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ABSTRACT: The fashion industry has thus witnessed a drastic shift in consumer behaviour, with an accelerative shift
towards renting designer apparel than actually purchasing it. The given study, therefore, seeks to examine consumer
attitudes toward the renting of designer wear, analysing the key factors that sway their decisions, namely, affordable
pricing, sustainability, social trends, and convenience, through surveys that capture perspectives from varied consumer
demographics.

The findings suggest that affordable pricing and access to luxury brands actually put consumers in favour of rental
services with issues such as hygiene and limited customization options acting against the consumers. The study
strongly identifies social media and digital forums as avenues for promoting rental services while also propagating
environmental awareness as core to sustainable fashion practices.

Nevertheless, issues like a lack of awareness in the general public and limited providers for rental services do not allow
for mass acceptance. This research provides recommendations valuable to firms interested in taking up innovations to
enhance customer trust, service quality, and market penetration, thus taking a step forward within the discussions of
sustainable fashion and consumer behaviour.

KEYWORDS: Fashion rental, consumer behaviour, sustainable fashion, luxury clothing, digital fashion platforms,
environmental consciousness, rental services, affordability, social media influence, purchasing decisions.

L. INTRODUCTION

In the intervening decade, the international fashion business underwent a profund revolution as changing consumer
behaviour awakened unprecedented new and innovative business models. One such model emerging in the last few
years is the rental of designer clothing rather than its purchase. Whereas luxury fashion was thus far considered an
object of prestige and exclusivity in which ownership was the chief access, contemporary consumers, especially
millennials and Generation Z, are drawn more toward experiences than ownership, making the rental of designer wear
in rapid ascendancy.

The concept of renting designer clothes has picked up pace with online platforms and an evolving state of mind among
fashion-savvy consumers. Luxury rentals offer access to luxury brands at a fraction of the purchase price, allowing the
enjoyment of designer clothes without long-term investment. This model caters to the consumers wanting variety for
special events such as work functions and social gatherings.

Key Drivers of Fashion Rental Growth

e Affordability: Most end-throw fashion remains beyond the grasp of ordinary consumers. Renting avails
designer clothes at a fraction of ownership costs, especially favourable to young professionals, students, and
fashion lovers with tight budgets.

e  Sustainability: The fashion industry is among the more polluting industries on Earth. Rental fashion resonates
with the circular economy principles in which clothing is reused and not discarded after brief use, thus
attracting environmentally conscious customers.

e Technological: Online rental platforms have revolutionized accessibility, while mobile applications, Al, and
data-driven recommendations further enhance the customer experience through personalization.

e Social Media Influence: By embracing platforms like Instagram and TikTok, the clientele has become
increasingly aware of one-of-a-kind fashion pieces, often exploring rental services as this means becomes
affordable for them to stay current.
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Challenges for the Fashion Rental:

1. Hygiene Consistency: As opposed to traditional purchases, rented garments pass through many hands, raising
concerns for cleanliness. Candidness regarding cleaning would build trust.

2. Respect for Ownership: Correspondingly, to many customers, purchasing designer fashion is the ownership of
a luxury item that carries investment or sentimental value. In customer psychology, the emotional attachment
to ownership is deeply rooted.

3. Operational Difficulties: Availability, fitting-related issues, and delivery considerations determine the level of
satisfaction presented to consumers. In retail purchases, a buyer is able actually to see and try the object before
committing to purchase thereof. Stats, on the contrary, require precise information on size and uncomplicated
return policies to ensure maximum comfort for their prospective customers.

4. Demographic and Cultural Differences: Urban consumers, who are comparatively more exposed to fashion-
rental concepts, would find themselves at odds with similar consumers from smaller towns or conservative
societies that would prefer traditional retail.

The study will investigate consumer sentiment, motivation, and barriers to designer outfit rental, offering some
direction for the companies to enhance their services in making the fashion industry more sustainable and inclusive.

II. LITERATURE REVIEW

1.Béickstrom, K., & Johansson, U. (2006). Creating and consuming experiences in retail store environments:
Comparing retailer and consumer perspectives.

This article investigates the substance of arguments about an experience-oriented economy and experience-seeking
consumption in retailing. The results point out that retailers’ use ever more advanced techniques in order to create
compelling in-store experiences to their consumers. In contrast, the depiction given by consumers reveals that their in-
store experiences to a large extent are constituted by traditional values such as the behaviour of the personnel, a
satisfactory selection of products and a layout that facilitates the store visit.

