and constructs were also analyzed using dimensionalization. The purpose 

of dimensionalization is to help and enhance the theory construction by allowing the 

researcher to identify the key properties of the categories and concepts and determine 

the relations between them (Spiggle, 1994). Dimensionalization was, for example, 

conducted to better understand the relationship to rented clothes in terms of utility and 

hedonism and map which of the factors enhanced the utility of the self-object 

relationship and which contributed to a more hedonistic relationship (table 7).   
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Table 7 Example of dimensionalization 

Factors influencing the nature of the relationship to lent clothes 

Dimensional range 

Utilitarian    ………………………………    Hedonistic 

Availability                                                                          Invigoration 

Maintenance                                                                        Exploration 

Letting go                                                                                 Delight                            

                                                                                               Attachment 

                                                                                                  Desire to purchase 

                                                                                                Fear of loss 

 

Lastly, the goal of integration – and the entire analysis process – is to build theory from 

the data by integrating the categories and constructs in a way that illustrates their 

relations, contexts, conditions and outcomes (Spiggle, 1994). In this study, integration 

was used to understand and crystallize the connections between the different elements 

and build a conceptual model of the factors that are at play in the development of the 

self-object relationship in an access-based clothing service (see figure 2 in section 4.2.3). 

The causalities and circumstances related to the conceptual model are discussed in more 

detail in sections 4.2.3 and 5.1.  

3.6 Quality of the data 

In this section, the quality of the data collected and analyzed in this study is evaluated in 

terms of credibility, transferability, dependability, confirmability and integrity, as 

Wallendorf and Belk (1989) suggest. These concepts help the researcher to assess the 

trustworthiness of the study by providing answers to the following questions (Ibid): 

1. How do we know whether to have confidence in the findings? 

2. How do we know the degree to which the findings apply in other contexts? 

3. How do we know the findings would be repeated if the study could be 

replicated in essentially the same way? 

4. How do we know the degree to which the findings emerge from the context 
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and the respondents and not solely from the researcher? 

5. How do we know whether the findings are based on false information from 

the informants? 

To answer the first question, a researcher must assess the credibility of the study 

(Wallendorf and Belk, 1989). Credibility is evaluated to determine if the collected data, 

formed interpretation and presentation of the findings represent the scrutinized reality 

on a sufficient level (Ibid). To assure the credibility of this study, the informants were 

recruited from a fashion library and their fashion library use and lending habits were 

thoroughly discussed before moving on to deeper topics. The interviews were continued 

until a sufficient level of saturation was reached, i.e., the same themes and topics kept 

emerging and additional interviews were unlikely to provide much new theoretical 

information (Saunders et al., 2018). Further, the interviews were also video recorded and 

transcribed carefully after the interviews. The researcher also made brief notes during 

the interviews and finalized them right after the interviews to ensure that there was as 

much data as possible. However, no official credibility enhancing techniques, such as 

prolonged engagement, triangulation across sources or negative case analysis 

(Wallendorf and Belk, 1989), could be used due to the limited resources and scope of a 

master’s thesis. 

The second question is related to transferability, i.e., the extent to which the same 

conclusions can be made in different contexts or with different respondents (Wallendorf 

and Belk, 1989). In this study, some of the characteristics of the fashion library have 

likely impacted the findings, which means that they cannot be considered automatically 

applicable in other contexts, e.g., in other fashion libraries. This issue related to 

transferability is discussed further in the limitations of the study. In terms of the 

transferability related to the informants, the respondents of this study were recruited 

through the newsletter of the fashion library and invited to the interviews mainly in the 

order of contact. Also, interviews were continued until saturation was reached, which 

suggests that similar findings could have been made with different respondents as well. 

The third question, on the other hand, refers to the dependability of the study. According 

to Wallendorf and Belk (1989), dependability means that the findings and interpretation 

made in the study would be repeated if the same study was conducted again, i.e., the 

extent to which the instability of the examined situation was minimized. In this study, 

the researcher and the respondents did not know each other, so there were no existing 

personal connections that could have impacted the findings. Thus, similar findings could 
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be made by another researcher in the same context. However, the findings were based 

on one interview with each participant, so no long-term observation was done to identify 

changes, which Wallendorf and Belk (1989) would recommend to ensure the 

dependability of the study. 

The fourth question, in turn, relates to confirmability, i.e., the degree to which the 

findings stem from the data alone and can be traced by examining the records kept 

during the process (Wallendorf and Belk, 1989). In this study, confirmability is assured 

by explaining the data collection and analysis processes openly and transparently in this 

methodology chapter. The preview of the data excel with coding, categories, themes and 

abstraction is attached as appendix 3. Furthermore, the anonymized transcriptions, 

notes and analysis excel are available for auditing upon request, which Wallendorf and 

Belk (1989) suggest as one of the ways to establish confirmability. In addition, the 

researcher was aware of possible researcher biases before embarking on the data 

collection and focused on deriving all findings from data instead of personal perceptions. 

Lastly, the fifth question deals with integrity of the study. According to Wallendorf and 

Belk (1989) the informants may provide false information and thus compromise the 

integrity of the study particularly if fear, dislike or please the researcher. Considering the 

context of this study, there are some minor potential issues related to integrity. Because 

the issue of sharing clothes is connected to ecological values, it is possible that the 

informants may have overemphasized the importance of these values and, for example, 

understated the number of new clothes that they have acquired lately. Furthermore, 

because many of the informants were very excited about the fashion library service and 

wanted it to grow, it is possible that they may have tried to present it in more positive 

light to convince the researcher of its excellence.  

To maximize integrity, the informants were openly explained the purpose of the study 

and background of the researcher. Moreover, consent to record the interviews was asked 

in advance and the informants were explained that the data would be fully anonymized. 

The researcher also followed the guidelines of good interviewing technique to establish 

trust and make the interview situation as comfortable and open as possible, as 

Wallendorf and Belk (1989) recommend. In addition to good interviewing technique, 

conducting the interviews online also adds to the integrity of this study because, as 

Hewson (2014) suggests, the informants have more control in online video interviews 

than face-to-face interviews and the roles of the interviewer and the interviewee are, 

thus, more equal. 
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4 EMPIRICAL FINDINGS 

This chapter presents the key empirical findings of the study by following the sequence 

of the three research questions proposed in section 1.2. The first section provides answers 

to the first research question on the role of everyday clothes in the extended self. Second, 

the signs, implications and hinders of attachment and ownership in access-based 

consumption of clothes are examined to determine if attachment and psychological 

ownership do occur in the conditions of access. Third, the last research question is 

addressed by scrutinizing the self-object relationships to owned and lent clothes and 

pointing out their greatest differences. The discussions revolved around everyday clothes 

and all examples brought up in this chapter are related to everyday clothes, unless 

otherwise stated.   

4.1 The role of everyday clothes in the extended self 

The purpose of the first research question was to gain more understanding of the role of 

everyday clothes in the extended self. First, the role of clothes is discussed from the 

perspective of the feelings it evokes, namely a sense of identification and empowerment. 

Second, the role of clothes in self-expression and the representation of personal values 

is explored. Last, the differences in the types of clothes and their meaningfulness is 

scrutinized.  

4.1.1 Identification and empowerment 

As expected, there were some individual differences between the roles of clothes, 

particularly in terms of identification. Self-identification has been determined as one of 

the roots of psychological ownership by Pierce, Kostova and Dirks (2003) and a key 

criterion for favorite possessions by Kleine, Kleine and Allen (1995). Identification 

emerged as one of the key categories in the data and all of the respondents had a 

perception of the meaningfulness of identification to clothes. For some of the 

respondents, clothes are a meaningful and important part of their lives and they want 

their clothes to relate to, support and reflect the person they are, which suggests a greater 

connection to the extended self (Kleine, Kleine and Allen, 1995). On the other hand, some 

also described the role of clothes as something more mundane and practical, which 

suggest a more utilitarian relationship similar to cars in Kleine, Kleine and Allen’s study 

(1995). 

 R2: “I would say clothes in which you feel like yourself, that kind of reflect you.” 



 37 

R6: “Comfortable and timeless clothes that are meant to be worn. That's probably it [the role of 

clothes]. So, I don't identify through clothes, but I doesn't bother me if someone notices my clothes, 

so I don't have to disappear into the wallpaper. I've noticed that as I get older the most central... 

well of course it should look nice, but the most important thing is that it's comfortable.” 

R10: “But it's not the key thing for me that they are a part of my identity or something but maybe 

it's more of a nice thing that if I wanted to wear this black dress today, I can wear it.” 

However, when asked to choose three items that best depict them as a person, all 

respondents managed to name three items quite effortlessly. The items chosen were 

mostly clothes that the respondents really like and wear quite often, but many also 

brought up clothes with characteristics similar to themselves, such as efficiency or ability 

to adapt to different situations easily, or pinkness and impracticality, as respondent 1 

here describes: 

R1: “I mentioned that I clothes from that same brand and they have this print that has a pink 

background and these wonderful floral patterns on it. So, it would have to be one of the clothes with 

that print because I'm a pretty pink person [laughs] if you know me. And I think someone who 

knows me could also describe me with a piece of clothing like that, so for instance one of those skirts 

or something else that is not necessarily very practical.” 

Not all the clothes that the respondents brought up were clothes that they like and wear 

frequently. Respondent 4 also described a strong sense of identification towards a piece 

of clothing that turned out to not be her and which she never wore again after the first 

try. This suggests that one can identify with a piece of clothing that depicts the person 

one wants to be, instead of the person one actually is. Respondent 4’s statements well 

illustrate the role of clothes in the extended self as possessions that can be used to define 

and determine who one is a person and who one wants to be, as Belk (1988) suggests. 

R4: “I had thought that it would be exactly MY cardigan. And then I lent it once and it wasn't. I 

never lent it again because it just wasn't mine.” 

R4: “And I don't know why but I keep thinking about that Uhana cardigan all the time now. The 

one that I told you didn't suit me at all, but I just really would like to look like that, I really want to 

be that person who wears that cardigan.” 

Empowerment, i.e., giving strength and confidence, is also a central category that depicts 

the role and purpose of clothing. Despite the differences in the level of identification, all 

respondents expressed a sense of empowerment when it comes to some clothes. Based 

on the data, it is evident that the way a piece of clothing looks and feels on can either lift 

the spirit and give one confidence or put one down and focus the attention on wrong 
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things. The following quotes demonstrate the power of clothes in terms of mood, attitude 

and self-image: 

R7: “It's a bit more elegant so when you wear it you feel like you look polished and stylish and you 

don't have to soften it up at all, you can take your space wearing that coat.” 

R1: “I always feel happy when I put on those outdoor pants.” 

R3: “Well I feel that it's nice to bring out your personality with clothes and if you look nice, it does 

give you certain confidence. You notice straight away if it's a piece of clothing that you don't like or 

that doesn't fit because then you feel like there's something wrong all the time. So, it does affect 

your mood. That you feel nice in the clothes.” 

The empowerment and mood-boosting effect of wearing something nice can also be 

greater if one has not worn anything special for a long time. For many of the respondents, 

such as respondent 10, this had been actualized during the covid-19 pandemic and 

remote work, which has diminished the variation in clothing. 

R10: “The clothes are a nice part of our everyday life. So, they don't have to label you or be connect 

to your personality, but they are a nice part of our every day. Like for example now during the 

pandemic when you've been here at the home office when you actually get to put something else on 

than just those sweatpants, I've noticed it actually gives you a lot of joy overall when you get to wear 

something nice.” 

