
 
 
 

 
 
 
 
 
 
 

The impact of fashion libraries' value propositions 
on consumer perceived value, attitude and behaviour 

 
 
 

Emma Henrietta Ranne 
164650 

 

Supervisor: Pia Polsa 

 

 

 

 

 

 

Department of marketing 

Hanken School of Economics 

Helsinki 

2020 



i	
	

HANKEN SCHOOL OF ECONOMICS 

Department of: Marketing Type of work: Master’s 

thesis 

Author and student number: Emma Henrietta 
Ranne 164650 
 

Date: 3.10.2021  

Title of thesis:  
The impact of fashion libraries' value propositions on consumer perceived value, 
attitude and behaviour 

Abstract: Fashion is being produced at an increasing pace motivated both by the 
fashion consumption of the growing middle class and the quick pace of trend cycles. 
Alternatives are needed, for shifting this industry towards a new direction. Replacing 
our current linear way of consumption with new circular business models has been 
considered one of the most potential proposals. This thesis focuses on a circular 
alternative for fashion consumption; the fashion library, a shared wardrobe, which 
individuals can borrow clothes from by purchasing a membership. During the recent 
years, fashion libraries have started to differ in terms of their value propositions. 
Some provide their members with various services such as professional maintenance 
of the clothing, online accessibility and the alternative to purchase the garment after 
renting. In contrast, the traditional fashion library model requires more effort from 
the consumer’s side. Fashion libraries have become more common during the past 
decade but have not been adopted by the majority. More knowledge is needed 
regarding strategies that could improve the consumers’ intention to rent.   
 
The purpose of this thesis is to analyse how the value proposition of a fashion library 
affects the consumer’s attitude towards the service and their intention to rent. Four 
different fashion libraries are compared through a mixed methods study in order to 
obtain a better understanding of the value propositions’ effects. Data was collected 
through a quantitative questionnaire, developed based on the literature review and 
including open-ended questions in order to acquire supportive qualitative data. 
 
The results indicate that the majority of consumers have a positive attitude towards 
fashion libraries but fewer would rent in practice. In all four fashion library 
alternatives hedonic elements in the value proposition of fashion libraries were 
found to have an effect on the consumer’s intention to rent, whereas the effects of 
utilitarian elements were not verified. The results suggest that consumers perceive 
the most value in fashion libraries offering professional maintenance of the clothing. 
Least value was perceived in fashion libraries offering online access. Furthermore, 
the study finds that the connection between consumer perceived value, attitude and 
behaviour is strengthened by including additional services in the fashion library’s 
value proposition. The study contributes to the increased understanding of elements, 
which fashion libraries could include in their value proposition in order to improve 
the consumer’s intention to use their service.  
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Sammandrag: Modevärldens problem med hållbarhet kräver nya lösningar. Kläder 
produceras i en allt snabbare takt för att tillfredsställa den globalt växande 
medelklassens allt större krav på nya plagg. En möjlig lösning till dessa problem är 
att ersätta dagens lineära konsumtionsmodeller inom modeindustrin med cirkulära 
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det fortfarande om en minoritet av konsumenter som väljer sig att hyra kläder istället 
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Syftet med denna avhandling är att skapa förståelse för hur klädbibliotekens 
värdeförslag påverkar konsumentens attityd mot tjänsten, samt deras avsikt att hyra 
kläder. Kvantitativa och kvalitativa metoder används för att jämföra fyra olika 
klädbibliotek i en empirisk undersökning. Resultatet visar att majoriteten av 
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konsumenter.   
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1 INTRODUCTION 

The clothing industry has an estimated value of 1.3 trillion USD and employs more than 

300 million people around the world (Ellen MacArthur Foundation 2017). The globally 

growing middle class of today is consuming more clothing than ever before (Jang et al., 

2012) and the fast paced life cycle of clothing, from production to being sold, bought, 

used and discarded, has led to issues regarding the sustainability of this industry. During 

recent decades the high competition of the fashion industry, faster-changing fashion 

trends and the demands of increasingly fashion savvy consumers has encouraged fashion 

retailers to produce fast fashion (Bhardwaj & Fairhurst 2010). Fast fashion can be 

described as retailers producing clothing striving for minimal costs and maximal speed 

to cater consumers who desire immediate access to styles launched by luxury brands (Joy 

et al, 2010). Because of the quick rotation of trends, disposability is encouraged within 

the industry, and therefore fast fashion retailers can afford to compromise the quality of 

their clothing (Joy et al, 2010). The disposable nature of fast fashion has caused 

significant sustainability problems for the clothing industry (Hvass 2013).  

The issues linked to fashion consumption have been acknowledged, encouraging the 

search for alternative models and solutions which could be adapted not only by fashion 

businesses but also by consumers and the wider society. Introducing a circular 

alternative to replace the traditionally used linear consumption model, where products 

are produced, bought, used and discarded, is one of the suggested solutions. The circular 

economy is a model where the effect on the environment is taken into consideration by 

opting for renewable resources benefitting both the businesses as well as the society 

(Ellen MacArthur Foundation 2017). It is not only fashion businesses that can choose to 

implement renewable resources in their way of operation. Also consumers as individuals 

can choose to actively engage in circular economies. One of the highest potential 

identified ways for consumers to engage in such circular economies are business models 

rooted in collaborative consumption which are based on the concept of sharing rather 

than ownership (Ghisellini et al., 2016) for example through renting. Such business 

models based on collaborative consumption have also started to emerge in the field of 

fashion.  

Renting instead of buying could be an alternative through which consumers may shift to 

more sustainable consumption habits in the field of fashion. According to Armstrong et 

al. (2016) consumers in Finland are generally speaking, familiar with the concept of 

renting clothing, especially in situations where the items of clothing are rented to be 
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worn at special occasions (e.g. a dress to wear at a party), for a situation with specific 

needs in terms of equipment (e.g. climbing shoes for a climbing trip) or when it comes 

to luxury items that they otherwise could not afford (e.g. high-end designer dresses). 

However, in order for this alternative to have a bigger impact on the negative effects that 

the fashion industry has on the environment, this renting model should be adopted by a 

wide group of consumers in the context of everyday clothing.  

1.1 Problem area 

There is a need for the global fashion industry to respond to the sustainability problems 

within its field. Adopting alternative, more circular ways of operation could be one way 

through which the fashion industry could shift towards a greener tomorrow. However, 

as discussed in the introduction it is not only the fashion businesses that can take an 

active role when it comes to responding to sustainability issues within the industry. 

Consumers as individuals can also choose to actively engage within circular consumption 

models. 

According to Ghisellini et al. (2016) sharing-based circular consumption models are one 

of the highest potential ways through which single consumers can play their part in terms 

of sustainable consumption habits. Even though sharing-based consumption has not yet 

been adapted as the new mainstream of the fashion industry, this type of consumption 

has grown more common over the past decades through sharing-based initiatives such 

as clothing swap events and fashion libraries (Pedersen and Netter 2015). Especially 

young women (Armstrong et al., 2016) who engage with fashion (Becker-Leifhold, 2018) 

have been found to show interest towards participating in sharing-based fashion 

consumption. An example of this type of sharing-based consumption in the context of 

fashion are fashion libraries. 

A fashion library can be defined as a subscription-based service that allows people to 

access clothes in a shared wardrobe (Pedersen and Netter 2015). The member of the 

fashion library is allowed to borrow a set-number of fashion items for a specific period 

of time which is usually anything from a few days to a couple of weeks (Zamani et al. 

2017). Through using the services of a fashion library the consumer is able to enjoy 

variety in his or her wardrobe in a more sustainable way, because the same clothes are 

used by more people. The concept of fashion libraries is still a relatively new field when 

it comes to research. However, over the course of the previous decade studies have 

started to look into this topic on a deeper level (Clube and Tennant 2020, Cocguyt et al., 
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2020, Armstrong et al., 2016, Pedersen and Netter 2015). Earlier studies have for 

example looked at consumers’ evaluations of fashion libraries (Armstrong et al., 2016, 

Pedersen and Netter 2015) and what kind of factors attract consumers to participate in 

this type of consumption (Cocguyt et al. 2020) or in turn drive them away (Clube and 

Tennant 2020, Armstrong et al., 2016). Consumers have been found to have both 

negative as well as positive perceptions of fashion libraries (Armstrong et al., 2016). 

Some of the positive perceptions include for example the idea of gaining freedom to 

experiment with outfits and being able to keep variety in the wardrobe without having to 

make as big of an investment as when buying new clothes (Armstrong et al., 2016, 

Pedersen and Netter 2015).  

However, the perception of consumers towards renting clothing has not only been 

positive. Some consumers feel conflicted about the thought of not owning the item of 

clothing and feel that it is too easy and affordable for them to buy new clothes in order 

for it to make sense for them to pay for the rental of clothing (Armstrong et al., 2016). 

According to Armstrong et al. (2016) some consumers are also concerned in terms of the 

quality and hygiene of the rentable clothing items. Hygiene can be a psychological and 

practical barrier for consumers to rent clothing due to possible contamination. This can 

both negatively affect and prevent the consumers from renting again (Clube and Tennant 

2020). The general perception of consumers towards renting clothing has been found to 

be unmotivated, and in previous studies some of the consumers suggested that this type 

of consumption is too inconvenient for them to adapt in terms of everyday clothing 

(Armstrong et al., 2016). This could partly be explained by the offering of fashion 

libraries still being relatively limited and consumers not being familiar with this type of 

consumption (Pedersen and Netter 2015).  

Previous studies have shown that fashion libraries have faced issues in terms of scaling 

up and reaching long-term profitability with the business model (Clube and Tennant 

2020, Cocguyt et al. 2020, Pedersen and Netter 2015). In order for fashion libraries to 

have a significant impact as a sustainable alternative to unsustainable consumption 

habits within the fashion industry it is important to gain a deep understanding of its pain 

points. Even though the barriers and drivers of consumers participating in sharing-based 

fashion consumption have been studied to some extent (Clube and Tennant 2020, 

Cocguyt et al. 2020, Armstrong et al. 2016), there are still areas within this field that need 

to be investigated in order to identify potential strategies through which fashion libraries 

could attract a broader spectrum of consumers. 
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During the past few years the Finnish market for sharing-based fashion services has 

grown with multiple new additions, however these newcomers differ from the first 

generation of Finnish fashion libraries which are referred to as traditional fashion 

libraries in this paper. The first fashion libraries in Helsinki have been following a 

business concept in which consumers who purchase a membership get access to a shared 

wardrobe located in a physical shop. Instead of relying on a physical shop, the businesses 

representing the new generation of fashion libraries are all completely or partly online-

based, and do not require the consumer to become a member in order to use their 

services. Furthermore, the new generation fashion libraries may offer the consumer extra 

services such as taking care of the washing and maintenance of the clothing as well as 

the option to purchase the borrowed items after first trying them out. Even though the 

new generation fashion libraries vary from the traditional concept, these new businesses 

highlight very similar goals to those of the traditional fashion libraries: they strongly 

communicate their service as a way to bring more variety to the wardrobe in a more 

environmentally friendly manner. Because the goal of the traditional fashion libraries 

and these new online-based businesses is the same, this study will consider these new 

services as the new generation of fashion libraries. 

One of the main elements of the value-proposition of the newer generation fashion 

libraries is that they offer their rental services online. This allows consumers to rent 

fashion in a similar way to how they would buy clothing online. The consumer is able to 

browse and select the fashion library’s selection adding desired items in their shopping 

cart. After this the consumer pays by choosing from a variety of payment options and 

gets the items sent to his/her home. After wearing the item, the item is sent back to the 

fashion library. Besides these the new online-based fashion libraries offer extra services 

such as the cleaning of the item which is included in the price of the rental. It is also not 

required for the consumer to necessarily become a member, as these online-based 

fashion libraries also offer the option of flexible one-time rentals.  

In contrast to the newcomers the author has been aware of two fashion libraries in 

Helsinki that have been operating for multiple years following the business concept of 

traditional fashion libraries: Vaatepuu and Vaaterekki. Both of these have been active for 

multiple years already and work similarly on a membership-basis, in which the consumer 

purchases a membership for a predetermined period of time. During the membership 

the consumer is able to visit the physical library as often as they want and can borrow a 
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certain number of clothes at a time for a certain amount of time. After the member has 

worn the items they clean the clothing themselves and bring the items back to the library.  

There seems to be a difference in the value-propositions of the older and newer fashion 

libraries in Helsinki as presented above. Due to a recent increase in variation within the 

fashion libraries’ service offerings, it is of interest to analyse whether the extra services 

of the new generation fashion libraries have an effect on consumers’ attitudes towards 

fashion libraries and their intention to use their services. Through understanding which 

service elements increase the consumers’ likeliness to use the fashion library, fashion 

libraries could adjust their service offerings accordingly. This again could potentially 

result in fashion libraries attracting more consumers to engage in circular fashion 

consumption. 

As discussed, previous studies have found that fashion libraries have faced challenges in 

terms of scalability and profitability (Clube and Tennant 2020, Cocguyt et al. 2020, 

Pedersen and Netter 2015). It is therefore of interest to study whether the new generation 

of fashion libraries that offer a wider range of services has overcome any of these 

challenges. Furthermore, there is a need to compare whether the value propositions of 

the new generation fashion libraries are considered more attractive by consumers than 

the value proposition of traditional fashion libraries. Through better understanding 

those elements in the value-proposition that have the most favourable effect on the 

consumers’ attitudes towards using the fashion libraries’ services, present and future 

fashion libraries have the potential to attract more consumers through service strategy 

optimisation. 

1.2 Aim of the paper 

The purpose of this thesis is to explore how the value-proposition of a fashion library 

affects the consumers’ attitudes towards the service and their intention to rent. The 

value-propositions are analysed by comparing them to the positive and negative 

perceptions of consumers towards fashion libraries that have previously been identified. 