2. Brengman, M., & Willems, K. (2009). Determinants of fashion store personality: a consumer perspective.

The purpose of this paper is to identify the main determinants of fashion store personality, as perceived by the shopper.
It aims to discover factors that are responsible for specific store personality trait perceptions in order to understand how
these humanlike personality traits are induced in a retailing context.

3. Westerberg, C., & Martinez, L. F. (2023). Young German consumers’ perspectives of rental fashion platforms.

This study aims to explore young German consumer perspectives of rental fashion platforms by studying their
perceived benefits, potential barriers as well as preferred clothing categories to rent from. This “new” kind of shopping
has not yet found great success among young German adults, although there is a substantial margin of growth for this
generation.

4. Ta, A. H., Aarikka-Stenroos, L., & Litovuo, L. (2022). Customer experience in circular economy: Experiential
dimensions among consumers of reused and recycled clothes.

The study explores how consumers experience reused and recycled clothing within the circular economy (CE). Using a
qualitative interview approach, it maps customer experiences across five dimensions—sensory, affective, behavioural,
cognitive, and social. Findings highlight factors like scent, emotions (pride/shame), decision-making changes,
learning/unlearning, and social validation. The research enhances understanding of customer motivations in adopting
CE products.

5. Hemalatha, K., Chandramathy, I., Shanthi Priya, R., & Amardeep, M. D. (2022). Effects of lighting conditions
on user preferences in retail apparel stores, within the cultural context of India.

This study examines the effects of correlated colour temperature (CCT) and illuminance on spatial impressions and
user preferences in Indian mid-range retail stores. Using computer-based simulations, it found that specific lighting
conditions enhance consumer experience and influence store ambiance. The findings emphasize the need for further
research across Indian states to develop culturally relevant lighting guidelines for retail spaces.

6. Fani, V., Pirola, F., Bindi, B., Bandinelli, R., & Pezzotta, G. (2022). Design product-service systems by using a
hybrid approach: the fashion renting business model.

Sustainability is a major challenge, especially in the fashion industry, due to resource consumption and pollution. This
study explores a hybrid approach using agent-based modelling (ABM) to analyse customer behaviour and discrete
event simulation (DES) to model fashion rental processes. By identifying motivators and barriers, it helps fashion
companies design rental business models before implementation, bridging a literature gap on integrated fashion rental
modelling.
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7. Li, L. H., Cheung, K. S., & Tse, W. S. (2023). Understanding the shoppers’ perception in retail shopping malls: A
self-determination theory perspective.

With the evolving retail landscape, particularly in the U.S., changing technologies and ‘de-malling’ trends necessitate a
reassessment of shopper typologies and patronage motives. Using a mall intercept survey of 297 shoppers in Hong
Kong, the study employed principal components and cluster analyses to classify shoppers based on perceived channels.
Grounded in self-determination theory, it profiled shopper types based on competence, relatedness, and autonomy. The
findings aid strategic retail planning, emphasizing a customer-centric approach, with future research needed on other
retail formats.

8. Guzzetti, A., Crespi, R., & Belvedere, V. (2021). “Please don't buy!”: Consumers attitude to alternative luxury
consumption.

Collaborative luxury consumption is driven both by product-related and experience-related motivations. The present
study investigates the underlying factors that drive consumers to acquire and rent vintage and second-hand luxury
products, applying a framework based on product-related and experience-related motivations. Findings reveal how
vintage and second-hand are nurtured by anti-consumption tendencies and recreational motives, while luxury renting is
more driven by utilitarian reasons.

9. Hinojo, P., Suarez, D., & Garcia-Mariiioso, B. (2022). Drivers of Consumer Participation in Online Second-Hand
Transactions. Sustainability, 14(7), 4318.

This study examines the factors influencing consumers' decisions to purchase second-hand goods online, using a logit
model on 6,705 Spanish internet users. Findings suggest that younger males with children, frequent internet users,
employed individuals, and those in price-conscious or environmentally aware households are more likely to engage in
second-hand transactions. Limited local store availability and car ownership also boost online demand.

10. Lichy, J., Ryding, D., Rudawska, E., & Vignali, G. (2023). Resale as sustainable social innovation: understanding
shifts in consumer decision-making and shopping orientations for high-end second-hand clothing.

This study applies sustainable social innovation theory and the Consumer Styles Inventory (CSI) to analyse second-
hand clothing consumption in Russia. The resale market, a key aspect of sustainable decision-making and socially
responsible marketing, drives business model innovation (BMi) in retail. Expected to surpass fast fashion in volume by
2030, second-hand clothing presents cost-effective and eco-friendly opportunities, though it remains underexplored in
fashion research.