Both identification and empowerment are feelings related to the sense of the self and 

enhancing it. In Kleine, Kleine and Allen (1995), a similar sensation to empowerment 

was also connected how strongly one perceive an item as one’s “own”, which suggests 

that clothes that generate a feeling of empowerment may be more prone to be 

incorporated into the extended self. In sum, how strongly one experiences identification 

and empowerment is evidently highly individual but also central for the role that clothes 

possess in the extended self and how one sees clothes.  

4.1.2 Clothes in the expression of the self 

Clothes are a widely recognized form of self-expression (e.g., Belk, 1988) and based on 

the data, that holds true for everyday clothes as well. How much significance one on puts 

on the self-expression through clothes and the message that the clothing communicates 

to others naturally varies between individuals. Some of the respondents considered 

clothes to be a vital tool in the expression of the self and one’s taste. Others recognized 

the fact that the clothes do express something about that person to the outside world but 

were more indifferent to it or did not consider it to be so relevant. 
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R12: “As I said, the way I dress and looking refined are important for me. And it's also important to 

somehow bring out your own taste and personality in the way you dress.” 

R10: “I wouldn't say I'm communicating something about myself with them - even though that's 

how it goes of course, it's always a statement when you wear something.”  

The data also reveals that the importance of self-expression through clothes varies also 

within the individuals in regard to age, point of life and setting. It also suggests that even 

though clothes are important in self-expression, they do not define the individual, at least 

not for the individuals themselves. One can be really mindful about the self-expression 

in one setting and neglect it in another but still find clothes meaningful, as respondent 7 

points out:  

R7: “Especially when I was younger, I used to dress really colorfully, so it was a way to express 

myself. Now the style has calmed down a bit and maybe become more classic. And it's funny that 

at the same time I say it's really important to me and think about... well I'm working from home 

now but when I used to go to work, I always thought about what to wear the next day and laid them 

out for me. But now on the other hand during remote work or at a summer cottage it doesn't really 

matter to me. Like for example, I live in the center of Helsinki and I can go to the grocery store 

wearing sweatpants. So, clothes are really important to me and when I dress up, I do think about 

how I dress but at the same time it's not a problem for me to wear clothes that are scruffier or 

random.” 

Work was recognized as a particularly significant setting in terms of self-expression and 

its importance. This was especially evident in the interviews with respondents who had 

white-collar office jobs or jobs that included presentations and professional speaking. 

Many of the respondents, for example respondents 1, 11 and 12, found it important to 

look a certain way at work: 

R1: “I technically have a white-collar job, so even though our dress code is really casual, you still 

feel that you can't go to the office wearing just anything, it should still be something refined. And I 

also feel that I'm taken seriously [laughs] if I go in wearing certain type of clothes.” 

R12: “I have a job where I have to be somehow professional, even confident, convincing... So, maybe 

there is a certain pressure to look a certain way.”  

R11: “Here at home I wear clothes that are relaxed, like colleges or sportswear. And then I have the 

office wear separately that you wear in the working life. So, two kinds of wardrobes in that sense.” 

On the other hand, respondents 7 and 8 have jobs where they do not have to worry about 

the appearance so much and can freely choose what kind of clothes they want to wear to 

work, which leads them to choose clothes that they like and wear in the free time as well. 
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For some of the other respondents, the pressure to look a certain way or express some 

level of professionalism through clothing at work often stems from an unspoken dress 

code that is generally accepted and expected at the workplace. Further, while there may 

be a pressure to dress a certain way, it is not necessarily considered to be a negative thing, 

particularly if the respondent is interested in clothes and enjoys dressing up.  

Interestingly, the youngest respondents, respondents 1 and 12, also felt that they need to 

look professional to be taken seriously, suggesting that the stage of career may have an 

impact on how important professional appearance is considered to be. This can be tied 

to what Belk (1988) suggests on possessions’ social role as symbols of belonging to a 

group: young professionals may be more focused on looking sharp to prove that despite 

their age, they are professional and competent like the others in the workplace. 

R12: “I've been thinking that now that I'm in the early stages of my career, it's somehow more 

important to get that certain shield and protection from your appearance. I mean it's important 

now. But when you gain more confidence in your professional competence, does it still... then in 

the end how you dress doesn't matter that much. So, I'm somehow hoping that's something that 

will lose significance, the need to dress a certain way, with age. But on the other hand, I do think 

that I will down the line most likely be someone who likes to dress neatly, at least to work.” 

In addition to professionalism or personal style, clothes are also used to express values. 

All of the respondents valued domestic design and production in clothes and most of 

them also emphasized their interest in sustainable, good quality clothing. These values 

were also represented in the clothes that the respondents own and lend from the fashion 

library, which suggests that the alignment between the self and one’s core values and the 

clothes one wears is important. While it is important for just themselves that the clothes 

are in line with values, they also intentionally or unintentionally reflect those values to 

others by choosing such pieces of clothing: 

R8: “Maybe what I value would be the Finnishness or something. No one else probably thinks about 

it [about my clothes] but it's for me.” 

R9: “I want to make choices for Finnishness and sustainable... whatever is sustainable development 

in clothes... but for values like that and also communicate that I have bought this and maybe it was 

expensive but I will wear it for years.” 

In sum, the role of everyday clothes is often related to both self-expression and one’s 

values, similar to other material possessions (Belk, 1988). The type of self-expression 

and whether or not the clothes reflect the individual values can have an impact on the 

self-object relationship. If the self-expression is forced from outside, i.e., it does not stem 
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from the self and personal desire to look a certain way, it could make the relationship to 

the clothes more distant and diminish the role of everyday clothes in the self. However, 

there was no clear indication of that in the data because even the respondents with 

stricter dress codes at work found it to be quite a normal and acceptable part of dressing 

for work. 

4.1.3 Different types of clothes in the extended self 

Four types of clothes or roles of clothing were identified from the data, namely essentials, 

favorite clothes, go-to clothes and clothes that have a history, i.e., are connected to 

memories. These categories overlap to some extent depending on individual perceptions 

and preferences but particularly the three first ones were very distinct in most of the 

interviews. Essentials, in particular, was brought up by all respondents and described in 

a very similar way throughout the interviews. 

Essentials are clothes that one uses very frequently, such as basic tops, shirts and 

trousers as well as jeans. Many also brought up underwear and sportswear as some of 

the essential clothing categories one must have. For the respondents, the essentials form 

the foundation of the wardrobe and should, thus, always be available. The approach to 

the essentials is very practical and strongly linked to the frequency of use. The 

description of essentials relates to the utilitarian items defined by Kleine, Kleine and 

Allen (1995): their role is based on need and they are often not considered very 

meaningful as individual items.  

R9: “The basics, practical clothes, all kinds of outdoor clothes and clothes related to your hobbies, 

those are the type of clothes that you of course have in your own wardrobe.”  

R12: “I have some really basic clothes like a grey sweater or cardigan or a pair of black trousers. 

Those are the kinds of things you like to have in your possession because you wear them a lot.” 

On the other hand, some respondents mentioned some of the very basic and essential 

pieces of clothing as pieces that best depict them as persons. Respondent 6, who named 

jeans, explained that they embody some of the characteristics that she appreciates in 

other people and strives for herself. Respondent 10, in turn, contemplated if the fact that 

she wears her yoga pants while engaging in a pastime that she enjoys makes the clothes 

used during that important activity important as well. Thus, even the role of essentials is 

mostly based on practicality and does not suggest a strong connection to the self, some 

of the basics may still be included in the extended self if they reflect some part of the 

person’s identity and being. 
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R6: “They [the jeans] are ecological, which is an important theme for me, they are timeless, relaxed 

and not overly self-assured. So, basically also characteristics that I like in people and strive for... 

being overly self-assured is something that I hate in people. And I think jeans are a nice basic piece 

or clothing that goes with everything.” 

R10: “Because I do yoga and exercise quite a bit, so that's such a big part of my every day and being, 

so maybe the clothes that I do that in also somehow become close.” 

Similarly to essentials, favorite clothes emerged as a very common category in the data. 

Most of the respondents defined favorite clothes as clothes that one likes the most. They 

are also more indifferent to self-expression and often focused on comfort rather than 

attractiveness. Favorite clothes were often seen as clothes that were meant just for 

oneself to feel comfortable in, which suggests that in addition to being self-identifying, 

they could cater to the third root of psychological ownership, having a place or a home 

that one can structure one’s reality around (Pierce, Kostova and Dirks, 2003).  

R6: “Favorite piece of clothing is maybe something that you can put on be it on the boat or on 

Sunday morning when you wake up and you don't have to go anywhere. For me those are kind of 

slouching clothes that feel good in, but you don't necessarily have to show them around.” 

R9: “And favorite clothes... they don't have to be so presentable. Those are for yourself. It's 

definitely especially comfortable on but I may have had it for a long time and I've always liked it. 

It's above all a comfortable piece of clothing.” 

R11: “For example, my favorite piece of clothing might be a pair of sweatpants that I always put on 

at home when I'm watching tv on the couch.” 

Another dominant category, go-to clothes, presented itself during the interviews. While 

favorite clothes can be just for yourself, go-to clothes are more connected to self-

expression. All of the respondents described go-to clothes as clothes they can rely on to 

feel and look good. Go-to clothes were referred to in relation to important situations 

where one must be at one’s best, be it at work, on a date or in a job interview. Many of 

the respondents also brought up feelings of empowerment that the go-to clothes bring 

them. In other words, go-to clothes serve as self-artifacts that are used to enhance and 

reflect the self (Kleine, Kleine and Allen, 1995), which suggests a closer proximity to the 

self. 

R9: “Go-to clothes are those that bring me confidence if I go have a presentation. And the 

confidence comes from feeling good, feeling that the clothes suit me and are comfortable on.”  
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R11: “Go-to clothes are clothes that I would always choose if I had a job interview. If there's an 

important situation where you have to look your best and you know that this is it, then maybe that 

would be the go-to piece.”  

R5: “At work, as I mentioned, I have a lot of speeches and presentations and there the go-to clothes 

mean that I don't have to focus on what I look like and can focus on the content knowing that this 

part is taken care of. And then those go-to clothes... if I get a speech request on a tight schedule, I 

know that I have clothes in my wardrobe that I know I can take and then I can focus on other 

things.” 

Not all respondents had clear go-to clothes. Respondent 10, for example, mentioned that 

instead of having that one go-to piece, she often just relies on the lent clothes because 

they feel new and nice to put on. For some of the respondents, particularly respondents 

7 and 8, the categories of favorite and go-to clothes also overlapped. Interestingly, both 

of them have jobs where there is no formal dress code and they feel freer to dress the way 

they want to for work situations that may require that additional boost of confidence.  

R7: “For me they are pretty much the same thing. But I think it may be because I don't have to dress 

up for work. The way I dress for my free time and for my work are very similar. So, I don't have to 

have some kind of go-to suit that you go to work in, I can go to work wearing the clothes that I really 

like and that are my favorites.”  

R8: “My go-to clothes would be my favorite clothes and my favorite clothes my go-to clothes.” 

Lastly, some clothes are there to keep memories, as Kleine, Kleine and Allen (1995) have 

suggested. History was brought up by a few of the respondents, particularly when they 

described the wardrobes that they own, which is only logical because a sense of history 

and memories are formed over longer periods of time. Respondents 4, 6 and 7, for 

example, pointed out that they have clothes that have accumulated over the years and 

somehow represent their past. To some of these clothes, there may be a strong emotional 

bond, while others are there simply because one has not gotten around to get rid of them 

yet.  

R4: “I also have a lot of clothes I can't bear to get rid of. I find it really hard to let go of them because 

they have so many memories in them.” 