This study has potential benefits for fashion libraries through uncovering insights that 

could aid with strategy optimisation according to consumers’ attitudes and perceptions. 

The following research question will be answered:  

 
1. How does the value proposition of a fashion library affect the consumer’s attitude 

towards the service and their intention to rent? 
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1.3 Delimitations 

The fashion libraries studied in this thesis are limited to the Helsinki market. 

Furthermore, because the current market of fashion libraries in Finland only caters to 

women, the sample for both the qualitative and quantitative data only includes women 

residing in Finland. Because young consumers are considered to be the highest potential 

consumer group in terms of participating in the sharing economy (Hoang and Griffiths 

2017) as well as renting clothing (Armstrong et al., 2016, Pedersen & Netter 2015), this 

thesis is delimited to respondents between the ages of 18 and 29 which is considered 

young in the context of this thesis.  

1.4 Definitions 

Table 1 lists and defines some of the key terms which are frequently used in this paper. 

With this section the author aims to support the reader in understanding the essential 

key terms as originally intended. The key terms are organised alphabetically. 

 
Term Definition 

 
Collaborative consumption 

 
An alternative to traditional purchase and ownership-based 
consumption allowing consumers to achieve a similar 
experience of ownership at a lower cost and in a more 
sustainable manner (Botsman & Rogers 2010) for example 
through sharing. 
 

Product service system (PSS) A way of enabling collaborative consumption through a 
combination of products and services (Mont 2002)  

Use-oriented product service system PSS involving a service provider and physical product that 
a consumer can purchase access to through leasing, 
renting, sharing or pooling (Tukker 2004) 

Fashion library 
 
 
Traditional fashion library 

A use-oriented PSS that allows people to purchase access 
to a shared wardrobe (Pedersen & Netter 2015) 
 
The term is used in this paper to illustrate the business 
concept of the first fashion libraries in Finland offering 
consumers who purchase a membership access to a shared-
wardrobe located in a physical shop. 
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New generation fashion library 
 

The term is used to describe new fashion libraries that 
differ from the original concept by providing the consumer 
new services such as online access, professional 
maintenance of the clothing and the option to purchase 
borrowed items after trying them out. 

Consumer perceived value A consumer’s evaluation of what he/she receives in return 
to what he/she gives (pays) (Zeithaml 1988) 

  

Consumer attitude 
 

The consumer’s perception of a certain service or product 
shaped by utilitarian and hedonic value that the consumer 
associates with this service or product 

Value-attitude-behaviour chain Value, attitude and behaviour are connected in a 
hierarchical manner in which value affects attitude and 
attitude in turn affects behaviour (Homer & Kahle 1988).   

Table 1 Definitions of key terms 

 

 

 

1.5 Structure of the study and approach 

A deductive approach is utilised in order to answer the research question of this thesis 

which starts from looking at existing theories. Because of this the approach is theory-

driven. The paper consists of seven (7) chapters which are structured in the following 

way; chapter two (2) covers a literature review regarding the research area discussing 

relevant studies in the area of sustainable fashion consumption. First, the concept of 

collaborative consumption is discussed presenting product service systems (PSS) as a 

practical example of implementing the model. After the concept of PSS is discussed from 

a broader point-of-view, the chapter will focus on use-oriented PSS and how these could 

be implemented in a fashion context. Lastly, fashion libraries are discussed as an 

example of use-oriented PSS. 

The third chapter (3) presents the theoretical framework of the thesis in particular 

covering three key areas of the research: consumer perceived value, consumer attitude 

and consumer behaviour. Each of the areas is discussed separately The theoretical 

framework aims to discuss and present relevant studies that support answering the 

research question. Chapter 3 is concluded with a summary that demonstrates the link 

between the discussed theories and discusses their role in the context of the aim of the 

research. A concluding model is presented which is later utilised to support the following 

chapters. 
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Chapter four (4) provides the reader with a transparent overview of the research process. 

The chosen methodology and research techniques are discussed and justified. This thesis 

utilises a mixed-method approach in which both qualitative and quantitative methods 

are used to proceed the research. Using a combination of both qualitative and 

quantitative research methods allows the author to gain a more thorough understanding 

of the research area. 

The fifth chapter (5) provides the reader with the findings of the study. The collected data 

is presented and analysed. Chapter six (6) concludes the study and discusses its 

implications and limitations. Suggestions for further research are provided, based on the 

findings of the study. 
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2 SUSTAINABLE FASHION CONSUMPTION 

This chapter covers a literature review on sustainable fashion consumption, the 

empirical setting of the thesis. The chapter starts by discussing the concept of 

collaborative consumption and product service systems (PSS) as a potential example of 

this. After discussing PSS from a broader perspective, the chapter will discuss use-

oriented PSS and how these types of systems can be implemented in the context of 

fashion, for example through fashion libraries, which will be defined at the end of this 

chapter.  

 

2.1 Collaborative consumption  

As discussed in the introduction, there is a need for the fashion field to address 

sustainability issues that have been identified within its industry. However, it is not only 

the businesses within the fashion industry that can take an active role in adapting new 

more sustainable processes. Sharing-based collaborative consumption models have been 

identified as one of the most promising ways through which individual consumers can 

take an active role through adapting more sustainable consumption habits (Ghisellini et 

al. 2016). Belk defines collaborative consumption as “people coordinating the acquisition 

and distribution of a resource for a fee or other compensation” (Belk, 2014, p. 1597). 

Collaborative consumption serves as an alternative to traditional purchase and 

ownership -based consumption while it allows consumers to achieve a similar experience 

of ownership at a lower cost and in a more sustainable manner (Botsman & Rogers 2010). 

Various industries have explored collaborative consumption models over the course of 

the past decades and the phenomenon has grown more common through services like 

Netflix and Zipcar (Botsman & Rogers 2010). These businesses have adapted the concept 

of collaborative consumption through replacing the traditional purchase-based 

consumption model with models based on sharing, swapping, gifting, bartering, 

swapping, lending, borrowing or renting (Piscicelli et al. 2015).   

Botsman and Rogers (2010) divide collaborative consumption into three alternative 

types; redistribution markets, collaborative lifestyles and product service systems. 

Collaborative lifestyles are based on sharing less-tangible assets such as time, knowledge 

and skills whereas redistribution markets allow people to utilise their unused belongings, 

such as unworn clothing, by selling or swapping them with someone who has use for 

them (Botsman and Rogers 2010). In this paper the focus will be on product service 
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systems, the third type of collaborative consumption as identified by Botsman and 

Rogers (2010).  

2.2 Product Service Systems (PSS) 

Product-Service Systems (PSS) have become a common way to enable models based on 

collaborative consumption (Piscicelli et al. 2015). Mont (2002) defines PSS as a 

combination of products and services usually involving supportive networks and 

infrastructure. PSS allow consumers to fulfil their consumption needs while causing less 

environmental burden than traditionally used business models (Mont 2002). According 

to Botsman and Rogers (2010) PSS enable companies to offer services instead of only 

selling the consumer products. Furthermore, PSS can also be enabled by individual 

consumers who want to share or rent their unused goods (Botsman and Rogers 2010). 

According to Mont (2002) PSS include potential benefits for consumers, businesses, the 

societies as well as the environment (Mont 2002). By implementing PSS, the total 

number of produced goods can be decreased as it allows a single good to be utilised by 

multiple people through alternative ways of consumption such as renting, sharing, 

swapping and leasing which in turn has positive consequences in terms of sustainability 

(Mont 2002).  

The effects of PSS in terms of sustainability have also been researched by others. 

According to Tukker and Tischner (2006) PSS have the potential to contribute to both 

sustainability and competitiveness as long as the PSS is designed correctly. Armstrong 

and Lang (2013) found that PSS have a positive effect in terms of sustainability by 

disconnecting the value perceived by consumers from material consumption. 

Implementing PSS allow businesses to disconnect their profitability from the volume of 

produced goods and rather focus on factors like functionality and the efficiency of the 

utilisation of the fewer goods produced. Because of the dematerialisation aspect of PSS, 

the volume of produced goods can be reduced and less waste is generated which in turn 

leads to environmental benefits (Maxwell & van der Vorst 2003). This kind of 

dematerialisation also includes potential benefits for the fashion industry and PSS have 

also been identified as a potential alternative for the fashion field. Clothing PSS can serve 

the fashion industry by encouraging the producers to improve the quality and longevity 

of their clothing (Armstrong et al. 2015). Besides this PSS within the fashion industry 

also offer the end-users an alternative way of consuming clothing in a way that is less 

harmful on the environment because of the decreased requirement for resources and 

goods produced (Armstrong et al .2015).  
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As suggested by Tukker (2014), PSS can be divided into three categories: product-

oriented services, use-oriented services and result-oriented services. The main focus of a 

product-oriented service is on selling physical products which are supported with an 

additional service. In the context of fashion an example of this could be a fashion retailer 

offering their customer a free repair service for the purchased item. The focus of use-

oriented services is similarly on physical products but rather than selling these products 

to consumers the products are made accessible for example through business-models 

based on renting and leasing. One example of this kind of use-oriented PSS within the 

fashion field are fashion libraries. Finally, in result-oriented services the provider 

promises a certain result to the consumer which might require them to use physical 

products, however without predetermination of what physical products might be 

involved. A fashion example of this could be a consumer getting their shoes repaired 

which might require the service provider to replace parts of the old shoes, like the laces 

or soles, with new ones. (Tukker 2004).  

 

2.3 Use-oriented PSS 

The focus of this paper is on use-oriented PSS, which fashion libraries are an example of. 

Use-oriented PSS involve a service provider and a physical product, but rather than 

gaining ownership of this product through transaction the consumer gains access to the 

product through alternative consumption models such as leasing, renting/sharing or 

pooling. In each of these examples the product remains in the ownership of the business 

whereas the consumer is granted temporary access to use it through transaction. The 

difference between leasing, renting/sharing and pooling is explained by Tukker (2004) 

as follows; leasing allows the consumer to gain private access to use a product while it is 

owned and under the responsibility of the provider. Pooling works similarly but in 

contrast to leasing the same product can be accessed by multiple consumers 

simultaneously. Renting/sharing allows the consumer to temporarily gain private access 

to use the product, but this same product can later be utilised by other individuals at 

other times. (Tukker 2004) 

Use-oriented PSS have been implemented in various ways by businesses ranging accross 

various industries. Practical examples of use-oriented PSS include traditional libraries, 

car rental services as well as AirBnB, an online platform that can be used by individuals 

to rent out or stay at an unused space. Use-oriented PSS have also previously been 
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implemented in the context of fashion, for example through business models where the 

concept is based on renting clothing rather than selling and owning (Armstrong et al. 

2016). According to Armstrong et al. (2015) people tend to discard clothing when they 

no longer fit, are out of fashion or when they want to try out a new style. Use-oriented 

PSS could serve as a part of the sustainability issues linked to consumers throwing away 

items of clothing that could still be worn. For example, if a consumer wants to change his 

or her style, he or she can use the services of a fashion library rather than buying 

something new to satisfy this desire which might end up being thrown away later. 

 

2.4 Fashion libraries 

Fashion libraries are an example of use-oriented PSS in the context of fashion. A fashion 

library is a service that allows individuals to purchase access to a shared wardrobe 

(Pedersen & Netter 2015). Referring to the types of use-oriented PSS as described by 

Tukker (2004), fashion libraries represent the renting/sharing type of use-oriented PSS, 

in which the individual gains temporary private ownership of an item, in this case a piece 

of clothing. After the predetermined amount of time the same item is made accessible to 

other individuals by returning it to the service provider (Tukker 2004), in this case the 

fashion library. 

As discussed in the introduction, the Finnish market for fashion libraries has expanded 

with new businesses that differ from the fashion libraries in Finland that have been 

operating for longer. The first fashion libraries in Finland, which this paper refers to as 

traditional fashion libraries, have followed a business model offering consumers, who 

purchase a membership, access to a shared-wardrobe located in a physical shop. In 

contrast the new generation of fashion libraries offer the consumer new services such as 

online access, professional maintenance of the clothing and the option to purchase the 

borrowed items after trying them out through renting. This paper refers to these 

newcomers as new generation fashion libraries. Even though their services differ, both 

traditional and new generation fashion libraries highlight their service as a way for 

consumers to bring more variety to their wardrobe in a more sustainable way sharing a 

similar goal.  
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3 THE CONNECTION BETWEEN VALUE, ATTITUDE AND 
BEHAVIOUR 

Chapter three (3) will present the theoretical framework of this thesis. In order to be able 

to analyse the impact of fashion libraries’ value propositions on the attitudes’ of 

consumers towards using their services, some key concepts need to be presented. 

Chapter three will discuss three key areas of the research: consumer perceived value, 

consumer attitude and how these two concepts are linked to the consumer’s planned 

behaviour. 

 

3.1 Consumer perceived value 

According to Zeithaml (1988) perceived value can be defined as a consumer’s evaluation 

of what he or she receives in return to what he or she gives. A practical example of this is 

a situation where the consumer evaluates the balance of value that he or she gets when 

paying a certain amount of money for a certain type of product or service. Zeithaml 

(1988) presents value as a subjective concept, which is dependent on consumers as 

individuals. For example, one consumer might prefer a low price over high quality 

materials whereas another consumer might prefer to pay extra for a product that he or 

she considers luxurious and of premium quality. What is preferred by the individual is 

situation-specific and related to the consumer’s personal values (Grönroos and Ravald 

1996). 

According to Babin et al. (1994) the value perceived by consumers in a shopping context 

is related to both utilitarian and hedonic dimensions. This is because consumers have 

the tendency to be both rational and emotional when in a shopping context (Babin et al. 