Research Objectives

e To assess consumer awareness and experience on renting designer outlets; thereby establishing the extent to
which these services are known and put to use.

e To identify the key motivating factors inciting choice to rent designer outfit among consumers who see fashion
flexibility, affordability, and opportunities to access premium brands.

e Analyse consumer worries and barriers that hinder adoption of designer rental services, including hygiene,
damage fees, and limited options.

e To assess possible future intentions and recommendations by examining whether consumers are likely to
continue or start using rental services and whether they would recommend them.

e To provide actionable insights and recommendations for improving the designer rental services towards
greater consumer satisfaction and tackle important pain points.

III. RESEARCH METHODOLOGY

This study's area of inquiry is consumer behaviour towards rental of designer outfits, and it adopts a quantitative
research design that seeks to ensure objective measurable data relevant to spot patterns in the target population.
Data CollectionTechniques
The main two techniques: the research combines primary data-acquired through online questionnaires-with secondary
data acquired through literature review, industry reports, and market analysis.
Primary Data Collection
First-hand consumer opinion was garnered via online questionnaires administered using Google Forms, thus providing:
e  Accessibility: Reaching large demographics with minimum expenditure.
o Efficiency: It allows timely completion of surveys by the respondents.
o Ease of Analysis: Automated processing of the data is facilitated.
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Questionnaire Design

The survey encompassed a combination of open-and closed-ended questions covering:
e  Consumer awareness of fashion rental services

Motivation for choosing rentals

Spending habits with the frequency of rentals

Concerns regarding rental services

Satisfaction with the services currently available

IV. TARGET POPULATION AND SAMPLING

Target Population: Individuals aged 18-45 who would be either potential or current users of fashion rental services.
Sample Size: 102 respondents.
Type of Sampling: Convenience sampling, which is easy in getting, less cost and speed in data collection.
Snowball Sampling: Propagating respondents to share the survey within their networks.
Data Analysis methods
The responses were analysed by:

e Correlation Analysis: Properties of awareness, willingness to rent and cost factors.

e Regression Analysis: Impact of rental cost, brand access and convenience on taking up.

e  Chi-Square Test: To test association between variables demographic and rental preference.

Findings

Demographic Overview

Age group distribution:
e 18-25 years: 45% (46 respondents)
o 36-45 years: 42% (43 respondents)
e 26-35 years: 10% (10 respondents)
e Above 45 years: 2% (2 respondents)
e Below 18 years: 1% (1 respondent)

Gender Composition:

Female: 66% (67 respondents)

Male: 34% (35 respondents)

V. AWARENESS AND EXPERIENCE

Awareness with Designer Outfit Rentals:

e 50% (51 participants) - aware of designer outfit rental services.

e 50% (51 participants) - not aware of designer outfit rentals - placing emphasis on increasing awareness.
Experience on Renting:
* 35% (36 participants) borrowed designer outfits previously.
* 64% (65 participants) haven't borrowed yet-the potential is still massive.
Reasons to Rent Designer Clothes

e Variety of Choices & Fashion Experimentation (54%): Most enjoy experimenting with new styles without any
commitment.
Cost-effective (22%): Affordable luxury fashions can sweeten the deal through renting.
Access to the Premium Brands (12%): Living beyond means to wear high-end labels.
Event-Specific Temporary Use (8%): The use of designer wear for particular events prompts short-term need.
Sustainability/Eco-friendliness (4%): To recycle patterns that consumers do by renting their clothes, hence
reducing wastes in fashion.
Challenges associated with Renting Designer Clothes:

e Limited Options (37%): The styles, the size, and the inventory as a whole restrict the availability of options.

e Damage Fees (19%): Prospective customers are discouraged from trying it out by the fear of incurring extra

charges.
e  Return Process Discomfort (16%): Complicated return process becomes friction.
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e Health and Hygiene Issues (10%): Hygiene and cleanly aspects of the clothes that have been worn are of
concern.

e Limited Customization (9%): Limited options for alterations keep the perfect fit seekers away.

e  Cost of Renting (6%): For some, rental costs are too high in relation to the value perceived.