R12: “I have these pants that I wear at home a lot, these loose polka-dotted pants. Comfortable but 

still nice-looking, not exactly sweatpants. I have bought those in Spain when I was there on 

exchange, so they have this sentimental value.” 

In addition to reminding the person of memorable experiences, such as an exchange in 

Spain, the clothes can also be connected to other people, like family and friends, or may 
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even have belonged to other people, as in the case of respondent 7. Connection to loved 

ones and positive memories has been identified as a common antecedent of attachment 

in previous literature (Wallendorf and Arnould, 1988; Kleine, Kleine and Allen, 1995), 

which suggests that these clothes may indeed have place in the extended self of the 

respondents. Furthermore, clothes can remind one of who and what one used to be like 

and, in some cases, perhaps longs to be again.  

R7: “It's maybe layers of me, not very coherent. I hardly ever throw clothes away. I've been the same 

size for quite long. I also don't have a fixed style, so I'm also someone who gets a lot of clothes from 

others. It started back in high school when I used to wear my mom's clothes. Now I have my friends' 

old clothes... I was just laughing at it the other day when I had my sister's old pants, my spouse's 

old shirt and my dad's old sweater on top of it.” 

R6: “A mixed selection of clothes accumulated over the years, some of which are of course goal 

clothes so when I'm back in the size that I was in my youth again then they will naturally fit me 

[with an ironic tone].” 

In conclusion, different types of clothes have different meanings and roles in the 

extended self. While essentials may be kept for practical reasons, favorite clothes and go-

to clothes often include the some of the most meaningful clothes because they are the 

ones that one opts for when looking to feel good, comfortable or confident, either to enjoy 

oneself or express the self to others. Furthermore, clothes that have history keep 

memories of past experiences, past selves and other people, which strongly connects 

them to the extended self, particularly if the memories are positive and important to the 

person, as Kleine, Kleine and Allen (1995) suggest. 

 

4.2 Attachment and ownership for the accessed everyday clothes  

This section scrutinizes the self-object relationships to the lent pieces of clothing to 

identify feelings of attachment and ownership and thus answer the second research 

questions suggested in the beginning of this thesis. Feelings of attachment and 

ownership are mapped and explored from two perspectives: by identifying clear signs, 

antecedents and implications of psychological ownership and by pointing out the factors 

that hinder psychological ownership in the fashion library. Lastly, the findings are 

summarized in a figure (figure 2) that depicts the development of self-object relationship 

in access-based consumption of clothes. 
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4.2.1 Signs of psychological ownership  

For the purposes of this study, attachment or lack thereof was naturally a category of 

great interest. As a key indicator of psychological ownership, signs of attachment were 

searched from the data and some feelings of attachment towards specific lent clothes 

were indeed discovered in almost all of the interviews. Again, the level of attachment 

varied in respect to the individual: for some, there were clearly several lent items that 

they had grown very fond of, while for others, attachment to specific items seemed to be 

more of a passing feeling that paled in comparison to the delight of exploration. 

When asked about their favorite and go-to clothes, quite a few of the respondents 

mentioned lent clothes, particularly as their go-to clothes. For a lent piece of clothing to 

be elevated to the role of a favorite or a go-to item suggests a presence of attachment and 

some level of psychological ownership as well, as people tend to be quite fond of and 

identify with their favorite and go-to pieces.  

R11: “Yes, they [favorite clothes] can be lent ones. Then of course you feel like you're reluctantly 

taking back the piece of clothing after four weeks because you just want to keep it. But you can of 

course re-lend it soon.” 

R2: “I would lend those Uhana colleges all the time if they just were there, but they never are 

because everyone else likes them too. But this skirt was one that made me think that ok, maybe I'm 

the only fan of this skirt because it's always there in the racks.” 

R11: “Lately one really nice piece of clothing in the fashion library has been this Halo dress made 

out of Reidar Särestöniemi's painting, this silver and orange dress. I get a lot of compliments about 

that and everyone admires it. It's also really nice on and it's really... it's one of my absolute favorites 

there.” 

In addition to naming a piece of clothing as a favorite or a go-to item, attachment was 

best demonstrated by its implications, such as interest in lending the same item again. 

Most of the respondents had in fact lent a piece of clothing more than once because they 

had really liked them and enjoyed wearing them the first time. 

R12: “Now I actually have to pieces of clothing that I've lent in the past as well. So, there are clothes 

like that. Most of the time I don't lend the same clothes, I've usually lent different ones. But I have 

found some that have become favorites like this.”  

R2: “Like for example this Uhana which is probably the most popular label there, they have these 

really nice college shirts and they are actually sold out very often. I really like them, and those shirts 

are almost always lent out, so if I find one of those in the right size then I always lend it.” 
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Interestingly, re-lending the same item may also increase the attachment as the time 

spent with the item increases. As Pierce, Kostova and Dirks (2003), Kleine, Kleine and 

Allen (1995) and Ball and Tasaki (1992) suggest, duration of use and interaction has a 

great impact on the self-object relationship because the development of psychological 

ownership may take time. If one has lent the same piece of clothing repeatedly and used 

it actively, its importance tends to grow which could make one consider the downsides 

of lack of factual ownership. 

 R12: “I have this, I'm actually wearing it now too, this shirt with a green print. So, I was just 

thinking that this is actually one of my absolute favorite clothes from the fashion library. And I was 

just briefly thinking about it today, if I should buy this one because this is already the second time 

I've lent this and I like this so much. So, would it be good to own this one? Just had a thought like 

that.” 

R3: “I've lent so many wonderful things. But there's this Samuji dress that I've been thinking about, 

wondering if I should... because you can buy them if you completely fall for them. I don't know if 

they sell them all but some they do. And I've sometimes thought about that. There's also this fox 

shirt that I have lent many times. And also Uhana's, especially the colleges in all of the prints, those 

I use all the time if they are only available.” 

Attachment can also clearly reduce the willingness to return the clothes and make it more 

difficult to let go of them. Unwillingness to return clothes indicates a level of 

possessiveness that clearly suggests that a sense of psychological ownership has started 

to develop (Pierce, Kostova and Dirks, 2003). Many respondents, such as respondents 1 

and 5 in the following quotes, described experiencing a bittersweet feeling when 

returning clothes that they had really enjoyed. However, due to the nature of the service 

and getting new items in return, the feeling has most often passed after the return.  

R1: “I feel really sad about returning them because I always somehow form some kind of emotional 

connection to them.”  

R5: “That's exactly that favorite clothing department that makes you feel like you don't want to let 

go of this. So yeah, there are those. But they do have... So at home you may feel that you don't want 

to return it but when you get there and find something else, that has been ok.”  

Fear of losing the favorite clothes, which is another clear indicator of attachment (Reb 

and Connolly, 2007; Peck and Shu, 2009), was also evident in some of the respondents’ 

stories. The respondents who experienced fear of loss were worried about products 

scarcity, in other words, that their favorites would be sold to someone or removed from 

the assortment, and they would no longer have access to them. However, for the 

informants of this study, fear of loss was not overpowering, strong emotion but rather 
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slight uneasiness related to the potential loss of an item they had grown fond of. In some 

cases, it has led to purchasing an item, though. 

R3: “Maybe because it fitted me so well and it was so nice. I think it was just really good. And 

because they don't sell them anymore, you can't go one from the store. Mostly I was wondering if I 

would be upset if I wouldn't buy it... But I haven't bought it yet and I'm thinking that maybe you 

don't necessarily have to own. But it would be nice to have it there in the wardrobe so it would be 

available.”   

R9: “Well, [I bought them from Vaaterekki] because I just liked them so much that I thought that 

if they are at some point removed from there, then I will miss them.”   

One of the most prevalent categories in the data turned out to be the desire to purchase, 

which indicates greater attachment and also supports Pierce, Kostova and Dirks (2003) 

who suggest that people tend to seek factual ownership over the most meaningful items. 

Seven of the twelve respondents had, in fact, purchased at least one piece of clothing that 

they had previously lent. Desire to purchase was also recognized by most of the other 

respondents, even though they had not yet acted on it. The respondents who had bought 

pieces of clothing after lending them explained that by lending the items, they had been 

able to test them in practice and were thus assured that they would use them a lot, which 

encouraged them to seek factual ownership of them, either directly after the lending 

period or later if they came across the item on sale. Attachment was a key element in the 

purchase decision, as the following comments demonstrate: 

R9: “I actually just bought one from Vaaterekki. I've bought two pieces of clothing from there. I've 

bought them for myself because they were becoming kind of these go-to or favorite clothes of mine. 

One is one of those Uhana's floral colleges and the other one is a dress that I first tried to see if it 

was too out there. And then I bought it for myself because I liked it so much. So basically, two of 

the clothes that have become my favorites have become my own as well.”   

R7: “I had them lent out for two weeks and I really grew fond of them, so I ordered them from 

Tampere and picked them up from the store. They made me feel like they would have a place in my 

wardrobe, and I would wear them a lot.” 

However, even if one feels attachment to a lent piece of clothing and considers it a 

favorite, the attachment may not be strong enough to cause one to actively seek factual 

ownership. Some pieces of clothing become more important than others and there are 

also clear individual differences in how easily one is tempted to seek ownership. The 

differences between the levels of attachment was well illustrated by respondent 7, who 

had actively sought after a pair of red pants after lending them first. She also had other 

favorites, which she had lent several times. The possibility of losing those items made 
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her wistful and she did consider buying them, but she was not attached enough to make 

her go through the trouble of actively hunting for them. 

R7: “I would say that if they come to the member sales of Vaaterekki, because they sell them a little 

bit cheaper, then yes, maybe. But they are not like these red pants. They are not something that I 

would go through the trouble of contacting the store for, to see if they still have them. They are not 

like that, more like if they came across somewhere used and for an affordable price then I would 

probably buy them, but I wouldn't go through the trouble for them.”  

Even though attachment to the lent clothes clearly signals many of the respondents that 

the item would be good to own to avoid losing it and always having it in one’s possession, 

not all attachment leads to purchase. Many of the respondents revealed that the thought 

of buying one of the lent items has crossed their minds and they may keep an eye on the 

member sales to see if their favorites come on sale there. For some, such as respondents 

1, 2 and 8 for example, not purchasing the clothes is a conscious decision. 

R2: “Every now and then there's those that you think about buying but on the other hand... But I 

haven't really thought about it that seriously except for this Uhana collegeshirt because even though 

you like them, they may come across again. Not all clothes do though because it's really up to chance 

what they have there. But there's so many nice clothes out there that if I started buying them all, it 

would ruin the idea of the fashion library. I try to think about it a little philosophically that even if 

something is nice, you don't necessarily have to own it.”  

R1: “It's also a little bit of point of learning for me because I can’t, or I won't let myself purchase 

them all because first of all I don't need them all. Because like I said earlier I'm a little bit impulsive 

by nature and a bit of a "I want it all and I want it now" kind of person, so if I get an idea then I have 

to execute it really fast for some reason. So, I can't let myself get all of the clothes I get really 

attached to [laughs], so it's a good lesson for me that I can't have everything.” 

Finally, some respondents also brought up lent pieces of clothing when asked which 

pieces of clothing best depict them as persons, which also signals a significant level of 

identification. As Pierce, Kostova and Dirks (2003) point out, self-identifying objects are 

most likely to facilitate psychological ownership and attachment. Thus, the lent clothes 

that best describe the respondents are persons are most likely clothes that they feel some 

attachment for. 