1994). Utilitarian value in a shopping context can be described as the practical benefit 

that the consumer experiences when shopping, such as how easy it is to find the desired 

products or services that he or she is looking for. Hedonic value in a shopping context 

can in turn be explained as something more subjective as it lies in the consumer’s 

perception of shopping activity as an experience (Babin et al. 1994). In a shopping 

context hedonic value could for example be experienced by the consumer when 

experiencing joy from trying on different outfits at a shop together with a friend.   
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3.2 Consumer perceived value in fashion libraries 

Previous studies regarding traditional fashion libraries have identified a set of drivers 

which might have an effect on the consumer’s intention to rent clothes (Cocguyt et al., 

2020, Armstrong et al., 2016, Pedersen and Netter 2015).  These identified drivers can 

be grouped into drivers that result in perceived hedonic value and perceived utilitarian, 

value as earlier presented. In this thesis these drivers are considered factors that have a 

positive effect on consumer perceived value in the context of traditional fashion libraries. 

Because consumer perceived value has not been studied in terms of new generation 

fashion libraries, this section will not only discuss earlier identified drivers in the context 

of traditional fashion libraries but also identified negative consumer perceptions. These 

negative perceptions in traditional fashion libraries could potentially have been resolved 

through the more versatile value propositions of the new generation fashion libraries. 

Whether this is true, will be tested in practice in the empirical part of this paper.  

 

3.2.1 Earlier identified positive perceptions 

According to Becker-Leifhold (2018) economic benefit and enjoying the activity itself are 

more important to the consumer than being environmentally friendly when renting 

clothing from a fashion library. However, according to Armstrong et al., (2016) 

consumers perceive being sustainable as a significant benefit when renting clothes rather 

than buying. Similarly, Pedersen and Netter (2015) found that consumers with an 

interest for fashion experienced satisfaction from being able to engage in something 

linked to their fashion interest in an environmentally friendly way through using fashion 

libraries. 

By borrowing clothes instead of buying, consumers are able to wear more expensive and 

high-quality clothing that they might not normally be able to afford. Therefore, one of 

the economic drivers for consumers to use fashion libraries is the possibility to access 

more expensive clothing for less money (Pedersen and netter 2015, Armstrong et al., 

2016, Leifold-Becker 2018). Consumers perceive economic benefit in the context of 

fashion libraries also by being able to bring more variety to their wardrobe without 

having to buy new clothing which could be more expensive (Becker-Leifhold 2018). 

However, saving money is not the only benefit that consumers perceive. Value is also 

perceived in the idea of being able to decrease one’s consumption by renting instead of 
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buying which is something that some consumers growingly strive for (Pedersen and 

Netter 2015). 

Entertainment and enjoyment are both examples of hedonic value that have been linked 

to the use of fashion libraries. Consumers experience joy when they are able to try new 

styles and trends (Armstrong et al., 2016, Becker-Leifhold 2018). Another aspect that 

consumers perceive value from, is fashion libraries allowing them to experiment with 

clothing choices allowing the consumers to leave their comfort zone in terms of style with 

less economic risk and no commitment (Armstrong et al., 2016). Consumers have also 

been found to experience joy from being able to participate in sustainable consumption 

models by renting clothes rather than buying and owning (Pedersen and Netter 2015). 

The identified positive consumer perceptions of fashion libraries are presented in table 

2 discussing their link to consumer perceived utilitarian and hedonic value.  

 

Hedonic / 
Utilitarian  

Value 

Consumer 
Perceived  

Value  

Positive perceptions of traditional fashion 
libraries 

Utilitarian 
Value 

Access to more clothing • Access to more clothing, better quality and more 
expensive brands (Becker-Leifhold 2018, Armstrong et 
al. 2016, Pedersen & Netter 2015) 

Utilitarian 
Value 

Economic benefit • More variety in the wardrobe for less money (Pedersen 
& Netter 2015) 

Utilitarian 
Value 

Less Consumption • Being able to consume less by renting instead of buying 
(Armstrong et al. 2016, Pedersen & Netter 2015) 

Hedonic Value Entertainment • Finding it entertaining to try various styles and outfits 
(Armstrong et al. 2016) 

Hedonic Value Feeling good about 
being more sustainable 

• Finding satisfaction from acting in an environmentally 
friendly way (Pedersen & Netter 2015) 

Hedonic Value Experiencing joy 
during the activity 

• Enjoyment from the activity itself (Johnson et al. 2016) 

Table 2 Consumer perceived value in traditional fashion libraries 
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3.2.2 Potential value in new generation fashion libraries 

Consumer perceptions have not been studied in terms of the new generation fashion 

libraries as identified in this thesis. Therefore, this section discusses earlier identified 

negative consumer perceptions in the context of traditional fashion libraries which may 

or may not have been resolved in the value propositions of new generation fashion 

libraries.  

One of the identified barriers that might prevent consumers from participating in renting 

clothing is the lack of ownership (Johnson et al. 2016). However, some of the new 

generation fashion libraries offer their consumers the alternative option to buy the 

borrowed item of clothing after renting.  It is of interest to study whether including this 

kind of optional ownership in the fashion library’s value proposition is preferred by 

consumers compared to traditional fashion libraries lacking this kind of alternative.  

Concerns linked to quality and hygiene of the rented clothing have also been identified 

as a barrier for consumers to rent clothing from fashion libraries (Clube and Tennant 

2020, Armstrong et al. 2016). In their recent study Clube and Tennant (2020) found that 

hygiene can act as a psychological as well as a practical barrier for consumers to rent 

clothing, because they are concerned about possible contamination. According to Clube 

and Tennant (2020) negative experiences in terms of lack of hygiene in borrowed clothes 

could lead to a situation where the consumer is not willing to rent clothes again. Some 

consumers may also experience concerns and insecurities relating to their ability to take 

care of the rented item (Armstrong et al. 2016). Stål and Jansson (2017) noted that 

fashion libraries relieving the consumer from the responsibility of washing and repairing 

the rented clothes as an additional part of their value proposition, may have the potential 

to attract a more consumers if they highlight this relief of responsibility in the 

communication of their value proposition. In contrast to the traditional fashion libraries 

the new generation fashion libraries take care of washing and maintaining the clothing. 

Therefore, it is of interest to analyse whether such new generation fashion libraries that 

have eliminated the hygiene barrier offering professional maintenance of the garments 

as an additional service are perceived more attractive by the consumer compared to 

traditional fashion libraries. 

Another possible barrier for consumers not to participate in renting clothing from 

fashion libraries is the lack of ease of use (Armstrong et al. 2016). Consumers may be 

concerned in terms of availability of their size and style and how well the fashion library 
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service could be used in their everyday life. It has also been found that some consumers 

perceive the fashion libraries as something that would require too much effort from their 

side in terms of planning ahead (Armstrong et al. 2016). The new generation fashion 

libraries present their complete assortment in terms of available styles and sizes in their 

web shop. The renting experience resembles the process of shopping online for clothing. 

After choosing the clothing the consumer can pay for them online and choose amongst 

delivery options. Therefore, the consumer does not have to visit the physical fashion 

library in order to select, rent or return the item. It is of interest to analyse whether online 

accessibility has a positive effect on the consumer’s intention to rent from a new 

generation fashion library when compared to traditional fashion libraries. The potential 

consumer perceived value in new generation fashion libraries is summarised in table 3.  

 
Hedonic / 
Utilitarian  

Value 

Potential consumer perceived 
value in new generation fashion 

libraries 

Negative perceptions of traditional 
fashion libraries 

Utilitarian 
Value 

Optional ownership - 
option to buy the item  

after renting 
• Lack of ownership when renting 

instead of buying clothing (Johnson et 
al. 2016) 

Utilitarian 
Value 

Professional maintenance 
 

• Some consumers do not want to rent 
because of hygiene concerns 
(Armstrong et al. 2016, Clube and 
Tennant 2020) 
 
 

• The consumer’s worries in terms of 
their ability  to take care of the rented 
item (Armstrong et al. 2016) 

Utilitarian 
Value 

Online accessibility • Traditional fashion libraries lack of 
ease of use according to consumers 
(Armstrong et al. 2016)  

 
Table 3 Potential consumer perceived value in new generation fashion libraries 

 

3.3 Consumer Attitudes 

Research within multiple disciplines including economics, sociology and psychology, 

suggests that both hedonic and utilitarian elements play a role in consumer attitudes 

(Voss et al. 2003). According to Battra and Ahtola (1991) these utilitarian and hedonic 

elements are present when a consumer’s attitude towards a certain type of behaviour is 

formed. The utilitarian and hedonic elements affect the consumers’ attitudes towards a 
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product or behaviour in varying amounts depending on product attributes and 

characteristics (Batra and Ahtola 1991). Also Voss et al. (2003) have noted the 

importance of both hedonic and utilitarian dimensions in consumers’ attitude formation 

towards product categories and brands. The link between consumer attitudes and 

hedonic and utilitarian dimensions has also been identified in the context of events and 

services (Gursoy et al. 2006).  

According to Voss et al. (2003) the hedonic dimension of consumer attitudes is based on 

the sensations that the consumers experience when using the product. For example, in 

the case of a fashion library the consumer might enjoys the experience of visiting the 

library and selecting a new outfit. The utilitarian dimension is in turn linked to whether 

a product or service fulfils the consumer’s functional goal (Gursoy et al. 2006). For 

example, the fashion library might fulfil the consumer’s need to quickly satisfy their 

desire for a new outfit without costing as much money as a buying a new outfit. 

In the context of this paper the studied service is a fashion library and the studied 

behaviour the act of renting clothing. In order to better understand the engagement of 

consumers with fashion libraries, a chain-effect is studied in which hedonic and 

utilitarian consumer perceived value of fashion libraries have an effect on the consumers’ 

attitudes towards renting clothes from a fashion library. It has been found that 

consumers’ attitudes towards collaborative consumption predict whether these 

individuals intended to engage with an activity like this in the context of clothing 

(Johnson et al. 2016). 

 

3.4 From value to attitude and behaviour  

This section presents a conceptual framework which is used to support the empirical part 

of this thesis. This conceptual framework is inspired by a model used by Hwang and 

Griffiths (2017) in their study on the connection of young consumers’ value perceptions 

and attitude to behavioural intent in the context of collaborative consumption. The study 

by Hwang and Griffiths (2017) looked at collaborative consumption from a broader 

perspective including various scenarios such as the sharing of clothing, expertise/labour, 

bikes and tech accessories. In order to fit the fashion library specific context of this paper 

the framework of Hwang and Griffiths (2017) has been modified with the support of the 

presented literature. Before the conceptual framework of this thesis is presented the 

theories of consumer behaviour, which it is based on, are discussed.  
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3.4.1 The link between perceived value, attitude and behaviour  

Previous research has identified a certain type of hierarchy between value, attitude and 

behaviour (Homer & Kahle 1988). According to the hierarchy the value perceived by a 

person has a stronger effect on their attitude towards a certain type of behaviour than on 

the behaviour in itself, whereas the attitude in turn has a strong effect on their behaviour 

(Homer & Kahle 1988). The links between value, attitude and behaviour can be portrayed 

as a chain in which value has an effect on attitude, and attitude an effect on behaviour. A 

similar concept is presented in the Theory of Planned Behaviour (TPB) by Ajzen (1991). 

The TPB model (Ajzen 1991) illustrates a connection between the consumers’ attitudes 

towards a certain kind of behaviour and their intention to behave accordingly. The 

connection between value, attitude and behaviour has also been studied in the context of 

collaborative consumption. The study by Hwang and Griffiths (2017) identified a 

connection between the value perception and attitude of young consumers towards 

collaborative consumption models and a connection between their respondents’ attitude 

towards and intention to participate in such models. Furthermore, the study by Hwang 

and Griffiths (2017) showed a link between both utilitarian value and attitude as well as 

hedonic value and attitude. The links between value, attitude and behaviour have also 

been studied in the fashion library context indicating a link between the consumers’ 

positive attitude towards renting fashion and their intention to rent (Becker-Leifhold 

2018). 

In order to answer the research question, the attitudes of consumers towards renting 

clothing from traditional and new generation fashion libraries are analysed in this thesis. 

According to the theory of Homer and Kahle (1988) the value that a consumer perceives 

in a fashion library has an effect on his or her attitude towards the fashion library. The 

perceived value analysed in this paper consists of previously identified perceived 

utilitarian and hedonic value in traditional fashion libraries (table 2) and potential 

perceived utilitarian and hedonic values in new generation fashion libraries (table 3). 

Furthermore, the consumers’ attitude towards a certain kind of activity, in this case 

borrowing clothes from the fashion library, has an effect on the consumer’s intention to 

behave accordingly (Ajzen 1991). The behaviour analysed in this paper is the consumers’ 

intention to rent clothing from a fashion library.  
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3.4.2 The conceptual framework  

The conceptual framework (figure 1) is inspired by a model developed by Hwang and 

Griffiths (2017) for their study regarding the value perceptions and intention of young 

consumers towards participating in sharing-based consumption models. The framework 

presents the possibility of a connection between earlier identified positive consumer 

perceptions towards renting clothing from traditional fashion libraries (table 1). The 

positive perceptions of consumers have been linked to consumer perceived value as 

presented in figure 1. Because there is no former research on consumer perceptions 

regarding new generation fashion libraries, the model presents identified potential 

sources of consumer perceived value. These potential sources of value are based on the 

negative consumer perceptions regarding traditional fashion libraries that new 

generation fashion libraries potentially have overcome (table 3). Whether the identified 

potential value in new generation fashion libraries can be confirmed is analysed in the 

empirical part of this thesis.  