VI. FUTURE INTENT AND RECOMMENDATIONS

Future Intent to Rent:
e Yes: 69% (71 respondents) express strong intent to rent in future.
e Maybe: 17% (17 respondents) would consider it under specific conditions.
e No: 14% (14 respondents) would not rent.
Recommendation to Others:
e Yes: 63% (64 respondents) would recommend rental services.
e  Maybe: 12% (12 respondents) would recommend under improved services.
e No: 25% (26 respondents) would not recommend.
5. Statistical Analysis Results
The correlation analysis:
e Positive correlation (r = 0.68) between awareness of rental services and willingness to rent in future
e  Moderate correlation (r = 0.52) between perceived cost-effectiveness and preference for rentals
Regression analysis:
e Rental cost and convenience significantly impact (p < 0.05) consumer willingness to rent
e Brand access was not statistically significant
Chi-square tests:
e Significant association between age group and rental preference (¥* = 10.45, p < 0.05), with younger
consumers more inclined toward rentals
e  Gender was not significantly associated with rental preference

Recommendations
1.Increase Awareness:
e Implement targeted marketing campaigns to highlight rental benefits.
e Engage influencers to exhibit real-life rental experiences.
2.Taking on the Major Concerns:
e Hygiene: Set up and communicate strong sanitize protocols.
o Limited Choices: Keep the inventory up-to-date regularly by varying styles and inclusive sizing.
3.Damage Charges:
e Provide flexible insurance or damage waivers.
e Enhancing the Rental Experience:
e  Make the return easy to get rid of customer friction.
e Provide customer service and support through various ways.
4.Pricing and Value:
e Develop competitive tiered pricing models for various segments.
e Implement loyalty programs to encourage repeated rentals.
5.Customization and Personalization:
e  Offer limited options for alterations to fit better.
e Provide virtual styling services and fit guidance.
6.Consumer Education:
e Communicate the environmental benefits to lure eco-conscious ones.
e  Share success stories and testimonials to build trust.

IJMRSET © 2025 |  AnISO 9001:2008 Certified Journal | 4664




©2025 IJMRSET | Volume 8, Issue 4, April 2025| DOI: 10.15680/IJMRSET.2025.0804087

IBOANHYELYEPARE | www.ijmrset.com | Impact Factor: 8.206] ESTD Year: 2018|

3 C%Z . e e s me .
Xl -;3:? International Journal of Multidisciplinary Research in
A ;-:@g’ Science, Engineering and Technology (IJMRSET)
IMHSE (A Monthly, Peer Reviewed, Refereed, Scholarly Indexed, Open Access Journal)

VII. CONCLUSION

This research has observed the shift in the fashion consumption domain with the perception of renting designer wear as
an alternative to owning one. Quite significantly, financial considerations, sustainability, and the ever-developing
digital ecosystem enabling rental services have become forces shaping consumer behaviour.

The affordability factor plays a significant role with consumers appreciating luxury fashion experience without any
considerable burden on themselves. Sustainability appeals to the global efforts toward reducing fashion waste and
incentivizing the circular economy. Marketing communication through social networks and modern digital platforms
influences perceptions greatly, with influencer campaigns and paid-for targeted advertisements driving the topic into
the mainstream.

However, some barriers still remain. Hygiene concerns, limited designs, and logistical barriers restrict wider
acceptance. This shows that hygiene practices must be transparent, logistics need to be streamlined, and diversify better
in inventory.

Consumer preferences tilt toward short-term ownership and variety, thus giving significance to the flexibility of rental
models such as subscription, one-time rentals, and event-based packages. Enhanced experiences through personalized
recommendations and seamless transactions can be enabled through the leverage of Al and data analytics.

While rental models have many advantages, the growth of this sector will depend on regulatory structures, changing
perceptions, and the involvement of brands. Several luxury brands have begun rental partnerships, indicating larger
trends within the industry. For growth to be long-lasting, the stakeholders must come together to agree on standards that
will guarantee quality, affordability, and accessibility.

Positioning rental fashion as environmentally responsible appeals to concerned consumers seeking sustainable
alternatives to fast fashion. Environmental education will be essential in changing attitudes and accelerating adoption.
Ethically-sourced and waste-conscious companies will fare well with mindful consumers.

Limitations of this study include sample size constraints and regional preferences. Future research would benefit from
cross-cultural comparisons and longitudinal analysis to get at the global behaviour and long-term viability of rental
models.

With changing consumer choices, enhancement of technology, and sustainable practices in mind, the rental fashion
industry stands in readiness for explosive growth. Wearing a customer-centered approach within this framework will
mean success for the businesses. As fashion rental becomes a mainstream trend, the industry must address existing
challenges and further increase accessibility and build the trust of consumers.
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