4.2.2 Hinders of psychological ownership 

The data also revealed several factors that may have hindering effect on attachment and 

psychological ownership. The most dominant hinder was interest in exploration and 

therefore lack of interest in commitment, which reflects Chen (2009) and Lawson et al.’s 
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(2016) findings on variation and lack of repetition as the key motivators for choosing 

access. All of the twelve respondents enjoyed the possibility of exploration and style 

experimentation and found it to be one of the greatest advantages of lending compared 

to owning. The lack of commitment was seen as refreshing and it also encouraged the 

respondents to try items that they do not strongly relate to and which are thus less prone 

to facilitate attachment.  

R5: “I borrow a lot bolder clothes in terms of print and shape than what I would buy for myself. So, 

in a way it has brought some sauciness to the way I dress. Because when you buy you think that you 

have to like this one a long time and this has to work for longer. So, I wouldn't necessarily buy a 

shirt with big yellow bananas on it but for lending it's totally ok because I can surely wear that for 

a couple of weeks. “ 

R2: “It's more about getting some variation to how you dress and trying different styles. But I think 

it's nice that you can, with a pretty low threshold, without thinking too hard if you would wear it, 

just go for it. So, basically testing that style and taking things that don't exactly feel like yours 

sometimes.”  

R7: “Maybe that's exactly why Vaaterekki is so much fun because you can grab anything that looks 

good and you're not committing to it. When I buy my own clothes, I digest them a lot longer.” 

Having the opportunity to explore and choose between a myriad of alternatives may also 

make one look forward to getting the next new pair of clothes faster, as respondent 12 

suggests: 

R12: “I've pretty often kept them for only three weeks and that has felt like it's enough for now. I 

get bored so fast that then it's nice to get new clothes already.” 

All of the respondents stated that one of the key reasons for using a fashion library is the 

continuous invigoration it offers. Many of them also compared the feeling of having 

access to such a wide selection of clothes to the hedonistic shopping experience one gets 

when buying new clothes. Instead of experiencing the excitement of getting something 

new a few times a year, members of a fashion library get that sensation every third or 

fourth week or even more frequently if they so choose.  

R2: “I'm looking for more of that invigoration to my every day and a little bit of that shopping 

experience. So, because I try not to buy clothes that much, it kind of fills that same space in life.”  

R5: “I'm looking for that variation. It's this small luxury thing in my everyday life that I get to go 

and pick new clothes from there.” 
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R8: “I don't know, maybe quite a lot of women would like to have something new to wear even 

though their wardrobes are full of stuff and get this feeling of "oh what am I going to wear". So, here 

I have two new clothes every third or fourth week. So, I think that makes buying less tempting.”  

R11: “I think you get that same good feeling from lending clothes that you once got from buying 

new clothes. So, it's basically the same thing when you get a new piece of clothing from there, it 

feels just as exciting and nice as buying a piece of clothing. Or even better, I would say better.” 

Even if one develops feelings of attachment and ownership to the lent clothes, the delight 

of getting two new items often replaces the wistfulness of letting go. The wide assortment 

of clothes also ensures that there is usually always something new one has not tried 

before. The feeling of “could I find something even better than this?”, which respondent 

9 expresses, is prone to hinder attachment because it encourages one to keep looking and 

exploring other options instead of re-lending and extending the time spent with 

individual items.  

R3: “Yes, the feeling has passed. Especially because you get to choose two new items; it somehow 

helps to let go of the old ones when you get two new and nice ones as replacements.”  

R9: “You always feel a little bit down [about returning clothes] when you've found a really good one 

but then it's always a little bit of an exploration to see if you could find something even nicer.” 

The mere fact that rotation, letting go and getting something new are at the core of the 

fashion library as a service also encourages one to limit the feelings of attachment and 

psychological ownership. This finding connects to Novemsky and Kahneman (2005) who 

suggest that loss aversion tends to be weaker if the item is expected to be given up. The 

possession of the lent clothes is known and expected to be temporary which does not 

foster attachment but rather decreases it.  

R7: “I associate rotation so strongly with Vaaterekki, the fact that the clothes rotate and are not in 

my possession forever. And because I have thought about when and where I want to wear them 

before I go rent them, I often feel that they have served their purpose and I'm quite happy to return 

them and take something else instead. So, there's really no pain of letting go.” 

Another dominant category and a potential hinder of psychological ownership was 

availability. All of the respondents pointed out that the availability of the clothes varies 

every single time, which adds an element of surprise to the experience, as one never 

knows which clothes are available. This product scarcity, i.e., occasional unavailability, 

has been pointed out by Lamberton and Rose (2012) as one of the key costs and risks 

related to access-based consumption in general. Some of the most popular items in the 

fashion library, such as the printed college shirts of the Finnish clothing label Uhana, 
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were described as so popular that one does not often find one in the right size, even 

though they come in several different prints. The varying availability forces one to be 

flexible and less set on specific items or even styles and encourages exploration instead 

of growing fond of individual pieces of clothing. 

R9: “But so far I've never had to fear leaving entirely empty-handed. I've never had that experience 

so I can't fear it. Maybe I see it more as an opportunity that I don't know what they have there.” 

R10: “If I think that now I would like to get something blue, for example, then they may not have 

anything blue there at that moment but you never know what they have there so you can always 

find something new. So, I think that has been a nice thing.” 

R1: “Now that I've realized that they are there to stay and are not going anywhere and I'll never 

know what I'll find there... I no longer have that fear that I won't ever... that I have to lend them 

all.”  

Some of the respondents also pointed out the difficulties related to placing higher 

importance and significance on individual lent pieces of clothing. For example, 

respondent 5 stated that she wants to own her go-to clothes, because she has to be able 

to rely on them also in terms of availability and having access to them whenever needed, 

even on a short notice. Similarly, respondent 12 raised the issue of relying on lent go-to 

clothes, because there is no guarantee that they are available when needed: 

R12: “Maybe it's because then you could wear it continuously. And if you continuously lend the 

same... well, you can't do that continuously. So, if you lent them, you might not always find the 

same because they vary a lot and others lend them too, so you wouldn't always find it. And if I felt 

that I really wanted to wear it for this job interview... and then it wouldn't be there. Or something 

else happened and you couldn't go there [to the fashion library]. Then it could not be the go-to piece 

of clothing after all.” 

Experiencing a sense of control, to which availability is strongly connected to, has been 

identified as a key factor in the development of psychological ownership (Pierce, Kostova 

and Dirks, 2003; Atasoy and Morewedge, 2018). If one feels that the accessed items are 

not in one’s control and cannot rely on their availability, feelings of attachment and 

ownership are less likely to develop. On the other hand, the fashion library that this study 

examines does offer a chance to reserve specific pieces of clothing in advance for special 

occasions, for example, which could technically serve as an assurance of some of control.  

Maintenance of the clothes was brought up by respondents 2, 8 and 10. These 

respondents were slightly cautious around the most delicate lent clothes because they 

were afraid of either breaking them or getting a stain on them. Respondent 2 had 
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experience of getting a tear on the clothes which had taught her to avoid wearing them 

in situations where something might happen to them. Similarly, respondents 8, 10 and 

12 were slightly hesitant about wearing silk, for example, in situations where staining is 

more likely. 

R2: “If I was living my normal daily life and would actually go to the office then I would pretty much 

take the lent clothes off when I get home to make sure nothing happens to them. With a couple of 

clothes, I've managed to... to get a tear and it has happened in exactly those situations when I 

haven't taken them off when I got home.” 

R8: “Basically I could wear anything [to work at kindergarten]. Of course, when it’s lent... if it's a 

garment made of silk then maybe I'm worried that something is going to happen to it at work. Like 

getting black paint on myself or someone accidentally cuts it or... But that rarely happens. So, 

technically I could wear anything to work but when it's lent, you might just be a little more 

cautious.” 

R12: “I've been thinking twice about wearing those expensive silk clothes to a nightclub in case 

someone spills their drink or... I don't know what could... well, anything could happen there. So 

yeah, that's something I've had to think about. But most of the time wearing them doesn't stress me 

out any more than wearing my own clothes.” 

Feeling the need to be cautious around the lent clothes could hamper attachment by 

making the experience of wearing the clothes stressful and unpleasant but there was no 

clear indication of that in this study, apart from the experiences of respondent 2. Instead, 

the respondents had quite a positive outlook on potential stains and tears, which was 

clearly generated by the relaxed and helpful attitude of the fashion library entrepreneurs, 

which several respondents pointed out. Thus, in this case, issues related to breaking or 

staining the lent clothes did not have a great impact on the development of attachment 

and psychological ownership. 

4.2.3 The development of attachment in access 

In spite of the hinders discussed above, it is evident that feelings of attachment and 

psychological ownership are, indeed, experienced in access-based consumption of 

clothes. However, there are many factors that influence the self-object relationship to 

lent clothes and thus also the development of attachment. Above all, attachment to the 

lent clothes depends on the level of self-identification, the role of the clothes in self-

expression, the experienced level of control and the duration and frequency of use but it 

is also strongly determined by the individual’s interest in exploration and variation. 

Figure 2 illustrates the development of attachment and the self-object relationship in the 

context of an access-based fashion library and connects the impacting emotions and 
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factors to the stages of the interaction between a person and the accessed piece of 

clothing. 

 

Figure 2 The stages of self-object relationship in a fashion library 

As figure 2 shows, the self-object relationship proceeds from evaluation of alternatives 

to the lending period during which attachment may start to form. If attachment is indeed 

developed, it manifests as difficulties in letting go, fear of loss and possible desire to 

purchase when the clothes are returned. The higher the attachment, the more likely one 

is to consider re-lending the items or even purchasing them to have them available 

continuously. On the other hand, if the delight of receiving new clothes is greater than 

the attachment to the old ones, one tends to continue exploration. 

 

4.3 The self-object relationships to lent and owned clothes 

In this section, the self-object relationships to lent and owned everyday clothes are 

compared in accordance with the third research question. First, the respondents’ 

relationship to owned clothes is examined by presenting the key factors that emerged 

from the data. Then, relationship to lent clothes is briefly discussed to summarize the 

nature of the relationship which was already touch upon in the previous sections. Lastly, 

the key differences between these two types of self-object relationships are presented. 
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4.3.1 Relationship to owned clothes 

Based on the data, the respondents’ relationship to many of the owned clothes revolves 

around practicality, which connects them to utility, one of less meaningful possession 

categories pointed out by Kleine, Kleine and Allen (1995). The owned wardrobe forms 

the foundation of dressing up and includes the clothes that are worn on a daily or weekly 

basis, such as basics and clothes used in hobbies. The items of clothing that have the 

greatest contact with skin and are related matters of hygiene, such as underwear, socks 

and sportswear, are owned as well to avoid the contamination effect described by Belk 

(1988). For those clothing categories, no other option is seen as viable. 

R5: “Instead of lending, I prefer to own things like leggings, jeans, basic tops and basic jersey shirts. 

Things that you know you need all the time and wear a lot.” 

R7: “Certain basic trousers, certain basic shirts, those are things that you like to have in your 

possession so that you're not so dependent on it to be able to vary your outfits with the clothes you 

have at home.” 

In addition to practicality, the owned clothes are important in terms of availability. The 

respondents’ found it sensible to own the clothes that are needed and used more 

frequently, so that they are available whenever needed. Some of the respondents also 

expressed that they want to own the items that are more prone to wear and tear, i.e., the 

utility goods, as respondent 6 describes: 

R6: “Well, in jeans it's probably the fact that you wear them a lot. There's also a pretty great risk 

that they will break. So that's probably the main thing. The fact that they are sort of utility goods, 

in a similar way as shoes.” 

As discussed in section 4.1.3, some of the owned clothes also have history and memories 

related to them. During the interviews, the respondents talked about clothes that they 

have had for years. The clothes can store memories of important experiences, such as an 

exchange semester in Spain for respondent 12, and in some cases, there is a strong 

emotional bond to them which makes one want to hold on to them. On the other hand, 

many of the respondents also pointed out that they have clothes that do not fit them 

anymore or that have merely been left in the wardrobe despite the lack of use or 

attachment.  