According to the TPB model (Ajzen 1991) and the theory of Homer and Kahle (1988) the 

consumers’ attitudes towards renting clothing has an effect on their behaviour. In the 

context of the presented conceptual framework the analysed behaviour is the consumer’s 

intention to rent clothing from a fashion library. In addition to Homer and Kahle (1988) 

and Ajzen (1991) this model categorises consumer perceived value in the context of 

traditional and new generation fashion libraries into utilitarian and hedonic value. With 

this the author aims to create a better understanding of the sources of consumer 

perceived value in fashion libraries and whether either utilitarian value or hedonic value 

has more effect on the consumers’ attitudes towards renting clothing from fashion 

libraries. 
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Figure 1 The value-attitude-behaviour chain in the context of renting clothing 
(modified from Hwang & Griffiths 2017) 
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4 METHODOLOGY 

Chapter four (4) provides a transparent overview of the research process and aims to 

clarify the process through presenting and justifying the chosen methodology and 

research techniques used. The chapter will first discuss the research philosophy and 

research methods of choice continuing with the selection of cases. The chapter will 

continue with a thorough presentation of the sample, after which the data collection and 

analysis processes are presented and discussed. The chapter will finish with a discussion 

of ethical issues regarding the data collection as well as with an overview of how the 

quality of the study was considered in terms of credibility and transferability. Table 4 

presents a summary of the methodology used during this thesis. 

Table 4 Summary of methodology 

 

4.1 Research philosophy and the research methods of choice 

The thesis aims to gain a subjective understanding of how the value proposition of a 

fashion library affects the consumer’s attitude towards the service and their intention to 

rent despite the subjectivity of consumer attitudes. Because of this, the research of this 

thesis reflects the elements of pragmatism. Pragmatic logic considers reality from both a 

subjective and objective point of view (Polsa 2013). According to Saunders et al. (2016) 

pragmatic research starts with a problem that the researcher(s) aims to resolve through 

finding a practical answer to the research question(s). Because of this the research 

question(s) lies at the core of the research design of a pragmatic research (Saunders et 

al. 2016).  

It is common for pragmatic studies to use both inductive and deductive approaches 

(Polsa 2013). Both inductive and deductive approaches are also used in this thesis in 

order to answer the research question. Deductive research is based on theory and the 

research strategy is designed in a way that allows the researcher to test the identified 

theory (Saunders et al. 2016). This thesis uses earlier identified theories as a starting 

point for the research, which is a characteristic of deductive research. On the other hand, 

the inductive approach starts from empirical data collection which is used to generate 
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theory (Saunders et al. 2016). The use of both deductive and inductive approaches is 

motivated by the nature of this research which explores existing theories while also 

exploring new perspectives in order to gain a deeper understanding regarding the topic.  

This thesis is conducted using a mixed methods approach in which a combination of 

qualitative and quantitative approaches is used (Polsa 2013). How and when the 

qualitative and quantitative techniques are used, can vary from study to study (Saunders 

et al. (2016).  In the case of this study a concurrent mixed methods research method is 

used, in which data is collected in a single phase utilising both quantitative and 

qualitative techniques (Saunders et al. (2016).  When qualitative and quantitative data is 

collected in the same phase the results can be interpreted together providing a more 

comprehensive idea of the situation (Saunders et al. 2016).  According to Saunders et al. 

(2016) the use of concurrent mixed methods is a practical choice that can be carried out 

in a shorter time frame, yet it provides richer data compared with a mono method design, 

which supported the choice of this particular method in the case of a thesis where time 

is often limited. Because the qualitative and quantitative data is collected during the 

same phase the researcher is able to compare the similarities and differences between 

these data sets through using a concurrent triangulation design (Saunders et al. 2016). 

 

4.2 Selection of cases 

The next section will present the chosen cases, which were analysed when exploring the 

value propositions of traditional and new generation fashion libraries for the survey. The 

fashion libraries explored in this thesis are limited to fashion libraries that can be 

accessed by Helsinki-based consumers either by visiting the fashion library’s physical 

shop in the region or through online access. The presented fashion libraries include two 

examples of traditional fashion libraries; Vaatepuu and Vaaterekki as well as three 

examples of new generation fashion libraries; the Ateljé, Clozeta and Stilrent. This 

section aims to provide the reader with a practical view of the differences between 

traditional and new generation fashion libraries through discussing the different services 

of the selected cases.  
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4.2.1 Traditional fashion libraries and their value proposition 

This section presents two fashion libraries located in Helsinki, Vaatepuu and Vaaterekki, 

that fit the original definition of fashion libraries as a subscription-based service that 

allows people to access a shared wardrobe (Pedersen and Netter 2015). Vaatepuu has 

been active since 2013 and Vaaterekki since 2015 and both focus on offering their 

customers access to a variety of domestic fashion brands through a variety of 

membership options which vary in price depending on how many items the consumer 

wants to borrow at once.  

These two traditional fashion libraries require the consumer to visit a physical shop in 

order to borrow clothing. Furthermore, the accessibility of these traditional fashion 

libraries is limited to their opening hours covering 3 or 4 afternoons a week. When 

borrowing clothing from these fashion libraries, it is the consumer’s responsibility to 

return the borrowed clothes to the fashion library washed and ready for other members 

to borrow. Both traditional fashion libraries have an online presence through social 

media and websites. The online services are limited to an online catalogue of some of the 

clothes available at the fashion library. Vaatepuu also offers their consumers a possibility 

to purchase memberships online as well as to make a reservation for an item of clothing 

that can later be picked up from the fashion library.  

 

4.2.2 New generation fashion libraries and their value propositions 

This section discusses three fashion libraries, the Ateljé, Clozeta and Stilrent, that 

represent the new generation fashion libraries on the Helsinki market. All three 

examples are either entirely or partly online-based and have been founded during 2020. 

The new generation fashion libraries differ from the traditional fashion libraries 

presented above by allowing the consumer to borrow clothing online, without visiting a 

physical shop. This allows the consumer 24/7 access to borrow clothing from the fashion 

libraries selection. The clothes are transported from the fashion library to the consumer 

via mail. Another difference is that the new generation fashion libraries take care of the 

maintenance of the clothing and allow their consumers to return the items unwashed. 

New generation and traditional fashion libraries also differ in the sense that the focus of 

new generation fashion libraries is either entirely or mainly on single rents rather than 

memberships. Clozeta is the only new generation fashion library of the three examples 
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that also offers the customer the option of a monthly membership, allowing them to 

borrow a certain number of clothes per month. Besides this, Clozeta also offers the 

consumer the option to purchase the item of clothing after renting as an additional 

service. 

 

4.2.3 Generating four different fashion libraries 

In order to study the differences between the value propositions of the identified 

traditional and new generation fashion libraries, four fashion libraries with different 

value propositions were generated to support data collection.  Table 4 aims to clarify the 

differences between the four different fashion libraries. Fashion library one represents 

the traditional fashion library as described by Pedersen and Netter (2015). Fashion 

libraries two, three and four represent the new generation fashion libraries and differ in 

terms of one additional service. The intention of including only one differing service 

element per fashion library, is to ensure that the effects of this particular service element 

can be compared and analysed in terms of the value-attitude-behaviour chain (figure 1). 

 
Fashion library  Fashion library type The difference in service  

The differing element compared to the 
other fashion libraries. Fashion library one 

has no additional services.  

Fashion library one Traditional  - 

Fashion library two New generation  Online accessibility 

Fashion library three New generation  Professional maintenance 

Fashion library four New generation Optional ownership 

Table 5 Four different fashion libraries 
 

4.3 Sample 

The quantitative and qualitative data were both collected through a questionnaire 

(appendix 1) which was distributed through a variety of channels using self-selection 

sampling. The self-selection sampling technique is considered volunteer sampling 

implying that the respondents decide whether they take part in the data collection 

(Saunders et al. 2016). Furthermore, the questionnaire was distributed to a wide 

audience but only the responses of those individuals that met sample-specific 
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requirements were accepted through a set of control questions presented at the start of 

the questionnaire. The respondents were asked to confirm that they identified 

themselves as a 18-30 year old woman residing in Finland before being able to continue 

answering the questionnaire.  In order for the researcher to effectively reach a wider 

group of respondents that fit the sample, snowball sampling was utilised for further 

distribution of the questionnaire. Snowball sampling is based on respondents supporting 

the building of the sample by connecting the researcher with other prospects who fit the 

sample (Patton 2015). In practice this could mean the respondent suggesting other 

people for the researcher to interview or, as in the case of this paper, further distribution 

of the questionnaire through by the respondents. According to Patton (2015) snowball 

sampling is an effective way to generate a sample through social media, which further 

supported the choice of this particular method as a part of building the sample which 

was done entirely through social media. 

The questionnaire was kept online for 7 days during which the questionnaire was opened 

by 429 respondents and submitted by 143 respondents (33,3%). From the 143 submitted 

responses 137 (95,8%) fit the requirements of the sample and 106 respondents (74,1%) 

completed the entire questionnaire.  

 

4.4 The collection of data  

The research data was collected during a single phase; through a quantitative 

questionnaire including a qualitative element in the form of an open-ended question. 

When implementing the mixed method approach the quantitative and qualitative 

methodologies can be used both equally or unequally, meaning that one or the other may 

be prioritised in the research (Saunders et al. 2016). In the case of this thesis the 

quantitative data was given the dominant role, whereas the qualitative data served as a 

supporting role. The next section will present a transparent overview of how the data was 

collected discussing the questionnaire design and distribution as well as the process for 

structuring and analysing the collected data. 
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4.4.1 The questionnaire 

Both the quantitative and the qualitative data were collected with the same questionnaire 

(appendix 1), which was based on the questionnaire of Hwang and Griffiths (2017). Since 

the study of Hwang and Griffiths (2017) studies collaborative consumption from a 

broader perspective, the questionnaire was modified to fit the fashion library context of 

this study with the support of the literature presented and discussed in chapters 2 and 3. 

Furthermore, the questionnaire was modified by adding open-ended questions which 

served as the tool for collecting qualitative data.  The final questionnaire can be divided 

into 5 parts. The first part was designed to collect the respondents’ background 

information and served as a control tool to ensure that all respondents fit the sample of 

choice in terms of sex, age and country of residence. Only the respondents that fit the 

sample were able to continue answering the questionnaire. The remaining four parts of 

the questionnaire consisted of four different fashion library descriptions: a traditional 

fashion library, a fashion library only offering online accessibility, a fashion library 

offering a cleaning service for the rented clothes and a fashion library offering the 

consumer the option to buy the item of clothing after renting. Aside from these 

differences in service offering, the described fashion libraries were the same in terms of 

membership options, offering of clothing, location and pricing. This ensured the 

possibility to analyse whether there was variation in the effects of the different service 

factors on the consumers’ attitude and intention to rent from the fashion library. This 

choice was made due to the lack of prior research on the potential sources of consumer 

perceived value relating to new generation fashion libraries. The effects of the differing 

service elements on the value-attitude-behaviour chain (figure 1) were measured through 

the differences in the described fashion libraries instead of differences in questions. 

Each respondent was asked to answer the same set of 14 questions, 13 quantitative and 1 

qualitative, after each described fashion library. The first 13 questions were related to 

each of the identified sources of utilitarian and hedonic consumer perceived value 

relating to traditional fashion libraries and were evaluated on a 5-point Likert scale. The 

13 questions were grouped into four sets of questions each targeting a particular area of 

the study (perceived utilitarian value in the fashion library, perceived hedonic value in 

the fashion library, attitude towards the fashion library and the respondent’s intention 

to use the fashion library). The division of the questions was not explained to the 

respondent nor highlighted. However, the division of questions was an intentional choice 

of the author with the aim to support the analysis of data in later stages of the research. 
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The 14th question after each fashion library description was an open-ended question and 

served as the qualitative element of the questionnaire allowing the respondent to 

elaborate on their thoughts regarding the presented fashion library. A total of 248 

comments was collected through the qualitative open-ended questions. 

The aim of the questionnaire was to identify which of the identified sources of consumer 

perceived value were the most significant in the case of traditional and new generation 

fashion libraries. Furthermore, the aim of the questionnaire was to verify or falsify the 

suspected sources of consumer value in the case of new generation fashion libraries, 

since this area of the research has not been explored before. 

 

4.4.2 Reaching the respondents 

The online questionnaire was distributed through Instagram and Whatsapp. On 

Instagram the author used the Instagram Stories feature to reach possible respondents. 

A visual message including a description of the research topic and sample (figure 2) was 

published in the stories of the author’s two personal Instagram accounts. The message 

included a button for people to tap if they were willing to answer the questionnaire. 

Anyone who tapped this button was sent a private message with a link to the 

questionnaire as well as additional instructions. The message was visible for a limited 

amount of 24 hours due to the limitations of the Instagram Stories feature. Combining 

the results of the author’s two Instagram profiles, the message was seen by 901 

individuals from which 95 chose to request a link to the questionnaire resulting in a 

response-rate of 10,5% (appendix 2). In order to ensure that the questionnaire was 

reached by respondents beyond the author’s direct network, the snowball sampling 

technique was implemented (Patton 2015). Snowball sampling is based on further 

distribution of the questionnaire by the respondents within their networks (Patton 

2015). Every respondent of the questionnaire was encouraged to further distribute the 

questionnaire within their networks. Besides using Instagram also Whatsapp was used 

to distribute the questionnaire within the author’s network to ensure further 

distribution.   
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Figure 2 Data gathering visuals distributed through Instagram Stories 

 

4.5 Data analysis process 

As the qualitative and quantitative data of a mixed method research should be analysed 

separately (Saunders et al. 2016) two separate processes for analysing the collected data 

were implemented. The following section will present an overview of how the data was 

first structured and analysed separately before comparing the findings. 

 

4.5.1 Analysis of quantitative data 

SPSS (the statistical package for social science) was used to analyse the quantitative data 

collected with the survey. Each of the four fashion libraries (table 4), was analysed 

separately by applying the following process.  

First, the data was organised into four variables: utilitarian value, hedonic value, attitude 

and the respondents’ intention to rent from the fashion library (behaviour), based on the 

value, attitude, behaviour chain of Homer and Kahle (1988). As the variables were 
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analysed through a set of questions in the questionnaire, the means were calculated in 

order to give each variable a single value. This was identified as a suitable option as the 

questions regarding the same variable did not need to be analysed separately. Besides 

the means also the standard deviation was calculated for each variable. In order to 

analyse the relationships between the variables, three regression analyses were run in 

the following pairs: Hedonic value (independent) & Attitude (dependent), Utilitarian 

value (independent) & Attitude (dependent) and Attitude (independent) & Intention to 

rent (dependent). As a regression can be used to analyse the strengths of the connection 

between variables (Saunders et al. 2016), it was considered a fitting method for 

evaluating the relationships between the variables. The process was continued by 

analysing whether the connections between value, attitude and behaviour could be 

identified in the fashion libraries according to the value-attitude-behaviour chain (figure 

1) as discussed in chapter three (3).  

After applying the described process on each fashion library, the results were compared 

in order to be able to answer the research question: ‘Which elements in the value 

propositions of fashion libraries have the most positive effect on the consumers’ value 

perception, attitude and intention to use their services?’’. As each of the four fashion 

libraries represented a different value proposition (table 4), the researcher was able to 

analyse whether the fashion library’s value proposition would have an effect on the 

strength of the relationships between the variables in the value-attitude-behaviour chain 

(figure 1).  

 

4.5.2 Analysis of qualitative data 

In the case of this study the qualitative data was treated as a complementary element 

which allowed the researcher to clarify and elaborate on the findings from the 

quantitative data (Saunders et al. 2016). A total of 254 answers to qualitative open-ended 

questions regarding the four different fashion libraries allowed the researcher to gain a 

deeper understanding of the quantitative data, which due to its nature does not explain 

the underlying reasons behind the respondents’ answers. According to Hurmerinta-

Peltomäki and Nummela (2006) using both quantitative and qualitative methods allow 

the researcher to gain a more thorough and illustrative understanding of the study’s 

phenomenon. Furthermore, by using both qualitative and quantitative methods at 

various stages of the study the adds to the value that is gained from this approach 
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(Hurmerinta-Peltomäki & Nummela 2006) In this study the qualitative data was 

collected through adding a qualitative open-ended question to the questionnaire, and the 

qualitative results were analysed separate from the quantitative data using the following 

qualitative methods.  

The qualitative data was analysed systematically following the recommendations of 

Spiggle (1994) and Miles and Huberman (1994) in order to minimise the risk of possible 

data distortion caused by selective or biased use of the collected data. First, the data was 

read through reducing the comments into highlights of key aspects that described the 

respondent’s view on the described fashion library. By reducing the data, the author was 

able to identify and sort out the relevant data (Miles & Huberman 1994). The highlights 

were categorised and labelled horizontally into groups of categories that were 

determined based on the theoretical framework as well as the additional elements that 

were brought up by the respondents in their comments (Spiggle 1994). While proceeding 

through the data notes were written to keep a record of thoughts and insights regarding 

the process as advised by Spiggle (1994). This was done in order to support the revising 

of the data which was done a total of three times. After categorisation the author used 

conclusion drawing and verification in order to translate the grouped data into 

summarising comments that served as a support for the primary quantitative data (Miles 

& Huberman 1994). 

 

4.6 Quality of the research 

The next section will discuss the quality of both the quantitative and qualitative elements 

of this research. Besides discussing how the quality of research was considered, the 

section also discusses how the quality could have been further improved.  

 

Reliability and validity 

Reliability and validity are important in terms of assessing the quality of quantitative 

research in social sciences (Saunders et al. 2016).  Reliability refers to reapplication and 

consistency whereas validity refers to how accurately the data collection method(s) 

measure the things that they were intended to measure (Saunders et al. 2016).  The data 

for this thesis was collected through reapplying a quantitative questionnaire used by 

Hwang and Griffiths (2017) in their study. However, in order to fit the fashion library –



32	
	

focused research topic of this particular paper, the questions were adjusted according to 

the literature discussed in chapter two (2). Furthermore, the questionnaire was further 

adjusted through adding qualitative open-ended questions to support the quantitative 

elements. In order to assess the reliability of the research, the findings were compared to 

those of Hwang and Griffiths (2017) with respect to assessing whether the questionnaire 

was reapplied successfully, despite the required adjustments. Reliability is not sufficient 

by itself to ensure the quality of a research, but also validity needs to be considered 

(Saunders 2016).  Internal validity is established if the research shows a relationship in 

which one variable has an effect on the other statistically. In order to evaluate the validity 

of the quantitative data, regression analyses were implemented to assess the connections 

between the studied variables.   

 

Credibility 

The credibility of a study refers to how accurately the results represent the reality 

(Wallendorf & Belk 1989) as well as how accurately the collected data reflects the 

research participant’s views on the topic in the way they intended (Saunders et al. 2016). 

According to Wallendorf and Belk (1989) there are various ways to improve the 

credibility of a study which can be implemented in different phases of the research. In 

order to improve the credibility of this particular study the Wallendorf and Belk (1989) 

technique of debriefing by peers was implemented. According to Wallendorf and Belk 

(1989) the credibility of a study can be improved through discussing it with peers who 

are not a part of the research project, but who can support the process through critiquing 

and questioning the interpretation of the study before it is finalised. The author was able 

to discuss her study with peer students at various stages during the writing process of 

the thesis. The research was thoroughly presented and discussed at two seminars which 

allowed the author to orally discuss her choices with a group of peers.  

To further improve the credibility of the study the Wallendorf and Belk (1989) technique 

of mixed methods was implemented in the data collection phase. By using triangulation 

of methods for data collection, the credibility of the research data and its interpretation 

can be improved (Saunders et al. 2016). As discussed this study used both qualitative and 

quantitative methods during data collection which allowed the author access to a more 

versatile and thereby more credible source of data.  
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The credibility of this research could have been further improved by techniques such as 

prolonged observation and triangulation of researchers (Wallendorf & Belk 1989). 

However, this would have required a longer time frame for conducting the study as well 

as a team of researchers rather than a single author, which were unavailable options in 

the case of this thesis.   

 

Transferability 

The transferability of a study refers to whether the results can be applied in various 

contexts (Wallendorf & Belk 1989). There are various techniques that can be applied to 

improve the transferability of a study. According to Wallendorf and Belk (1989) 

triangulation across sites through purposive sampling is one way to enhance the 

transferability of a study. In practice this would mean that data would be collected at 

various sites and amongst various groups in the context of the study to see whether the 

observed results are similar. However, in the case of this particular study both the sample 

and the area of study were limited in a way that made it difficult to implement this kind 

of technique. Furthermore, implementing the technique would have also required more 

time. Therefore, the results of this study are not applicable outside of its context of 

analysing the effects of a fashion library’s value proposition on the attitude of Finnish 

women on using them.  

 

4.7 Research Ethics 

Research ethics can be defined as the researcher’s consideration for the rights of the 

subjects of his or her study as well as anyone else who is affected by it, during every stage 

of the research (Saunders et al. 2016). The author has been aware of the researcher’s 

responsibility in terms of objectivity and its effects on the quality of the research. This is 

taken into consideration by ensuring transparency throughout the thesis through open 

and honest discussion with attention to detail in terms of accuracy to the author’s best 

ability.  

According to Saunders et al. (2016) the development of trust is the foundation of the 

researcher’s role. Paying attention to the rights and privacy of all persons affected by this 

thesis has been prioritised throughout the research process, but especially in terms of 

the co-operation with the respondents during data collection by paying strict attention 
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to the data management process of Hanken school of Economics. The voluntary 

respondents were given a detailed explanation regarding the nature of the collected 

information as well as how and by whom the information could be processed. To further 

improve the privacy of the respondents, the answers were collected anonymously in the 

sense that there is no way for the author to connect the answers with a specific 

respondent. 
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5 RESULTS & ANALYSIS 

Chapter 5 presents and discusses the findings of the empirical study with the aim to 

answer the research question ‘Which elements in the value propositions of fashion 

libraries have the most positive effect on the consumers’ value perception, attitude and 

intention to use their services?’. The results give new information regarding whether 

there is a type of fashion library that consumers prefer as well as whether consumers see 

themselves using the fashion library’s services in practice. In the next sections the 

quantitative and qualitative results of the empirical study are presented and analysed for 

four different fashion libraries (table 5) with the support of the conceptual framework 

(figure 1) presented in chapter three. Each fashion library will be discussed in terms of 

utilitarian and hedonic consumer perceived value, consumer attitude and the consumer’s 

intention to rent. Furthermore, three regression analyses are run for each fashion library 

in order to analyse the effects of utilitarian and hedonic consumer perceived value on 

consumer attitude, and on the other hand the effect of consumer attitude on the 

consumer’s intention to rent from the described fashion library.  

 

5.1 Fashion library one – traditional fashion library 

Fashion library one represents the traditional fashion library as defined by Pedersen and 

Netter (2015). In this section the quantitative and qualitative results of the empirical 

study are discussed in terms of utilitarian and hedonic value, the consumers’ attitude 

towards the described fashion library as well as their intention to use the service.  

 

5.1.1 Utilitarian value in fashion library one 

Table 6 presents the results of the quantitative study in terms of utilitarian value 

perceived by the respondents in fashion library one in terms of mean and standard 

variation.  The average for perceived utilitarian value is 3,404. When comparing the 

division between economic benefit, less consumption and access to more clothing the 

most important factor was access to more clothing with an average of 4,287. The 

economic benefit was perceived as the least utilitarian value contributing element with a 

mean of 2,389. 

 



36	
	

Value                                                              Mean                                                                     Std. Dev. 
Economic benefit                                         2,389                                                                         1,1 
 
Less consumption                                        3,537                                                                          1,1                             
 
Access to more clothing                              4,287                                                                         0,9 
  
Total mean:                                                    3,404 

Table 6 Utilitarian value in fashion library one 

 

The qualitative results reflected a similar distribution between the three analysed factors. 

From the total of 67 comments on fashion library one 24% comments mentioned a 

negative perception in terms of economic benefit implying that the using the service 

would not save them money.  

‘’I feel like it would cost me more money than just buying the clothes I want. Normally I don’t buy 
new clothes every month and if I do, I use them for a long time.’’ 

 

However, the comments brought up that rather than using the described service for 

everyday use there was an interest for renting clothes for special occasions which was 

mentioned by 27% of the respondents. 

‘’I like the idea but 57 euros a month is way more money that I normally use for clothing and 
therefore I probably wouldn’t sign as a monthly user. Would use on special occasions if one-time 
payment is possible.’’ 

‘’It sounds fun and interesting! On a daily basis, I prefer to be able to use my favourite pieces  
whenever I want. However, this kind of fashion library would help me especially with special  
occasions when I would need to wear something beyond ordinary.’’ 

 

Furthermore, the comments also brought up potential underlying reasons for why the 

described service might not be perceived as valuable by some respondents from a 

utilitarian point of view. 24% of the respondents commented negatively on how the 

consumer is responsible for the cleaning of the items in fashion library one. The 

comments brought up concerns in terms of hygiene as well as the service user’s ability to 

take care of the rented clothing in a suitable manner. Some of the respondents were 

concerned about their own ability to take care of the clothing, whereas others were 

worried about the other service users’ abilities. The answers were collected during the 

COVID-19 pandemic which was also reflected in some of the answers.  
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‘’The situation with corona virus also gets me to think about how hygienic this would be, because 
everyone visits the library every second week.’’ 

‘’Only thing that would reduce the probability that I would use the service is that I would need to 
wash and care the clothes myself. First of all, I would be stressed that I somehow destroy the 
clothing…’’ 

 

5.1.2 Hedonic value in fashion library one 

The results of the quantitative study in terms of perceived hedonic value are presented 

in table 7. The total average of perceived hedonic value was 3,793 and feeling good about 

being sustainable was considered the most important value generating factor with an 

average of 4,231 when comparing it to entertainment and joy from activity which was 

perceived as the least value generating factor with a mean of 3,370. 

Value                                                                Mean                                                                     Std. Dev. 
Joy from activity                                                3,370                                                                        1,2 
 
Feeling good about being sustainable                4,231                                                                        1,0 
 
Entertainment                                                     3,778                                                                        1,1   
 
Total mean:                                                         3,793 
Table 7 Hedonic value in fashion library one 

 

Hedonic value was less mentioned in the qualitative comments. 18% of the comments 

reflected perceived hedonic value in terms of perceived joy from activity regarding the 

activity as something fun.  

‘’It sounds like a very fun way to add pieces to your wardrobe that you wouldn’t normally  
use or purchase by yourself. For me personally that kind of fashion library could  
provide more colours and statement pieces since my style is pretty classic and timeless.’’ 

 

Also the factor of feeling good about being sustainable was positively referred to in the 

comments by 15% of the respondents  

‘’It sounds like a service I would love to use! It feels like a sustainable and ethical way  
to experiment with one’s style.’’ 

‘’The idea and premise sound amazing! A type of fashion library would allow its users to consume  
fashion in a varied but still sustainable and easy way without having to make possible sacrifices  
they’d in another case have to make. It would also make trying new styles etc. way easier  
and accessible.’’ 
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5.1.3 Attitude towards and intention to rent from fashion library one 

Table 8 presents the quantitative results regarding the respondent’s attitude towards 

fashion library one. The average for the respondent’s attitude was 3,870.   

                                                      Average                     SD                                1 (negative) – 5 (positive) 
                                                        3,870                       1,0 
 
Table 8 Attitude towards fashion library one 

 

When it comes to the qualitative results 73% of the answers reflected a generally positive 

attitude towards the described fashion library whereas 7% of the answers had a negative 

point of view. The remaining 20% comments had a neutral tone. 

In terms of the quantitative results regarding the respondents’ intention to rent from 

fashion library one (table 9) the average was 2,904.  