Many of the respondents described their owned wardrobes by mentioning the essentials 

and the basics. In addition to practicality, words like toned down, plain, versatile and 

timeless were used to describe the owned clothes. Those respondents, who talked about 
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having a broader selection of clothes accumulated over the years, also brought up words 

such as motley or uncurated, as respondent 4 states below. On the other hand, some of 

the respondents, such as respondent 1, also described the owned clothes by pointing out 

their versatility and quality.  

R10: “It's maybe bit more boring [laughs]. It's also more practical, so there's all this sportswear that 

you wear when you exercise and also those black and white tops, t-shirts and jeans. So very practical 

things.” 

 R4: “Uncurated [laughs].” 

R1: “Lately I've been trying to make my selection of clothes more versatile and of greater quality. I 

would also say that my selection of clothes is relatively new, so I don't really have clothes that are, 

let's say 10 years old. So, most of them has been bought during the past five or six years. There's a 

mix of colors because I do like to wear prints and colors sometimes. And in many of the clothes I 

like to invest in quality. Especially in sports and outdoor clothes, in those I want to invest in buying 

clothes of good quality.” 

As words like motley and uncurated suggest, there was not a strong sense of attachment 

to all of the owned clothes. Some of the respondents pointed out that they only use a 

small fraction of the owned clothes and many also expressed intention to get rid of some 

of the unused clothes. There may have been attachment at some point, but it may have 

faded over time, which, according to Pierce, Kostova and Dirks (2003), is common when 

the object no longer fits the concept of the self. Some clothes may also have been bought 

for solely utilitarian purposes, which would indicate that they are likely not included in 

the extended self. 

R2: “There's a bit of everything. Quite many of them are pretty old, so I've had them for a long time. 

I do have some prints there as well. And then sometimes you notice that you have for example a 

black and a grey dress and you would like to have some color. But it's not all basic clothes, there are 

some printed ones as well. Now during this covid time I only use a fraction of the clothes, so I don't 

really even remember what I have there. And will I even miss them when the normal life starts 

again.” 

Even though the overall perception of the owned clothes seemed to lean towards greater 

simplicity, practicality and lack of excitement and experiments, the respondents did still 

like many of the pieces that they own. Their owned wardrobes include many of the 

clothes that the respondents classified as favorite clothes, go-to clothes and clothes that 

best depict them as a person, which highlights the fact that the clothes, to which one feels 

the greatest sense of identification and attachment, often end up in the owned wardrobe.  



 56 

All of the respondents seemed to have somewhat clear criteria for buying new clothes. 

First of all, it was important for everyone that the piece of clothing to be purchased was 

a piece that they really liked and could see themselves wearing frequently. For many of 

the respondents, committing to a piece of clothing also required some other 

characteristics as well, such as practicality and suitability to different types of situations 

and outfits. Comfort was pointed out as a key factor that outweighs attractiveness in most 

cases. All of the respondents emphasized that they want to be able to use the pieces of 

clothing that they own for as long as possible, which is why good quality and timelessness 

were considered important. 

R11: “Well probably if I wanted that exact piece of clothing and it wouldn't be there when I needed, 

it would be lent out. Then maybe I would get the feeling that this would be good to own so I could 

wear it whenever I want to. And then I would actually have to be something really versatile and on 

the other hand quite plain so that it would go with a lot of... for example a shirt that would go with 

a lot of blazers or something like that.”  

R1: “In the future, I want to own clothes that are versatile, durable, as timeless as possible and 

responsibly and ethically produced.” 

In new clothing purchases, many of the respondents were also looking for the same 

values of sustainability and responsibility that drove many of them to use a fashion 

library. They rarely purchase clothes, but when they do, they favor flea markets and 

clothing stores well-known for their sustainable and Finnish brands. However, even 

though the values were emphasized and drive the purchasing of clothes now, it does not 

mean that the entire existing wardrobe reflects those values. Particularly in cases where 

the owned wardrobe is the result of years of accumulation, it is likely that some of the 

owned clothes are less aligned with the values that the respondents look for in their 

clothing purchases now. If the values are experienced strongly, it may create 

psychological distance and mismatch between the person and the owned object, similar 

to Kleine, Kleine and Allen’s (1995) possession type depicted by “It’s not me anymore”.  

Some of the respondents expressed intentions to diminish the owned wardrobe and build 

it even more around practicality and clothes that need to be available constantly. In fact, 

most of the respondents were interested in increasing the lending of clothes and owning 

less but only if the assortment and availability of the fashion library would improve to 

match the growing need. Ownership of clothes itself was not seen as a necessity except 

for the essentials and clothes related to hygiene. However, maintaining a certain level of 
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ownership-like control and dependability was considered crucial if actual ownership was 

to decrease. 

R4: “Specifically so that the owned wardrobe would be very small. A compact wardrobe that you 

could then complement [with lent clothes].” 

R8: “Now that I have been thinking about it as a member of a fashion library, I have been thinking 

more about owning the basics. A few good pairs of pants, a couple of... Things that are easy to pair 

with the clothes that you lend.” 

4.3.2 Relationship to lent clothes 

The respondents’ relationship to the lent clothes would be best defined by letting go and 

lack of stability due to temporary possession and varying availability. Based on the data 

described in section 4.2, it is evident that feelings of attachment can indeed develop in 

access-based consumption of clothes, and one can grow fond of specific lent pieces of 

clothing. In some cases, the attachment to the lent clothes makes it more difficult to let 

them go and may lead to fear of loss and seeking factual ownership.  

On the other hand, the respondents expressed a great deal of interest in the opportunity 

of exploration generated by access to a large assortment of alternatives. Instead of 

sticking to certain pieces, the respondents enjoyed the fact that they can test and 

experiment without commitment, and the variety of options brought them great 

invigoration and joy. This is in line with Chen’s (2009) findings on how exhibition 

visitors perceive access: instead of committing to a long-term relationship to the objects, 

access allows them the variation and reduces dullness. 

R11: “Or then the other option that I've also thought about would be to have that same black dress 

and then it would always be that black dress [for work]. It's always a good option in a way but then 

it would always be the same, then you would never have to think about what to wear. But I haven't 

gone down on that road yet because so far, I've also liked getting such nice clothes from there that 

I've actually enjoyed it... You could actually say that for the first time in a long time it has felt nice 

to find joy in the clothes and having something new to wear.” 

The opportunity to explore, the varying availability and the short time spent with the 

objects often leads to a self-object relationship which respondent 10 well defines as 

“light”. Strong attachment to specific pieces of clothing and the possessiveness related to 

it go against the point of the fashion library service, which is why most of the self-object 

relationships to the lent clothes never reach the level of greater attachment. When faced 

with a choice of lending some familiar piece again or taking something new, quite many 

of the respondents tend to opt for something new most of the time. 
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R10: “Sometimes I think it might be nice to take a shirt for example but then I find a nice dress 

there and take that instead. So, I pretty much go with the flow. And on the other hand, if there are 

prints that don't exactly look like me but that are nice, I know I can take that one, use it for a while 

and then return it. So, as I said the relationship to the clothes is a little light-ish. Would that be the 

right word? You can kind of easily try things you would never buy for yourself from the store.” 

R7: “But often when go there I just wander around and pick some things for the fitting room. I may 

have been thinking that it would be nice to take a pair of pants this time or that a shirt or a dress 

would be nice. But I rarely have anything specific in mind that I would want that exact piece or 

precisely that color. I'm mostly just savoring it.” 

However, most of the respondents had found some favorites from the assortment of the 

fashion library and some even had lent go-to clothes that they favored. This suggests that 

the respondents do, in fact, have different types of relationships to different pieces of 

clothing at the fashion library: some become familiar favorites, but most relationships 

remain short-term and are based on exploration and invigoration. 

All respondents described some clothes of the fashion library as quite eccentric, playful 

and bold because of the strong prints and colors. This took some getting used to but also 

pushed the respondents to step out of their comfort zone in terms of style and color and 

test new things, which quite often led to new discoveries and expanding the limits of 

personal style. Similar but less frequent style experimentations where also pointed out 

in Loussaief, Ulrich and Damay (2019), who suggest that such experimentation allows 

one to fluidly transform the self-presentation and play with different roles. 

R6: “I first took the one-month test period to see if this could be the solution but because I don't 

really follow fashion or go shopping, I first thought the clothes in the racks looked weird. Like I 

wonder if I'll find anything. Because of course it wasn't similar to if I just quickly go buy something 

to wear. So, what they had was different.” 

Many of the respondents mentioned that they do look for comfort and practicality also 

in lent pieces of clothing, but attractiveness and personality were also brought up several 

times during most interviews. The lent pieces of clothing are allowed to be “out-there” 

and can even be recognized as clothes that one would get bored of quite easily: 

R12: “But maybe also all other things that are a little bit eccentric and colorful are things you would 

get bored of quite fast if you... If you used them a couple of times and then wouldn't want to 

anymore... So, I think things like that are good to lend instead of owning.” 

The respondents also expected a certain level of quality from the lent clothes. Many 

considered it a positive factor that they could lend pieces of clothing that they could not 
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otherwise afford to have and appreciated the slightly more high-end materials, such as 

silk. Most importantly though, the quality was referred to in connection to the values of 

sustainability and Finnishness, not the price or luxuriousness of the clothes. Many of the 

respondents pointed out that some of the lent clothes are easily recognized as Finnish 

design and tend to draw attention and compliments from friends, colleagues and even 

strangers. This was often considered a positive thing, because it gave the respondents a 

chance to tell people about the service and lending clothes. In other words, all of 

respondents felt proud to wear the lent clothes and were happy to admit to not owning 

them, which contradicts Bardhi and Eckhardt (2012) who find that people do not want 

to be associated with individual shared cars. 

4.3.3 Differences between owned and lent clothes 

As sections 4.3.1 and 4.3.2 have demonstrated, there are several differences between the 

relationships to owned and lent clothes. The respondents value and look for different 

things in these self-object relationships, similarly to Chen’s (2009) art collectors and 

exhibition visitors. However, in contrast to Chen’s (2009) context, both owned and lent 

clothes have their place in the everyday life of the respondents. Next, the four most 

central differentiators will be summarized to answer the third research question. 

Firstly, the owned and lent clothes serve different purposes and roles in the lives of the 

respondents. The owned clothes include the essentials, clothes with history and most of 

the favorites, in other words clothes that have a more stable and recurrent role in the 

wardrobes of the respondents. The lent clothes, on the other hand, cater to the need of 

change and variation by offering continuous exploration and invigoration to the everyday 

life. Owning clothes is, thus, defined by a certain level of commitment, whereas lending 

clothes is commitment-free.  

Secondly, the respondents approached the owned and lent clothes with different 

expectations and attitude related to availability and dependency, i.e., level of control. 

Availability and control are not only the connected to psychological ownership (Pierce, 

Kostova and Dirks, 2003) but also the key reasons for owning clothes. If a piece of 

clothing is needed on a continuous basis or on a short notice, most of the respondents 

found it best to own it. While varying availability is not always a positive thing in the 

fashion library, much greater level of uncertainty is tolerated in terms of the availability 

of the lent clothes. In the relationships to lent clothes, most of the respondents viewed 

the lack of control over the availability as more of an opportunity to explore, rather than 
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a threat. This suggests that they find the benefits of access to be greater than the costs 

related to the lower sense of security (Bardhi and Eckhardt, 2012) and occasional product 

scarcity (Lamberton and Rose, 2012). 

The third key difference between the relationships to owned and lent clothes is a 

dimensional one: time. The duration of the self-object relationship has been emphasized 

as a central dimension by several authors, such as Ball and Tasaki (1992), and Kleine, 

Kleine and Allen (1995). Relationships to the owned clothes are by nature much longer 

than the relationships to the lent clothes. The owned clothes can be held on to for so long 

that they become artifacts that store memories of oneself or others. By contrast, 

relationships to lent clothes are expected to remain brief. Even if the same piece of 

clothing is lent multiple times, the relationship is more scattered, consisting of short 

periods of time spent with the item, as opposed to a continuous relationship.  

Lastly, the two types of self-object relationships differ in terms of identification, a key 

root of psychological ownership (Pierce, Kostova and Dirks, 2003). The respondents 

suggested that they only buy clothes that they really like, which implies stronger 

identification. On the other hand, some clothes are owned for solely utilitarian purposes, 

i.e., simply because it is needed, which requires a lower level of identification or often no 

identification at all. The lent clothes differ from both types of owned clothes in the sense 

that they allow one to easily push and test the boundaries of identity by exploring and 

experimenting with new, bolder clothes.  

 

4.4 Psychological ownership over the fashion library service 

In addition to answering the research questions, this study identified another interesting 

phenomenon related to the constructs of psychological ownership and attachment. Many 

of the respondents expressed some level of psychological ownership and attachment 

towards the fashion library as service, which suggests that on top of the clothes that come 

with it, the service itself may have a role in the extended self. As the topic of the service 

as a part of the self goes beyond the scope of this research, the key findings related to 

that will only be briefly summarized. 

All respondents expressed a sense of pride about using a fashion library. They were 

happy to tell people about the service and not owning the clothes and some were also 

actively serving as ambassadors and promoting the service to their friends and 
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colleagues. There was clear excitement about being involved in such a service and all of 

the respondents stated that they want to continue using fashion libraries and continue 

to reduce ownership if possible. 

R10: “I think it's a really important thing [lending clothes as a part of identity]. And as I said, I also 

like to tell everyone about it and say that this piece of clothing is from there and so on. So, I think 

it's really important. And because I've kind of been awakened by the fact that yes, clothes are a nice 

thing, but we have to have some more sustainable and sensible way of enjoying them. So, I feel that 

these fashion libraries are just that.”   

The significance of the service is clearly connected to the values shared by the fashion 

library and its members, i.e., sustainability, supporting domestic design and production 

and responsible consumption of clothes. The fact that the service so strongly reflects the 

values of its members makes it opportune ground for the development of attachment and 

ownership. Using such a service could have a two-sided role in the extended self: it is a 

form of both personal fulfillment and expression of the self to the outside world, as 

respondents 7 and 12 suggest. Their comments reflect the sign value that Bardhi and 

Eckhardt (2012) also point out in the car sharing context: using an access-based service 

can portray one as environmentally or economically conscious consumer and thus 

highlight individual values, identity and worldview. 

R7: “And if I put it a little bit selfishly, it has kind of become a part of my identity that I like it when 

people compliment the clothes and ask were they are from and I tell them that they are from a 

fashion library. It does create a certain type of image of me that I lend clothes, so that's also part of 

the reason why I like to be there.” 

R12: “It [using a fashion library] does have some kind of role. I do also notice that I want to identify 

as someone who uses. So, I really wouldn't mind it if this study wasn't anonymous. I don't mind 

being profiled as a user [of a fashion library]. It's actually I a thing that I'm proud of and it reflects 

my values.” 

Other key factors that emerged from the data that seem to impact the attachment to the 

service and the whole concept of a lent wardrobe are assortment, accessibility and 

dependability as well as a sense of community. These factors were not explored further 

in this study because they were recognized to have a less of impact on the self-object 

relationships related to access-based consumption of clothes. To fully understand the 

role of the fashion library service in the extended self, these factors should be scrutinized 

in more detail. 
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5 DISCUSSION AND IMPLICATIONS 

Moving from ownership of everyday clothes to access requires some changes in the way 

one thinks about clothes and their availability. When one chooses access over ownership, 

control and commitment are replaced by exploration and potential product scarcity. 

However, engaging in access-based consumption also impacts the thinking – and quite 

often in a way that favors access-based consumption. If the benefits of access are 

considered greater than the costs, it may even lead to greater abandonment of ownership. 

Such twists are far from unthinkable, as the Netflix effect pointed out in the beginning of 

this study demonstrates. Thus, if lending clothes was to spread and popularize, it could 

mark significant changes in the consumption and purchase behavior related to clothing.  

This chapter concludes the thesis by discussing the findings in the light of prior 

literature. The theoretical implications are followed by managerial recommendations 

related to fashion libraries and access-based services in general. Lastly, the limitations 

of this study are articulated and the most promising streams for future research are 

suggested. 

5.1 Theoretical implications 

The following sub-sections integrate the findings of this study to the broader theoretical 

background. The key findings related to the role of possessions in the self, ownership and 

sharing, as well as access-based consumption are compared to the established 

constructs. Furthermore, the new contributions of this study are pointed out. 

5.1.1 Consumers and possessions 

This research contributes to the existing knowledge on possessions as a part of the self 

by defining the role of everyday clothes in the extended self, which has not been done 

before. In this study, the role of everyday clothes as a part of the extended self was 

perhaps best demonstrated by the respondents’ descriptions of work clothes and what is 

expected of them. Particularly in the beginning of one’s career or in situations, such as 

presentations, client contacts or job interviews, where one is at the center of the attention 

and wants to make a good impression, clothes become more meaningful as they are used 

to support the self-identity. By creating a sense of empowerment, professionalism and 

credibility, work clothes facilitate the development of professional identity and also 

communicate it to others. This supports Pierce, Kostova and Dirks’ (2003) findings on 

how possessions are used to perceive and express the self-identity. Furthermore, the fact 

that the younger respondents of this study seemed to feel slightly more pressure about 
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professional appearance relates to the future self, i.e., who one is becoming, defined by 

Kleine, Kleine and Allen (1995). The way everyday clothes can facilitate the growing and 

developing sense of one’s own professionalism and career-related competence 

emphasizes their role in the extended self and daily self-expression. 

It is, however, important to point out that this study concurs with prior literature on the 

great individual variation related to the role and importance of possessions, which has 

been recognized by Ball and Tasaki (1992) and Kleine, Kleine and Allen (1995) among 

others. This research suggests that identification varies with respect to both the 

individual and the piece of clothing. In other words, everyday clothes are not an equally 

important part of everyone’s extended self and some pieces of clothing are simply 

considered more important than others.  

Further, this study adds to the understanding of the differences in meaningfulness and 

importance between different types of objects by identifying three types of everyday 

clothes: essentials, favorite clothes and go-to clothes. Out of the three, essentials have 

the strongest connection to need and practicality and they evoke less emotions, which is 

why they can be considered as the most utilitarian pieces of clothing that are less likely 

to be included in the extended self. Favorite clothes were defined as the clothes with the 

highest level of attachment and they were also described as clothes that are meant for 

oneself instead of others. These factors indicate that favorite clothes do, in fact, have a 

place in the extended self. This also supported by Kleine, Kleine and Allen (1995) who 

point out the connection between favorite possessions and one’s individuality.  

The third type, go-to clothes, is commonly used in self-expression and strongly 

associated with the aforementioned work situations, which suggests that they are also 

incorporated into the extended self. Go-to clothes, in particular, are an interesting 

category from the perspective of consumer psychology as their purpose is to boost and 

enhance the self, both in the eyes of others as well as for the individuals themselves.  

In addition to essentials, favorite clothes and go-to clothes, this study also recognizes a 

fourth group that may partly overlap with the other types: clothes with history. Kleine, 

Kleine and Allen (1995), in particular, have pointed out objects’ ability to connect a 

person to the past self and keep memories of oneself and others. This phenomenon was 

also observed in this study as some of the respondents described clothes that reminded 

them of the past as well as other people.  
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The findings on different types of clothes also partly challenge Kleine, Kleine and Allen’s 

(1995) statements on the self-identifying nature of clothes. In their study, Kleine, Kleine 

and Allen (1995) found clothes to belong to the categories of “It’s me and I like it” and 

“It’s not me anymore”. This study suggests that a significant portion of clothes, namely 

essentials, can be regarded as utilitarian. Furthermore, for some people, associating 

clothes with utility goes beyond essentials. Thus, clothing is redefined as a category that 

divides people, similarly to cars in Kleine, Kleine and Allen’s study (1995).   

5.1.2 Ownership and sharing of possessions 

In addition to deepening the understanding of different types of objects as a part of the 

self, this study also adds to the existing body of knowledge on ownership and sharing of 

possessions by suggesting that attachment and desire to purchase are experienced even 

when sharing is considered to be the superior mode of consumption. Moreover, it 

concludes that both ownership and sharing can have their own roles and purposes, even 

within the same product category, and thus do not exclude each other. Furthermore, it 

contributes to the prior literature by presenting a new conceptual model that presents 

the development process of the self-object relationship and factors and emotions at play 

in the context of this study (figure 2 presented in section 4.2.3). 

One of the central and novel findings of this study was the fact that although the users of 

a fashion library are well aware and proud of the fact that the objects are meant to be 

shared, i.e., used and then returned, and they celebrate the values related to circular 

economy, attachment still causes many of them to consider factual ownership to hold on 

to specific lent objects. This behavior is supported by Pierce, Kostova and Dirks (2003) 

and Belk (2010) who point out possessiveness and unwillingness to share the object as 

some of the side effects of psychological ownership. However, such desire and intention 

to purchase shared objects has not been documented by the earlier studies on access-

based consumption (Chen, 2009; Bardhi and Eckhardt, 2012; Loussaief, Ulrich and 

Damay, 2019).  

The pattern of seeking legal ownership of the items that one considers most valuable has 

also been identified before by Pierce, Kostova and Dirks (2003). This study adds to their 

findings by suggesting that this pattern also occurs in situations where holding on to and 

collecting possessions are not necessarily seen as favorable and goes against the initial 

intention. For the fashion library users, the need to seek ownership was often sparked by 

fear of loss and uncertainty in terms of availability, which supports Pierce, Kostova and 
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Dirks’ (2003) findings on the importance of efficacy and effectance, i.e., control over the 

object one is attached to.  

The findings of this study also support Pierce, Kostova and Dirks’ (2003) suggestions on 

the temporary nature of attachment and psychological ownership. Even if the pieces that 

are acquired are pieces that the consumer feels attachment towards during the time of 

the purchase, the attachment may dilute over time. This was evident in the study, as 

many of the respondents described their owned wardrobes as mixed collections of old 

clothes, some of which they want to get rid of but simply have not got around to it yet.  

The relevance of duration of use has also been recognized in the existing literature by 

Pierce, Kostova and Dirks (2003), Ball and Tasaki (1992) and Kleine, Kleine and Allen 

(1995) among others. In this study, temporality was also identified as a key factor in the 

development of psychological ownership. These findings suggest that merely knowing 

that the interaction with the object is going to be short-term somewhat prevents the 

development of stronger attachment. On the other hand, re-lending the same object and 

thus increasing the time spent with it can lead to greater sense of psychological 

ownership and attachment. This differs from Bardhi and Eckhardt (2012) who argue that 

attachment to shared cars is not formed even if the same cars are used repeatedly.  

Moreover, this research also points out some significant benefits in lack of ownership, 

thus further challenging its role as the preferred mode of consumption. For the fashion 

library users investigated in this study, the lack of ownership equaled lack of 

commitment and more freedom to explore. This often resulted in a somewhat lighter 

self-object relationship. Belk (2010) argues that sharing resources may cause people to 

feel dependent on others, which is often seen as a negative thing, particularly in 

individualistic cultures like Finland. A negative sense of dependency related to varying 

availability was, indeed, experienced if a person felt attachment to the piece of clothing. 