                                                      Average                     SD                                1 (negative) – 5 (positive) 
                                                        2,904                        1,1 
 
Table 9 Intention to rent from fashion library one 

 

The qualitative comments expressed both positive and negative perceptions regarding 

the respondent’s intention to rent from the fashion library. When it comes to comments 

that directly stated a willingness to either use or not use the service 19% of the 

respondents initiated an interest towards using the service while 28% of the respondents 

initiated that they would not use the service.  

Some of the comments also reflected on why the respondent would not want to use the 

service. The lack of intention to use was reasoned in various ways, some regarding the 

service negatively on a general level and some seeing it as something that could be 

beneficial for other users but not as something they would need themselves. Other 

reasons for why the respondent did not see themselves using the service included the 

practicality, the pricing and concerns regarding the hygiene.  

‘’Sounds like a good idea, but to be realistic to myself, I would probably be too lazy to constantly 
go out selecting clothes. For special occasions, yes, but for everyday life I don’t see myself using it. 
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My first thought is that this could work well for someone more aware of their looks. If a person 
already invests in their appearance, maybe they could find time and interest to keep using a service 
like this!’’ 

‘’Just would not be comfortable wearing same clothes with random people...’’ 

 

5.1.4 The value-attitude-behaviour chain in fashion library one 

Two regression analyses were conducted in order to analyse whether the value-attitude-

behaviour chain could be identified in fashion library one based on the quantitative 

questionnaire answers. Table 10 shows the results for the first regression analysis in 

which the connection between the independent variables utilitarian value and hedonic 

value was analysed in terms of consumer attitude as a dependent variable. 

Independent variable                beta value             t-value                  sig. 
 
Utilitarian value                         ,164                     1,900                 ,060 
 
Hedonic value                             ,597                     6,910                ,000 
 
 
Table 10 value-attitude connection fashion library one 

 

When comparing the results hedonic value had a bigger impact on consumer attitude 

compared to utilitarian value. Based on the beta value, the attitude of the respondents 

towards fashion library one was affected more by hedonic value with a beta value 0,597 

than utilitarian value with a beta value of 0,164. In terms of statistical significance, the 

results indicate a significant relationship between hedonic value and consumer attitude 

(p <0,05). The same is reflected in the t-value of the relationship between perceived 

hedonic value and consumer attitude of 6,910 (>2). The results do not suggest a 

statistically significant relationship between utilitarian value and attitude (p>0,05).  

The results regarding the relationship between independent variable attitude and 

dependent variable intention to rent are presented in table 11. The results indicate a 

statistical significance between the two variables (p>0,05) which is also reflected in a t-

value of 7,472 (>2). 

 



40	
	

Independent variable                 beta value             t-value                  sig. 
 
Attitude                                       ,595                     7,472               ,000 
 
Table 11 Attitude-behaviour connection fashion library one 

Regarding fashion library one there is a statistically significant relationship between 

consumer perceived hedonic value and consumer attitude, as well as consumer attitude 

and their intention to rent. The significance of the relationship between consumer 

perceived utilitarian value and attitude cannot be confirmed statistically.  

 

5.2 Fashion library two –online accessibility 

This section presents the quantitative and qualitative of the empirical study for fashion 

library two. Fashion library two represents a new generation fashion library which offers 

their customers the option to access their services online. The results are first discussed 

in the following order; perceived utilitarian and hedonic value, consumer attitude 

towards the service and finally the consumer’s intention to rent from fashion library two. 

 

5.2.1 Utilitarian value in fashion library two 

The quantitative results regarding utilitarian value perceived by the respondents in 

fashion library two are presented in table 12 in terms of mean and standard variation. 

The total average for utilitarian value in this fashion library was 3,256. When looking at 

the division between the various value attributes access to more clothing was rated the 

highest with an average of 4,120. Economic benefit was associated as the least important 

utilitarian value attribute with a mean of 2,481. 

Value                                                              Mean                                                                     Std. Dev. 
Economic benefit                                         2,481                                                                          1,2 
 
Less consumption                                        3,167                                                                          1,2                             
 
Access to more clothing                              4,120                                                                         1,0 
  
Total mean:                                                   3,256 

Table 12 Utilitarian value in fashion library two 
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The respondent’s perception of the online accessibility of fashion library two was brought 

up in the qualitative comments. A total of 65 comments were given for fashion library 

two from which 32,31% mentioned the online accessibility. 61,9% of these comments had 

a positive perception of the fashion library being available online, whereas 38,1% 

proposed a negative perception.  

‘’Online version sounds more suitable for me. Although there should be good photos and exact 
measures in order to make it work.’’ 

‘’This type of fashion library sounds better than the type 1. Online browsing is easy and saves time. 
However, I would probably end up using more money on this kind of service exacted because of 
the easy accessibility.’’ 

‘’I've never been lucky when buying something online. Choosing sizes, materials and shapes, it just 
never goes right. So I would not use this product. Also mailing something back feels somehow 
more exhausting than visiting a library.’’ 

 

Furthermore, the lack of being able to try on and feel the clothing when using an online 

service was brought up as a concern relating to utilitarian value in the qualitative 

answers. This concern was mentioned by 26,15% of the 65 respondents that commented 

on this fashion library. 

‘’I would like to be able to try clothes before renting. Also picking up an online parcel is my least  
favorite thing to do. I would not prefer to wash clothes myself.’’ 

 

5.2.2 Hedonic value in fashion library two 

The quantitative results of hedonic value in fashion library two are described in table 13. 

The results are presented in terms of mean and standard deviation in order to illustrate 

the respondents’ perception of hedonic value related to fashion libraries offering online 

accessibility. Feeling good about being sustainable was considered the most important 

hedonic value attribute with an average of 3,813, whereas joy from activity was 

considered the least important attribute in terms of hedonic value.  

Value                                                                 Mean                                                                     Std. Dev. 
Joy from activity                                                3,187                                                                        1,2 
 
Feeling good about being sustainable                3,813                                                                        1,1 
 
Entertainment                                                     3,551                                                                        1,2   
 
Total mean:                                                         3,517 
Table 13 Hedonic value in fashion library two 
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The qualitative results were to some extent conflicting with the results from the 

quantitative answers. Even though ‘’feeling good about being sustainable’’ was rated as 

the most hedonic value contributing attribute, the qualitative results discussed concerns 

related to shipping in terms of its sustainability.  

‘’I’m not a huge fan of shopping online, and the added hustle of shipping the clothes back-and-
forth does not have a sustainable ring to it.’’ 

‘’Definitely convenient that the clothes are sent home. But of course it’s more environmental 
friendly to visit the library yourself, as in the example 1. Here also the washing of the clothes is a 
small minus.’’ 

 

From the respondents who commented on fashion library two 24,62% reflected on this 

the sustainability of the described service with a negative tone, whereas no comments 

considered that the service would be favourable in terms of sustainability.  

 

5.2.3 Attitude towards and intention to rent from fashion library two 

The average for the quantitative results regarding the respondent’s attitude towards 

fashion library two was 3,870 (table 14).  

                                                          Mean                     SD                                1 (negative) – 5 (positive) 
                                                          3,507                     1,1 
 
Table 14 Attitude towards fashion library two 

 

In terms of the qualitative answers 50,7% of the respondents indicated a positive and 

38,5% a negative attitude towards fashion library two. The remaining 10,8% of the 

comments were neutral in terms of communicating the respondent’s attitude towards 

the described fashion library.   

When it comes to the respondents’ intention to rent from fashion library two the mean 

score was 2,704 (table 15).  

                                                          Mean                     SD                                1 (negative) – 5 (positive) 
                                                          2,704                     1,1 
 
Table 15 Intention to rent from fashion library two 
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The majority of the qualitative comments (49,23%) were negative in terms of the 

respondents’ intention to rent from fashion library two. A minority of 3% of the 

respondents initiated an intention to use the service whereas the remaining 47,77% of 

the comments did not indicate the respondent’s view on whether they would use or not 

use the described service.  

 

5.2.4 The value-attitude-behaviour chain in fashion library two 

In order to analyse whether a connection between value, attitude and behaviour could be 

identified in the respondents’ quantitative answers regarding fashion library two, two 

regression analyses were conducted. The results for the first regression analysis are 

presented in table 16. The intention of the first regression analysis was to analyse 

whether there was a connection between utilitarian and hedonic value (independent 

variables) and attention (dependent variable). 

Independent variable                beta value             t-value                  sig. 
 
Utilitarian value                         ,003                      0,036                   ,971 
  
Hedonic value                            ,790                     9,226                    ,000 
 
 
Table 16 value-attitude connection fashion library two 

 

The results suggest that hedonic value has more impact on consumer attitude with a beta 

value of 0,790 than utilitarian value with a beta value of 0,003.  According to the results 

of the regressions the relationship between hedonic value and consumer attitude can be 

considered significant (p <0,05). No statistical significance is indicated between 

utilitarian value and attitude (p>0,05). The statistically significant relationship between 

hedonic value and attitude is also reflected in the t-value of 9,226 (>2), whereas no 

statistical significance is indicated between hedonic value and attitude based on the t-

value of 0,036 (<2). 

The intention of the second regression was to analyse the relationship between 

independent variable attitude and dependent variable intention to rent from fashion 

library two. The results are presented in table 17. The results indicate a statistically 
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significant relationship between attitude and the consumers’ intention to rent from the 

described fashion library (p <0,05), which is also suggested by the results in terms of t-

value 10,427 (<2).  

Independent variable                 beta value             t-value                  sig. 
 
Attitude                                         ,718                    10,427                 ,000 
 
Table 17 Attitude-behaviour connection fashion library two  

 

5.3 Fashion library three - professional maintenance 

This section discusses the quantitative and qualitative findings in terms of utilitarian and 

hedonic value, consumers’ attitude towards and consumers’ intention to rent clothing 

from a new generation fashion library offering professional maintenance of the garments 

(fashion library three).  

 

5.3.1 Utilitarian value in fashion library three 

The quantitative results of the empirical study for utilitarian value in fashion library 

three are presented in table 18 in terms of mean and standard deviation.  The results are 

presented as a summarising total mean as well as separately for each identified utilitarian 

value generating element: economic benefit, less consumption and access to more 

clothing.  

Value                                                              Mean                                                                     Std. Dev. 
Economic benefit                                         2,850                                                                         1,3 
 
Less consumption                                        3,636                                                                         1,2                             
 
Access to more clothing                              4,224                                                                         1,0 
  
Total mean:                                                    3,570 

Table 18 Utilitarian value in fashion library three 

The total mean for utilitarian value in a fashion library offering professional maintenance 

of the clothing was 3,570. The quantitative results indicate that access to more clothing 

was perceived as the most utilitarian value contributing element regarding fashion 
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library three with a mean of 4,224. Economic benefit was perceived as the least utilitarian 

value generating element with a mean of 2,850. The mean for less consumption was 

3,636.  

The qualitative comments illustrate the respondents’ view on fashion library three 

including the service of professional maintenance of the clothing. From the total of 61 

comments on fashion library three, 72,13% comments mentioned the cleaning of the 

clothing positively. Furthermore, none of the respondents commented negatively on 

fashion library three in terms of hygiene. The comments reflected a positive perception 

in terms of being freed from a stress, inconvenience or burden associated with having to 

take responsibility for returning the borrowed items of clothing washed to the fashion 

library as is the case in the other described fashion libraries. 

‘’If I were to use this type of a service, I would definitely prefer this one because washing 
(expensive) clothes would be stressful and make the service not worth the money.’’ 

‘’I imagine I would feel weird returning clothes without washing them first. However, I would 
probably get used to that pretty quickly and enjoy the service. Considering you don't waste any 
money on washing the clothes, this service is more affordable than the last two.’’ 

‘’The fact that I wouldn't have to do the washing myself makes this option very convenient and 
desirable.’’ 

 

Furthermore, the qualitative comments regarding the maintenance of the clothing 
addressed the use of detergents with strong scents that could cause inconvenience for 
some users of the service. The fashion library taking responsibility for the maintenance 
of the clothing was considered both a threat as well as an opportunity from this 
perspective.  

This one might be better than the first library option, since the items are washed at the library. 
Some people might be super sensitive to different scents/detergents, which could be avoided by 
getting the items washed at the library. 

It sounds good enough but before using this type of library I would need to know how they do the 
washing. When I wash the clothes myself I can be sure that I use products that won't harm nature 
as much as some products. I'd also like to know about who does the washing? Is the workforce well 
paid etc. 

 

5.3.2 Hedonic value in fashion library three 

Table 19 presents the quantitative results in terms of hedonic value perceived in fashion 

library three. The results are presented in terms of mean and standard deviation for three 

hedonic value generating attributes: joy from activity, feeling good about being 
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sustainable and entertainment. The total mean of 4,033 illustrates the general 

perception of hedonic value experienced by the respondents in fashion library three. 

Value                                                              Mean                                                                     Std. Dev. 
Joy from activity                                          3,935                                                                         1,1 
 
Feeling good about being sustainable     4,140                                                                         1,0                             
 
Entertainment                                               3,991                                                                        1,1 
  
Total mean:                                                    4,033 

Table 19 Hedonic value in fashion library three 

 

The quantitative results indicate that the respondents considered feeling good about 

sustainability as the most hedonic value contributing element in fashion library three 

with a mean of 4,140. The least hedonic value was perceived from joy from activity 

(3,935). 

The qualitative results also indicated a more hedonic perception reflecting on the 

included service of professional maintenance of the clothing from a sustainability point 

of view. Sustainability was perceived positively in terms of this type of service making it 

possible to wash the clothes in bulk. Furthermore, some of the comments brought up 

that professional maintenance could prolong the life-span of the clothing.  

With this type of fashion library, the consumption of fashion and the after care of it before return 
sounds most sustainable. By having the fashion library, itself wash the clothes, they can wash and 
care for them in bulk and in that way use less water etc. 

I really like that The Fashion Library type 3 would be washing the clothes for me, because I don’t 
like the idea that every customer would wash the clothes in their own way. Which in my opinion 
could ruin the clothes in some way if not washed as they should be and if people would use very 
strong washing liquids full of chemicals that are not good for the environment and that could cause 
allergic reactions for the next customer. 