However, do to the lighter self-object relationship, such dependency was most often not 

experienced, and sharing was, thus, seen as a highly viable form of consumption. 

In contrast to Argo, Dahl and Morales (2006), who suggest that people regard items that 

other consumers have had contact with more negatively, the knowledge of the other 

fashion library users did not seem to have a deteriorating impact on the relationship to 

the lent clothes. The reactions to other fashion library users where either positive or 

neutral, and the users often interacted with each other in the fashion library in a friendly 

and encouraging manner and even recommended pieces of clothing to each other.  
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Furthermore, this study revealed no signs of the contamination effect that Belk (1988) 

and Kim (2017), for example, have previously documented in the sharing of clothes. Lack 

of contamination effect in this fashion library could be explained by the sense of 

community and level of trust for the other users. On the other hand, the attachment to 

the service itself could make the fashion library users more interested in taking care of 

the shared items and thus expecting similar caring from other users as well. This would 

be in line with Pierce, Kostova and Dirks’ (2003) findings on psychological ownership 

and how it increases acts of citizenship and caring. 

Moreover, this study supports Pierce, Kostova and Dirks (2003) on some of the key 

elements of psychological ownership. Pierce, Kostova and Dirks (2003) suggest that for 

psychological ownership to develop, the object has to fill the roots of psychological 

ownership, i.e., efficacy and effectance, self-identity and having a place. The importance 

of efficacy and effectance, i.e., control, and self-identity was also recognized in this study 

when examining the development of attachment towards the lent pieces of clothing. 

These findings indicate that psychological ownership is less likely to form if lack of 

control and continuous rotation of the clothes are accepted as a part of the relationship 

or the person does not use the clothes in self-identification and expression. 

In existing literature, factual ownership tends to be described as the ultimate 

manifestation of psychological ownership: the greater the sense of psychological 

ownership, the more likely one is to seek legal ownership (Pierce, Kostova and Dirks, 

2003). However, this study suggests that the relationship to many of the owned clothes 

is quite utilitarian and focused on practicality. Furthermore, this study revealed no signs 

of the endowment effect that drives people to value their possessions more highly than 

those that they do not possess (Reb and Connolly, 2007; Pierce, Kostova and Dirks, 

2003). In contrast, many of the fashion library users described the majority of their own 

clothes with either neutral or even slightly negative terms, which suggests lack of 

attachment and psychological ownership to some of the owned pieces. In this sense, 

these findings underline the fact that factual ownership can, indeed, exist without 

psychological ownership – and vice versa. 

5.1.3 Access-based consumption of objects 

This study offers its most significant theoretical input to the research stream of access-

based consumption. It contributes to the prior knowledge by examining a new category 

of clothes, the clothes that are worn in the everyday life. In particular, this study 
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addresses and connects to the findings of Chen (2009), Bardhi and Eckhardt (2012) and 

Loussaief, Ulrich and Damay (2019) who investigate self-object relationships in access-

based consumption in different contexts. This study also offers a more holistic view of 

consumption with both ownership and access: unlike earlier studies, this research points 

out differences in the way one regards owned and accessed objects of the same category, 

thus underlining that consumers can engage with ownership and access simultaneously. 

This study argues that the accessed clothes are, indeed, important to the consumers and 

are used to express the self, which is in line with Chen (2009) and Loussaief, Ulrich and 

Damay (2019) but contradicts Bardhi and Eckhardt (2012) who concluded that the 

objects accessed through an access-based service are not incorporated into the extended 

self and are instead considered primarily utilitarian. The lent everyday clothes become a 

key part of self-expression for the users and the clothes that one identifies most with also 

tend to evoke feelings of attachment and fear of letting go. Similar to Loussaief, Ulrich 

and Damay (2019) findings, the lent pieces of clothing are incorporated into the 

temporary extended self for the duration of the use. Some of the accessed items, 

particularly the lent favorites and go-to clothes, can also be included in the extended self 

more permanently if the interaction continues through re-lending. However, as this 

study repeatedly points out, there are great individual differences in how much 

attachment is developed towards the accessed objects and how significant clothes are in 

self-expression. 

This research supports Chen (2009) by showing that people tend to seek factual 

ownership of the most important pieces of clothing for continuous accessibility and 

security or simply because they like them so much. This can occur even if ownership and 

possessiveness over clothes are somewhat conflicting the values of sustainability and 

circular economy that the fashion library service and many of its users promote. 

However, this study also points out that, in some cases, this can be mitigated by ensuring 

greater availability and opportunity to reserve items, i.e., giving the users a stronger 

sense of control. 

The findings of this study differ significantly from Bardhi and Eckhardt (2012) who find 

the relationship to accessed cars to be utilitarian and conclude that no attachment is 

formed to the shared cars. Instead, the relationship to the cars is weakened by 

contamination effect and the users do not like being associated with the individual cars, 

i.e., do not experience a sense of pride but rather some shame if the car is recognizable 

as a rent car. In this study, there is no sense of contamination effect, despite the fact that 
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shared clothes are an opportune ground for it (Belk, 1988; Kim, 2017), and the other 

users of the service are regarded in either neutral or positive light. The fashion library 

users expressed no shame at all for wearing lent clothes but rather rejoiced about it and 

were excited to tell about it to others as well. 

This study also poses a novel and interesting theoretical question that contradicts the 

findings of Bardhi and Eckhardt (2012) in particular: could the relationship to the owned 

objects become the more utilitarian one and the relationship to the accessed objects of 

the same category more hedonistic? The fashion library users’ approach to the lent and 

owned clothes suggest this. The lent clothes are seen as ground for exploration, style 

experimentation and invigoration without commitment. The visit to the fashion library 

is an exciting moment of enjoyment that offers the users the delight of the shopping 

experience and new clothes without the guilt. Even the desire to purchase, which could 

be classified as a hedonistic feeling because of its close relation to attachment, has some 

practical and utilitarian reasoning behind it: the piece of clothing that is purchased has 

to be something that will be worn a lot and serve a clear purpose in the owned wardrobe. 

Many also implied that having access to a myriad of new clothes drives the owned 

wardrobe to a more utilitarian direction towards a wardrobe of basics and essentials only 

that can then be complemented with more personal and playful touches lent from the 

fashion library. Dhar and Wertenbroch (2000) have argued that consumers value 

hedonistic objects more than utilitarian ones, so in this scenario, accessed clothes could, 

in fact, surpass owned clothes in meaningfulness and importance to the self. 

The way fashion library users use the assortment of lent clothes to experiment and 

stretch the limits of one’s personal style by choosing clothes that do not necessarily feel 

like them reflects the fluid transformation of self-presentation documented by Loussaief, 

Ulrich and Damay (2019). Loussaief, Ulrich and Damay (2019) suggest that wearing 

accessed, borrowed or shared luxury garments and accessories allows women to modify 

their appearance, thus transforming their self-presentation and even identity 

temporarily. However, many of the women in this study also reported that some of the 

style experiments had in fact led to discovering new colors, styles and even favorite lent 

pieces of clothing that were later re-lent or even purchased. Therefore, this study adds to 

Loussaief, Ulrich and Damay’s (2019) findings by suggesting that a fluid transformation 

of self-presentation can also lead to more permanent changes in the expression of the 

self. 
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This research also contradicts Chen (2009), Bardhi and Eckhardt (2012) and Loussaief, 

Ulrich and Damay (2019) by pointing out the role of sustainable values as a key factor 

for choosing access: sustainability and limiting the purchasing of new clothes may not be 

the core reason for using the fashion library service for everyone but it seems to be a 

central factor for most. This sense of political consumerism is most likely what makes 

the decision to purchase a rather rational and utilitarian dilemma for the users of the 

fashion library, as opposed to a decision that is driven by more hedonistic feelings of 

possessiveness and attachment. The favorite lent pieces are rarely bought on a whim but 

rather contemplated on and evaluated in terms of usability, versatility and level of 

attachment before deciding to seek factual ownership of them. 

Interestingly, this study also suggests that, for these fashion library users, the 

relationship to evening gowns and other occasion outfits, which are closer to the luxury 

items that Loussaief, Ulrich and Damay (2019) study, is actually more utilitarian than 

the relationship to everyday clothes. Even though the scope of this study was focused on 

everyday clothes only, the topic of occasion outfits was touched upon briefly during most 

interviews, as evening gowns and fancier cocktail dresses are also included in the fashion 

library’s assortment. When asked about which pieces the respondents want to lend 

instead of owning, nearly all of them mentioned occasion outfits and pointed out that 

there is no point in paying hundreds of euros to own them as they are worn only on rare 

occasions, which reflects utilitarian thinking similar to Bardhi and Eckhardt’s (2012) 

informants’.  

Finally, this study also supports and adds to the understanding of the users of access-

based services. The varying levels of identification to clothes in this group of fashion 

library users indicate that the level of materialism varies also within the users of access-

based clothing services. Exploration and access to more clothes are key drivers for some 

of the fashion library users in this study, while others really like clothes and reflect a 

sense of materialism but opt for access-based consumption of clothes because they are 

concerned for the environment. These motives and interests are in line with Lawson et 

al.’s (2016) existing segmentation of the users of access-based services and particularly 

the two most opportune segments for access-based consumption, which suggests that 

the segmentation is suitable for the context of clothing as well. However, there is some 

evidence of the existence of another segment: people who use the fashion library mainly 

for utilitarian reasons and the ease it brings to dressing up and building presentable 

outfits. For them, shopping for new clothes is an unpleasant and arduous task, so they 
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opt for access to avoid it. Out of the informants of this study, particularly respondent 6, 

would fall into this segment instead of the ones defined by Lawson et al. (2016). More 

research is, however, needed to confirm the existence and broadness of this new 

segment. 

The fashion library investigated in this study seems to implement a strategy similar to 

what Lee and Chow (2020) suggest to appeal to more possessive customers: it 

encourages exploration and change seeking by offering an assortment of high quality 

clothes with a lot of variation that would otherwise be unattainable to most. This study 

supports that strategy by pointing out that the delight of change and exploration does, in 

most cases, outweigh attachment and commitment to single objects, thus enabling the 

rotation and the implementation of the access-based business model. Further 

managerial insights are discussed next. 

5.2 Managerial implications 

In addition to contributing the theoretical understanding of access-based consumption 

and the self-object relationships in it, this study also provides some valuable managerial 

remarks. By identifying feelings of attachment and conceptualizing the development of 

the relationship to accessed clothes (see figure 2 in section 4.2.3), this study sheds light 

on what kind of emotions may prevail in the minds of the consumers at the different 

stages of the self-object interaction, which is important to understand when developing 

the service offering. This study points out that attachment to individual items is indeed 

formed despite the fact that it conflicts the purpose of a fashion library, but it can be 

overcome by emphasizing the benefits only access offers. Next, some practical 

suggestions for developing and running an access-based clothing service are presented.  

First, access-based clothing services should focus on offering a wide enough assortment 

to enable feelings of exploration and invigoration. The delight of getting new clothes 

seems to be a central inhibitor of greater feelings of loss when returning clothes, so the 

service providers should provide a hedonistic shopping experience and build an 

atmosphere of exploration. If there is always something new and nice to find, consumers 

are less likely to cling to individual objects, which could, in the long run, deteriorate the 

rotation-based business model. By keeping the lending times short and ruling out 

immediate re-rentals, service providers can also hamper the attachment to individual 

clothes.  
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Second, access-based clothing services should also give the users as much control of the 

entire selection of clothes as possible to encourage attachment to the entire selection. 