It helps that the library washes the clothes. There will be less risks for shrinking etc. maintenance 
failures. 

 

5.3.3 Attitude towards and intention to rent from fashion library three 

The quantitative results regarding the respondents’’ attitude towards fashion library 

three are presented in table 20. The mean score for attitude towards a fashion library 
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including the professional maintenance of the clothing in their value proposition was 

4,100.  

                                                          Mean                     SD                                1 (negative) – 5 (positive) 
                                                          4,100                     1,0 
 
Table 20 Attitude towards fashion library three 

 

The majority of the qualitative answers indicated a positive attitude towards fashion 

library three. 91,80% of the total of 61 comments reflected a positive perception of the 

described fashion library in terms of the respondents’ attitude.  

This sounds the easiest and nicest since they take care of the washing for you! 

Love the idea of the fashion library taking care of the washing and such! 

The quantitative results in terms of the respondents’ intention to borrow clothes from 
fashion library three is illustrated in table 21 through mean and standard deviation. The 
total mean for the respondent’s intention to use the library was 3,302. 

                                                          Mean                     SD                                1 (negative) – 5 (positive) 
                                                          3,302                     1,1 
 
Table 21 Intention to rent from fashion library three 

 

13,11% of the qualitative comments indicated an intention to use a fashion library like 

fashion library three, whereas 6,56% of the respondents indicated that they would not 

use the service. The remaining 80,33% of the respondents did not comment on their 

intention to use the service in a direct enough manner to determine whether they would 

or would not be willing to use the service.  

The effect of the maintenance of the clothing being included in fashion library three on 

the respondents’ was brought up in some of the comments considering it as a factor that 

would affect the respondent’s behaviour in a positive way.  

I think that the washing service would lower the border to use the service. 

Of the three this sounds like the most practical option, as you wouldn’t have to wash the clothes. 
It would at least in my case increase the probability of using such a service. 
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5.3.4 The value-attitude-behaviour chain in fashion library three 

Two regression analyses were conducted in order to analyse whether the value-attitude-

behaviour chain could be identified in fashion library scenari0 three. The intention of 

the first regression analysis was to analyse whether a statistically significant relationship 

could be identified between the independent variables utilitarian and hedonic value, and 

attitude as the dependent variable. The results of the first regression analysis are 

presented in table (22). 

Independent variable                beta value             t-value                  sig. 
 
Utilitarian value                         ,066                     0,766                    ,445 
  
Hedonic value                            ,779                     9,010                   ,000 
 
 
Table 22 value-attitude connection fashion library three  

 

According to the beta values hedonic value (0,779) has a bigger impact on the consumers’ 

attitude than utilitarian value (0,066). In terms of statistical significance, a relationship 

can only be confirmed between hedonic value and attitude based on the significance level 

of 0,000 (p<0,005) and a t-value of 9,010 (>2). The results do not indicate a statistical 

significance in terms of utilitarian value and attitude (p>0,005) which is also supported 

by a t-value of 0,766 (<2).  

Table 23 presents the results for the second regression analysis in which attitude 

(independent variable) was compared to the consumers’ intention to rent from a fashion 

library offering professional maintenance of the clothing (dependent variable). The 

results suggest a statistically significant relationship between the two variables 

(p<0,005) which is also reflected by the t-value of 9,014 (>2).  

Independent variable                 beta value             t-value                  sig. 
 
Attitude                                         ,666                    9,014                  ,000 
 
Table 23 Attitude-behaviour connection fashion library three  
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5.4 Fashion library four –optional ownership 

The next section presents the quantitative and qualitative results for fashion library four. 

Fashion library four represents a new generation fashion library which offers the 

consumer the option to purchase the item of clothing after borrowing. The results are 

first presented in terms of utilitarian and hedonic value, attitude and the consumers’ 

intention to use the described fashion library. Finally, two regression analyses will be 

presented in order to analyse whether the value-attitude-behaviour chain (figure 1) 

applies for fashion library four. 

 

5.4.1 Utilitarian value in fashion library four 

Table 24 presents the quantitative results for fashion library four in terms of perceived 

utilitarian value in terms of mean and standard deviation. The total mean for utilitarian 

value perceived in a fashion library offering optional ownership was 3,330.  

Value                                                              Mean                                                                     Std. Dev. 
Economic benefit                                         2,698                                                                         1,3 
 
Less consumption                                        3,292                                                                         1,3                             
 
Access to more clothing                              4,001                                                                         1,1 
  
Total mean:                                                    3,330 

Table 24 Utilitarian value in fashion library four 

 

When comparing the various types of hedonic value access to more clothing was 

considered as the most hedonic value generating element with a mean of 4,001. Less 

consumption was the second most important hedonic value generating element whereas 

Economic benefit value with a mean of 2,698 was perceived as the least hedonic 

generating element according to the respondents’ answers. 

In terms of utilitarian value in fashion library four some of the qualitative answers 

indicated a critical perception in terms of the economic benefit related to a fashion 

library offering the option to purchase the item after borrowing. From the 55 qualitative 

comments 21,28% indicated a negative perception on whether this type of fashion library 

would offer them an economic benefit. The respondents’ concerns relating to economic 
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benefit commented on the pricing of the fashion library being too much for them as well 

as it being too tempting to purchase the clothes after borrowing, resulting in them 

spending even more money on clothing than before using the fashion library. 

‘’Here one needs to wash the clothes, so it's not as convenient. I kind of like the idea that you have 
the option to buy clothes, then people would have chance to try clothes properly before buying 
something. At the same time, then I can imagine that I would use even more money - paying for 
the monthly price and on top of that, buying (probably) quite expensive clothes.’’ 

‘’It sounds very good but for me it would go against the purpose I'd have when using the library 
because I would probably end up attaching some clothes and buying them. It would be too easy 
for me to just decide to buy them and therefore end up using more money and consuming more.’’ 

Furthermore, the qualitative answers indicated a critical perception regarding that the 

service of fashion library four did not include professional maintenance of the clothing. 

This was commented on by 20% of the respondents 

Compared to the previous one, I think having to wash the clothes myself is a key issue. Also, you 
would have to trust that others too have washed the clothes properly. 

 

5.4.2 Hedonic value in fashion library four 

The quantitative results regarding hedonic value perceived by consumers in fashion 

library four are presented in table four in terms of mean and standard deviation for the 

hedonic value generating elements Joy from activity, feeling good about being 

sustainable, entertainment as well as the total mean. The total mean regarding hedonic 

value perceived in fashion library four was 3,841. 

Value                                                              Mean                                                                     Std. Dev. 
Joy from activity                                          3,686                                                                         1,1 
 
Feeling good about being sustainable     3,952                                                                         1,1                             
 
Entertainment                                              3,886                                                                        1,1 
  
Total mean:                                                    3,841 

Table 25 Hedonic value in fashion library four 

 

From the three value generating elements feeling good about being sustainable got the 

highest mean of 3,952. According to the answers the least hedonic value was experienced 
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from joy of activity with a mean of 3,686. The mean for hedonic value from 

entertainment was 3,886. 

In terms of hedonic value, the qualitative answers brought up some concerns relating to 

the sustainability of fashion library four. 14,55% of the comments reflected negatively on 

the sustainability of the described fashion library concept. Some of the respondents 

considered that offering the option to purchase the clothes made the fashion library seem 

too similar to regular clothing stores. 

Nah, seems too similar to the model most of the clothing stores use now. Though of course you 
can't wear the clothes if you want to return them. This is kind of an extended buying process 
(maybe). If the meaning is to rent clothes so the consumption would not be so high, the buying 
option kind of makes the original point irrelevant. 

 

The option to be able to purchase the item of clothing was however also considered from 

a favourable point of view by some of the respondents. For example, one respondent 

indicated that this would make the service more fun to use.  

‘’Having the option to buy the clothing makes it so much more approachable and fun. Would love 
to use this one!’’ 

‘’It sounds nice that you get to really try the clothes before deciding whether you want to buy 
them!’’ 

 

5.4.3 Attitude towards and intention to rent from fashion library four 

Based on the quantitative results the total mean for the respondents’’ attitude towards 

fashion library four was 3,861 (table 26).  

                                                          Mean                     SD                                1 (negative) – 5 (positive) 
                                                          3,861                     1,0 
 
Table 26 Attitude towards fashion library four 

 

From the qualitative answers 74,55% indicated a positive attitude towards fashion library 

four whereas a minority of 23,64% of the comments suggested a negative attitude.  

‘’It sounds nice that you get to really try the clothes before deciding whether you want to buy 
them!’’ 
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Table 27 presents the quantitative results in terms of the respondents’ intention to 

borrow clothes from a fashion library offering optional ownership like fashion library 

four. The total mean was 3,204.  

                                                          Mean                     SD                                1 (negative) – 5 (positive) 
                                                          3,204                     1,1 
 
Table 27 Intention to rent from fashion library four 

 

The respondents did not indicate clearly whether they would be willing to try fashion 

library four in the quantitative answers.  

 

5.4.4 The value-attitude-behaviour chain in fashion library four 

In order to analyse whether the value-attitude-behaviour chain could be identified in 

terms of fashion library four, two regression analyses were conducted. The results for the 

first regression analysis, in which the independent variables utilitarian and hedonic 

value were analysed in terms of their relationship to dependent variable attitude. The 

results for the first regression are illustrated in table 28.  

Independent variable                beta value             t-value                  sig. 
 
Utilitarian value                         ,005                     0,067                    ,947 
  
Hedonic value                            ,829                    10,293                   ,000 
 
 
Table 28 value-attitude connection fashion library four 

 

In terms of the beta values, the results suggest that independent variable hedonic value 

has a stronger impact on attitude (0,829) compared to utilitarian value (0,005). The 

results suggest a statistical significance between hedonic value and attitude (p<0,005) 

whereas no statistical significance between utilitarian value and attitude can be 

confirmed (p>0,005). The t-values support the statistically significant relationship 

between hedonic value and attitude with a t-value of 10,293 (>2) whereas no statistically 

significant relationship is indicated by the t-value of utilitarian value 0,067 (<2).  
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A second regression analysis was conducted in order to analyse the relationship between 

attitude as the independent variable and the respondents’ intention to rent from fashion 

library four as the dependent variable. The results are presented in table 29. The results 

indicate a statistically significant relationship between the two variables (p<0,005) 

which is also supported by the t-value 8,070 (>2).  

Independent variable                 beta value             t-value                  sig. 
 
Attitude                                         ,624                    8,070                  ,000 
 
Table 29 Attitude-behaviour connection fashion library four 

 

5.5 Summary of results 

The aim of this section is to summarise the findings of the study as well as show the 

results side by side for the different fashion libraries in order to present the key 

differences and similarities between them.  

Figure 3 shows a summary of the regression analyses for the four different fashion 

libraries (table 5) illustrating the effect of hedonic value on attitude and the effect of 

attitude on intention to rent. The quantitative results suggest that there is a direct linear 

relationship between hedonic value and attitude in terms of each fashion library. 

Furthermore, the quantitative results also found a statistically significant relationship 

between attitude and intention applying to all four fashion libraries. Utilitarian value is 

not included in figure 3 because the quantitative results did not confirm a direct linear 

relationship between utilitarian value and attitude in terms of any of the four fashion 

libraries. When comparing the four fashion libraries, we see that fashion library four, 

offering the consumer the option to buy a rented item afterwards, experienced hedonic 

value has the strongest effect on consumer’s attitude towards the fashion libraries. In the 

case of fashion library one, the traditional fashion library, experienced hedonic value has 

the weakest effect on the consumer’s attitude towards the fashion library when 

comparing the four alternatives. In terms of the relationship between attitude and the 

consumer’s intention to rent, the results suggest the strongest link between the two 

attributes in the case of fashion library two which offers the consumer the option to use 

the renting service online. The weakest relationship in terms of consumer attitude and 

intention to rent is suggested for fashion library one, the traditional fashion library.  
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Figure 3 Summary of regressions: hedonic value – attitude – intention to rent 
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6 CONCLUSIONS & DISCUSSION 

The aim of this thesis was to analyse how the value proposition of a fashion library affects 

the consumer’s attitude towards the service and their intention to rent. In order to gain 

a deeper understanding about the topic, a mixed-method study was implemented. The 

purpose of chapter six (6) is to discuss the conclusions of the study, reflecting on the 

results from the perspective of earlier findings regarding the topics that were presented 

in chapter two (2) and three (3). Furthermore, managerial implications will be presented, 

with the aim to demonstrate how the gained knowledge could be used in practice by 

fashion library owners. Finally, the thesis will be concluded by discussing limitations and 

suggestions for future research within this topic.  

The thesis contributes to new insights regarding how the value proposition of a fashion 

library affects the consumer’s attitude towards and their intention to rent from the 

fashion library. Firstly, the study identifies that the consumer’s attitude towards the 

fashion library and their intention to use their services is affected by perceived hedonic 

value but this link cannot be verified in terms of perceived utilitarian value. Secondly, in 

response to the research question the study identifies differences in the consumer’s 

attitude towards the service and their intention to rent when comparing fashion libraries 

with different value propositions.  

 

6.1 Theoretical contribution  

The fashion library market has started to show more variation in terms of the fashion 

libraries’ value propositions. As discussed in chapter one (1) there is a lack of prior 

studies regarding how the value proposition of a fashion library affects consumers. Could 

a fashion library attract more potential users through a certain kind of value proposition? 