Involving the users in procurement decisions by asking them to vote on which new items 

are added to the collection, for example, could strengthen the feeling that the assortment 

is the users’ shared wardrobe and thus evoke a sense of psychological ownership over the 

whole assortment. A sense of control is crucial in other ways as well. Particularly for more 

materialistic consumers who become more easily attached to individual items, offering a 

chance to reserve clothes could be the determining factor that creates the required 

perception of control and dependability, thus making accessing clothes a feasible 

solution for them. Furthermore, as attachment is a natural reaction that sometimes 

occurs in access-based consumption as well, offering a chance to purchase items, that 

the customer has developed a stronger bond to, can also facilitate a level of control and 

reassurance.  

Third, rather than encouraging attachment to individual pieces of clothing, the service 

providers should try to induce attachment to the service, the whole assortment and the 

idea of accessing clothes. This study indicates that attachment to the service and lending 

clothes in general makes people more prone to openly recommend the service and feel a 

sense of pride about wearing lent clothes and results in strong intentions to continue 

using the service in the future. In addition to offering the customers enjoyment and 

invigoration, it is important that the service communicates and acts on the values that it 

shares with its customers, thus making the use of the service itself a form of self-

expression for the customers. 

Fourth, this study shows that the idea of reducing ownership and increasing lending of 

clothes interests the current users of service but only if availability is ensured. The users 

may be hesitant to fully rely on the access-based clothing service, especially in clothing 

categories that one must have access to every day, such as winter coats in the Finnish 

winter. If service providers want to increase the portion of lent clothes in the wardrobes 

of the users, they should invest in a broad enough assortment to guarantee continuous 

dependability. The service must also be physically accessible, i.e., effortless to find and 

visit, so that it conveniently fits the everyday life of the users. 

Fifth, as both this study and earlier literature indicate, building a sense of community 

and an atmosphere of trust are important for reciprocity and can impact the willingness 

to take care of the clothes. However, a sense of community should not be imposed on the 

users, because for some it is not as relevant as for others. It is particularly vital that the 
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service providers show that they trust the users to take good care of the clothes and 

provide clear instructions for the maintenance to avoid any misunderstandings. 

Lastly, access-based clothing services should investigate the demand for other clothing 

categories and new target groups. As discussed, the market is currently dominated by 

women’s clothing, but quite a few of the informants of this study stated that their 

spouses, male friends and even their children had shown interest in access-based 

clothing. The market of access-based services dealing with physical objects, in general, 

is still in the early stages of development, so more practical market research is also 

needed to recognize the most opportune product categories, target segments and need 

states for access-based consumption.  

Based on this study, women’s clothing is one of the opportune sectors but in order for it 

to expand, the service providers need to educate people on the service and its benefits, 

particularly on the value that having access to a broad assortment of high quality clothes 

brings the users of the service. This is a benefit many new consumers could potentially 

relate to but do not necessarily know about. Marketing of such services should, thus, 

appeal to the environmentally conscious consumers but above all emphasize the 

hedonism and unparalleled opportunities of variation and style experimentation that the 

access provides. 

5.3 Limitations and future research 

In this final section, the limitations of the study and possible topics for future research 

are discussed in more detail. Firstly, the lent everyday clothes that were at the center of 

this study were fairly similar in terms characteristics: the lent clothes were Finnish 

design and thus more expensive than the clothes sold in the most common clothing retail 

chains. Price and quality of the lent clothes was a factor that was mentioned repeatedly 

during the interviews and it appeared to bring additional value to the service offering. 

Therefore, more research should be conducted to understand how the origin and value 

of the objects affects the self-object relationships in access-based consumption. 

The homogenous group of respondents is another limitation of this study, as all of the 

respondents were Helsinki-based women and over a half of them were in their 30s. Most 

of the respondents also had office jobs. The findings of this study indicate that a person’s 

occupation, stage of career and demands of the job, i.e., need to be well put together and 

impress, may have an impact on how much the person focuses on the appearance and 

clothes. Future research should explore this further and also examine women with other 
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types of jobs. Most importantly, however, further research is needed to deepen the 

understanding of men and their self-object relationships in access-based consumption 

of different types of objects, including access-based clothing services. Men’s relationship 

to everyday clothes could also be explored to understand if it differs from that of women. 

Furthermore, this research only examined members of one fashion library. Service 

factors, such as lending times, were shown to impact the development of attachment and 

psychological ownership, so it is possible that the levels of attachment and self-object 

relationships in other access-based clothing services vary with respect to the different 

service factors that can either facilitate or hamper attachment. Thus, refutation in terms 

of studying the phenomenon in other fashion library contexts is needed to find further 

validation for the findings. 

In addition to exploring the self-object relationships to lent clothes, this study also 

investigated the relationship to owned clothes. However, it is important to recognize that 

the findings do not indicate that the relationship to owned clothes would be the same for 

other people, especially if they do not use access-based clothing services. The use of 

fashion library is likely to impact the relationship to owned clothes as well because it 

reduces the need to own clothes, particularly the more characteristic ones.  

It is also important to note that this study was conducted during the global covid-19 

pandemic which could have an effect on the results. One significant implication of the 

pandemic has been the rise of remote work which, in turn, has had a great impact on the 

need and preference of clothing. For example, some of the informants of this study 

admitted that they often pair a presentable shirt with tights or sweatpants for meetings 

because only the upper body is shown on webcam. As the need and possibilities to go 

outside and meet other people have decreased, so has the need to think about clothes 

and alternate outfits. Thus, these circumstances have to be taken into account when 

analyzing the findings of this study. However, even in the middle of a virus outbreak, 

there was no sign of contagion effect or unwillingness to share with strangers, so the 

situation does not necessarily compel to question the findings but rather provides further 

support for them. If contagion effect is not documented during a pandemic, it is likely to 

never occur in this particular context. 

Lastly, access-based services as a part of the extended self also call for more research. 

Attachment to the fashion library service was noted in this study as well but not explored 

further due to limited resources and scope of this study. Attachment to the service is what 
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connects the mainstream access-based services that have managed to revolutionize their 

industries. One is not so much attached to the individual items on Netflix, Spotify or even 

the traditional library, but rather to the possibility of having a service that offers them all 

as a part of the accessed package. What makes a service so important and meaningful 

that it is incorporated into the extended self and considered to reflect the person one is? 

If a service is indeed included in the extended self, what are the implications? This study 

suggests that because of the connection to the personal values as well as the growing 

societal sign value, fashion libraries have high potential for generating such 

meaningfulness, but the phenomenon needs to be investigated further to be fully 

understood and conceptualized.  
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APPENDIX 1 INTERVIEW GUIDE 

 

Section 1. Background questions – To identify the characteristics of the informant 

• Age 

• City of residence 

• Service provider 

Section 2. Lending clothes – To understand the usage patterns and motivations for 

lending clothes, to get information for the comparison of owned and lent clothes 

1. How long have you been using fashion libraries? 

2. How often do you lend clothes from fashion libraries? 

3. What kind of clothes do you lend from fashion libraries? 

4. How often do you lend clothes for everyday use? 

5. How long do you usually keep the items you have chosen from the fashion 

library? 

6. How often do you were the lent clothes during the lending period? 

7. How do you select the items that you want to lend? 

8. Why do you use fashion libraries? 

9. What kind of clothes do you prefer to lend instead of owning, if any? 

10. Why do you prefer to lend those types of clothes? 

Section 3. Owning and buying clothes – To understand the behavior and motivations for 

owning clothes, to get information for the comparison of owned and lent clothes 

11. How would you describe the collection of clothes that you own? 

12. How do the clothes you own differ from the clothes that you lend? 
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13. How often do you buy clothes? 

14. Where do you buy clothes? 

15. What kind of clothes do you buy? 

16. Why do you usually buy clothes? 

17. What kind of clothes do you prefer to own instead of lending, if any? 

18. Why do you prefer to own those types of clothes? 

Section 4. The role of clothes – To understand the role of clothes in the extended self and 

how the ownership or lack thereof affects it 

19. How would you describe the role of fashion and clothes in your life in general? 

20. How would you describe the role of lent fashion and clothes in your life? 

21. How would you describe the role of everyday fashion items in your life? 

22. What kind of clothes do you feel the best in and why? 

23. If you had to choose three specific pieces of clothing, lent or owned, that best 

reflect you as a person, what would those pieces of clothing be? Please elaborate 

why.  

Section 5. Attachment and ownership – To discover feelings of attachment or ownership 

Additional question: How do you understand the terms go-to clothes (in Finnish 

luottovaate) and favorite clothes (in Finnish lempivaate)? Do you think they differ? 

24. What are your favorite clothes? Are they lent or owned? 

Additional question: Do you have go-to clothes and if yes, what are they? Are they lent 

or owned? 

Additional question: Could your go-to clothes / favorite clothes be lent, or do you want 

to own them? Why? 

25. Have you ever wanted to keep a lent piece of clothing longer than you could? If 

so, please elaborate on what kind of item it was and why you wanted to keep it? 
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26. Have you ever re-lent the same piece of clothing or would you have liked to? 

27. If it was possible, would you have purchased some of the lent clothes? Why / why 

not? 

28. How would you feel if your favorite lent piece of clothing disappeared from the 

selection of the fashion library? 

Section 6. Future use intention – To understand if the respondent intends to increase or 

decrease physical ownership of clothes – RQ2 

29. Do you think the role of clothes in your life will change in the future? If so, how? 

30. Why do you think the role of clothes will change / not change? 

31. Do you think your use of fashion libraries will change in the future? If so, how? 

32. Why do you think your use of fashion libraries will change / not change? 

33. What kind of clothes do you want to own in the future, if any? Please elaborate 

why. 

34. What kind of clothes do you want to lend in the future, if any? Please elaborate 

why. 

35. Could you imagine lending a larger portion of your clothes in the future? Why / 

why not? 

Additional information: 

36. Is there anything you would like to add? 
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APPENDIX 2 NEWSLETTER ANNOUNCEMENT  

 

 

Osallistu vaatteiden lainaamista käsittelevään tutkimukseen 

Olen kauppatieteen maisteriopiskelija Hankenilta, ja kirjoitan parhaillaan lopputyötäni 

vaatteiden omistamiseen ja lainaamiseen liittyen. Etsin juuri nyt haastateltavia 

tutkimukseeni, jonka tarkoituksena on selvittää, millainen rooli lainatuilla vaatteilla on 

kuluttajien vaatekaapissa ja identiteetissä. Olet tutkimukseni kohderyhmää, jos lainaat 

vaatteita juhlien ja erityistilanteiden lisäksi myös arkikäyttöön edes silloin tällöin. 

Haastattelut ovat yksilöhaastatteluja, ja ne toteutetaan etänä videopuheluohjelman 

välityksellä. Haastattelu voidaan järjestää sinulle sopivana ajankohtana marras-

joulukuussa 2020. Kiitoksena avustasi ja ajastasi tarjoan sinulle toiveesi mukaan 

lahjakortin joko BookBeat- tai Spotify-palveluun (1 kk palvelun Premium-käyttöaikaa). 

Jos olet kiinnostunut osallistumaan tutkimukseen, otathan minuun yhteyttä 

mahdollisimman pian lähettämällä sähköpostia osoitteeseen 

rita.merisalo@student.hanken.fi. Suurkiitos jo etukäteen avustasi!  

 

Rita Merisalo 

rita.merisalo@student.hanken.fi 
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APPENDIX 3 DATA EXCEL 

Examples of coding, categorization, themes and abstraction 

 

 