The findings of this thesis identify that the consumer’s attitude towards the fashion 

library and their intention to use the fashion library’s services are affected differently by 

consumer perceived utilitarian and hedonic value. The value-attitude-behaviour chain of 

Homer and Kahle (1988) could be verified in terms of consumer perceived hedonic value 

in fashion libraries but not in terms of consumer perceived utilitarian value. This result 

differs from the study of Hwang and Griffith in which both utilitarian and hedonic 

perceived value were found to have a significant effect on the consumer’s attitude 

towards the presented collaborative consumption models. Despite the variation in the 
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value-propositions of the four analysed fashion libraries, respondents always perceived 

more hedonic value than utilitarian value.   

Furthermore, the most and least value contributing elements were the same despite the 

variation in the fashion libraries’ value propositions. In terms of utilitarian perceived 

value access to more clothing was the most and economic benefit the least value 

contributing element in the case of all four fashion libraries. Similarly feeling good about 

being sustainable was rated the most and joy from activity the least hedonic value 

contributing element in terms of all four fashion libraries. Even though there was no 

differentiation in terms of which value contributing elements were favoured the most 

and which the least, there was variety in how much value the consumers’ perceived in 

terms of these value contributing elements when comparing fashion libraries with 

different value propositions.  

The least utilitarian and hedonic value was perceived from the fashion library offering 

the consumer online accessibility to their services. The most utilitarian and hedonic 

value was perceived in the fashion library which offered professional maintenance of the 

clothing as a part of their value proposition. This was also the fashion library towards 

which the consumer’s indicated the most positive attitude and strongest intention to rent 

out of the four alternatives. Consumers have indicated a concern towards the hygiene of 

fashion libraries in earlier studies and the lack of hygiene has been described as a barrier 

that might prevent consumers from wanting to rent clothes in practice (Clube and 

Tennant 2020, Armstrong et al. 2016). The positive perception of the respondents to 

towards the fashion library offering professional maintenance could therefore indicate 

that fashion libraries have the possibility to eliminate this barrier by including 

professional maintenance of the clothing in their value proposition. Furthermore, the 

results indicate that not having to take care of the maintenance of clothing was perceived 

as a convenience saving time and money by some consumers. Finally, the findings 

suggest that it is important for consumers to know how the clothing is washed and with 

what kind of detergents due to sustainability matters as well as sensitivity to scents in 

detergents.  

In the case of all four fashion libraries the consumers’ attitude towards the fashion library 

is stronger compared to their intention to rent clothes in practice. The lack of consumers’ 

motivation in terms of renting clothes from fashion libraries has also been noted in 

earlier studies (Armstrong et al. 2016). Furthermore, when comparing the fashion 

libraries including extra services in their value proposition to the traditional fashion 
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library, findings identify a stronger link between consumer perceived hedonic value, 

attitude and intention to rent. The effect of consumer perceived hedonic value on attitude 

is the strongest in the case of the fashion library offering consumers the option to 

purchase the rented items whereas the effect of attitude on the consumer’s intention to 

rent is the strongest in terms of the fashion library offering online access to their services. 

The findings propose that the fashion libraries’ value proposition does affect the 

consumer’s attitude towards the service and their intention to rent. However, this effect 

could be either positive or negative depending on the hedonic value perceived in the 

fashion library. Figure 4 presents an adapted version of the conceptual framework (figure 

1) that has been modified according to the discussed results.  

 

 

Figure 4 The hedonic value-attitude-behaviour of fashion libraries  

 

6.2 Managerial implications 

From a managerial perspective the findings suggest that including professional 

maintenance of the clothing in the fashion library’s value proposition, is preferred by the 

consumer when compared to the alternatives of offering online accessibility or the 

opportunity to purchase the clothing after borrowing. If a fashion library manager were 

to develop the services of their fashion library, it is therefore encouraged to consider 
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prioritising the alternative of including professional maintenance as a part of the service 

proposition. In order to respond to consumer’s insecurities regarding the professional 

maintenance of the clothing, managers are encouraged to transparently communicate 

how they consider sustainability when washing the clothes and what kind of detergents 

they use. The use of strongly scented detergents should be avoided.  

Furthermore, as hedonic value contributing elements seem to be the driving force for 

consumers to actually try out the services of a fashion library in practice, fashion libraries 

are encouraged to highlight hedonic value contributing elements in their marketing as 

well as in their communication of the fashion library’s value proposition. The study’ 

respondents rated feeling good about being sustainable as the most hedonic value 

contributing element. Fashion libraries could utilise this finding by highlighting how 

using their service is beneficial from a sustainability point of view, for example as a part 

of their marketing strategy. Furthermore, managers should provide the consumers with 

as much transparent information regarding this topic as possible.  

Lastly, in response to the findings suggesting that a wider value proposition strengthens 

the connections between consumer perceive hedonic value, attitude and their intention 

to rent, fashion library managers are encouraged to develop their service offering 

through interaction with the consumers. The effects could be both negative or positive 

depending on the consumer’s experience of the fashion library’s services. By engaging 

with the consumers, fashion library managers could identify pain-points as well as 

positively perceived factors in their service which could be considered in further 

development of the fashion library’s value proposition.  

 

6.3 Limitations and further research 

The study provides new insights regarding how the value proposition of fashion libraries 

affect the consumer’s value perception, attitude and intention to use the fashion library’s 

services. However, the study has some limitations that should be acknowledged when 

discussing its findings. The main limitation of the study is related to its sample which 

arguably could be described as homogenous and quite small (N=106). The sample was 

purposefully limited to women living in Finland within the age group of 18 to 29. 

Furthermore, even though the sample was selected through volunteer sampling and 

snowball sampling it should be acknowledged that the majority of the respondents are a 

part of the author’s wider network of contacts, which might affect the results. In terms of 
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further research, the sample should be versified to enrich the knowledge regarding the 

topic with a more versatile sample.  

The second limitation relates the qualitative data being treated as a complimentary 

element in this study. The qualitative data was collected through including open-ended 

questions in the questionnaire with the intention to enrich the quantitative data which 

due to its nature is limited in providing information regarding the respondents’ 

reasoning for their answers. Because the qualitative data was collected through open-

ended questions in written format there was no opportunity for the author to ask the 

respondent further questions regarding their answers. The author suggests that 

qualitative data should be given a more central role in future research in order to gain a 

deeper understanding of the underlying reasons of the respondents’ answers regarding 

the topic.  

Lastly, the case selection for this study only considered fashion libraries operating in the 

Helsinki region. Further research is encouraged to include a more global view of fashion 

libraries in order to better understand the phenomenon on an international level.  



60	
	

REFERENCES 

Ajzen, I (1991). The Theory of Planned Behavior. Organizational Behavior and Human 
Decision Processes. Vol 50 (2), pp. 179-211. 

Armstrong, C. M. & Lang, C. (2013). Sustainable Product Service Systems: The New 
Frontier in Apparel Retailing? Research Journal of Textile and Apparel, Vol. 17 
Issue: 1, pp.1-12.  

Armstrong, C. M., Niinimäki, K., Kujala, S., Karell, E. & Lang, C. (2015). Sustainable 
product-service systems for clothing: exploring consumer perseptions of 
consumption alternatives in Finland. Journal of Cleaner Production. 97, pp.30-
39.  

Armstrong, C.M., Niinimäki, K., Lang, C., & Kujala, S. (2016). A use-oriented clothing 
economy? Preliminary affirmation for sustainable clothing consumption 
alternatives. Sustainable Development. Vol 24 (1), pp.18-31.  

Batra, R. & Ahtola, O. T. (1991). Measuring the Hedonic and Utilitarian Sources of 
Consumer Attitudes. Marketing Letters. Vol 2 (2) pp. 159-170.  

Belk, R. (2014). You are what you can access: Sharing and collaborative consumption 
online. Journal of business research. Vol 67 (8), pp. 1595.1600 

Becker-Leifhold, C. V. (2018). The role of values in collaborative fashion consumption 
– a critical investigation through the lenses of the theory of planned behavior. 
Journal of Cleaner Production. Vol. 199, pp.781-791.  

Bhardwaj, V. & Fairhurst, A. (2010). Fast fashion: response to changes in the fashion 
industry. The International Review of Retail, Distribution and Consumer 
Research. Vol 20(1), pp. 165-173. 

Botsman, R. & Rogers, R. (2010). Beyond zipcar: Collaborative consumption. Harvard 
Business Revies. Vol 88 (10), pp. 15. 

Clube, R. & Tennant, M. (2020). Exploring garment rental as a sustainable business 
model in the fashion industry: Does contamination impact the consumption 
experience? Journal of Consumer Behaviour. Vol 19 (4), pp.359-370. 

Cocquyt, A., Crucke, S. & Slabbinck, H. (2020). Organizational characteristics 
explaining participation in sustainable business models in the sharing economy: 
Evidence from the fashion industry using conjoint analysis. Business Strategy 
and the Environment. Vol 29 (6), pp. 2603-2613. 

Ellen MacArthur Foundation (2017). A New Textiles Economy: Redesigning Fashion’s 
Future. Available: https://www.ellenmacarthurfoundation.org/publications/a-
new- textiles-economy-redesigning-fashions-future Retrieved 5.9.2020 



61	
	

Ghisellini, P., Cialani, C. & Ulgiati, S. (2016). A review on circular economy: the 
expected transition to a balanced interplay of environmental and economic 
systems. Journal of Cleaner Production. Vol 114 pp. 11-32. 

Grönroos, C. & Ravald, A. (1996). The Value Concept and Relationship Marketing. 
European Journal of Marketing. Vol 30 (2), pp. 19-30.  

Gursoy, D., Spangenberg, E. R. & Rutherford, D., G. (2006). The Hedonic and 
Utilitarian Dimensions of Attendees’ Attitudes Toward Festivals. Journal of 
Hospitality & Tourism Research. Vol 30 (3), pp. 279-294. 

Homer, P.M. & Kahle, L. R. (1988). A structural equation test of the value-attitude- 
behavior hierarchy. Journal of Personality and Social Psychology. Vol 54 (4), 
pp.638-646.  

Hurmerinta-Peltomäk, L. & Nummela, N. (2006). Mixed methods in IB research: a value-added 
perspective. Management International Review. Vol 46 (4), pp. 439-459. 

Hwang, J. & Griffiths, M. A. (2017). Share more, drive less: Millennials value 
perception and behavioral intent in using collaborative consumption services. 
Journal of Consumer Marketing. Vol 34 (2), pp.132-146.  

Johnson, K.K.P., Mun, J. M. & Chae, Y. (2016). Antecedents to internet use to 
collaboratively consume apparel. Journal of Fashion Marketing: An 
international Journal. Vol 19 (3), pp.258-273.  

Joy, A., Sherry, Jr, J. F., Venkatesh, A., Wang, F., & Chan, R. (2010). Fast Fashion, 
Sustainability, and the Ethical Appeal of Luxury Brands. Fashion Theory. Vol 16 
(3), pp. 273-296. 

Maxwell, D. & van der Vorst, R. (2003). Developing sustainable products and services. 
Journal of Cleaner Production. Vol 11 (8), pp. 883-895. 

Miles, M. & Huberman, M. (1994). Qualitative data analysis. California: Sage 
publications.  

Mont, O.K. (2002). Clarifying the concept of product-service system. Journal of 
Cleaner Production. Vol 10 (3), pp. 237-245. 

Patton, M. Q. (2015). Qualitative Research & Evaluation Methods. California: SAGE 
Publications. 

Pedersen, E. R. G. & Netter, S. (2015). Collaborative consumption: business model 
opportunities and barriers for fashion libraries. Journal of Fashion Marketing 
and Management. Vol 19 (3), pp.258-273.  



62	
	

Piscicelli, L., Cooper, T. & Fisher, T. (2015). The role of values in collaborative 
consumption: insights from a product-service system for lending and borrowing 
in the UK. Journal of Cleaner Production. Vol 97, pp. 21-29. 

Polsa, P. (2013). The crossover-dialog approach: The importance of multiple methods 
for international business. Journal of business research. Vol. 66, p. 288-297  

Saunders, M., Lewis, P. & Thornhill, A. (2016). Research Methods for Business 
Students. 7th ed. Essex: Pearson education limited. 

Spiggle, S. (1994). Analysis and Interpretation of Qualitative Data in Consumer 
Research. Journal of Consumer Research. Vol. 21 (3), pp. 491-503. 

Stål, H. & Jansson, J. (2017). Sustainable Consumption and Value Propositions: 
Exploring Product-Service System Practices Among Swedish Fashion Firms. 
Sustainable Development. Vol 25 (6), pp. 546-558 

Tukker, A. (2004). Eight types of product-service system: eight ways to sustainability? 
Experiences drom suspronet. Business Strategy and the Enviornment. Vol 13 
(4), pp. 246-260. 

Tukker, A. & Tischner, U. (2006). Product-services as a research field: past, present 
and future. Reflections from a decade of research. Journal of Cleaner 
Production. Vol 14, pp. 1552-1556. 

Voss, K. E., Sprangenberg, E. R., Grohmann B. (2003). Measuring the Hedonic and 
Utilitarian Dimension of Consumer Attitude. Journal of Marketing 
Research.Vol.40 (3), pp.310-320.  

Wallendorf & Belk. (1989). Assessing trustworthiness in naturalistic consumer 
research. Interpret consumer research, Elisabeth Hirschman, ed., Provo, UT: 
Association of consumer research, 69-84.  

Zeithaml, V. A. (1988). Quality, and Value: A Means-End Model and Synthesis of 
Evidence. Journal of Marketing. Vol 52 (3), pp.2-22.  

 

  



63	
	

APPENDIX 1 QUESTIONNAIRE  

  



64	
	

 

 



65	
	

 

 



66	
	

 

 



67	
	

 

 



68	
	

 

 



69	
	

 

 



70	
	

 

 



71	
	

 

 

 



72	
	

 



73	
	

 

 



74	
	

APPENDIX 2 DATA COLLECTION – INSTAGRAM 

 

 
The interaction statistics of the published message on Instagram profile @emmaranne  

  



75	
	

 

The interaction statistics of the published message on Instagram profile 

@nordicsunbeams  

 


