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ABSTRACT
Along with other constituents of the sharing economy, fashion sharing services have the potential to make valuable contributions
towards sustainable consumption and production. However, there is a dearth of studies on the linkages amongst the prominent research
units of analysis and development of scholarship on fashion rental services. This study aims to map the evolution and structure of the
discourse on fashion rental services through bibliometric analysis and to identify the major challenges impeding the growth of fashion
rental services. A total of 133 papers have been analyzed through Biblioshiny and VOS viewer software to identify the prominent
contributors including authors, journals, institutions, and countries. Co-citation analysis, author collaboration network, and keyword
co-occurrence analysis have been undertaken. Thematic mapping indicates collaborative fashion consumption and fashion as motor
themes and sharing economy and clothing as basic themes. Sustainable consumption and sustainable fashion are emerging themes and
luxury fashion and fashion leadership are niche themes. A content analyis of the top highly cited papers in the domain indicate a lack of
awareness and trust amongst consumers, perceived risks, and inadequate infrastructure as challenges impeding the growth of fashion
rental services. The study lays down a roadmap for future research on fashion rental services and outlines a set of recommendations for
stakeholders. 
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INTRODUCTION 

The production of textiles emits 1.2 billion tons of green- 

house gas while three out of every five clothes produced 

are thrown into landfill every year (McKinsey & Company, 

2023). Fast fashion purchases are increasing but these items 

are used fewer number of times (Amasawa et al., 2023) and 

discarded improperly (Zamani et al., 2017). Some consum- 

ers are concerned about the economic, social and environ- 

mental impact of their consumption including issues such 

as climate change (Deloitte, 2024; Hamari et al., 2016). 

They are attempting to reduce the ecological impact of their 

consumption by purchasing goods or services based on the 

environmental effect and are even spending more to buy 

eco-friendly offerings (Deloitte, 2024). Others are refrain- 

ing from fast fashion and air travel, adopting a vegan diet, 

and buying e-vehicles (Deloitte, 2024). Some consumers are 

being attracted towards the sharing economy (Hamari et 

al., 2016). 

 

The sharing economy is of substantial economic and practi- 

cal significance to the environment, consumers, and society 

(Belk, 2014). People looking for sustainable consumption 

activities are of the view that collaborative consumption is 

a component of sustainable development (Jain & Mishra, 

2020). Collaborative consumption encourages the efficient 

usage of scarce resources by offering the opportunity to 

share them amongst consumers thereby eliminating the need 

for ownership, curtailing the production of assets (Palgan et 

al., 2017), and contributing to sustainable consumption and 

production (Boar et al., 2020). Also, it lessens the emission 

of harmful gases and waste, generates business and employ- 

ment opportunities for people, and improves their living 

standards (Boar et al., 2020). 

 

Schor (2014) classifies activities under the sharing economy 

into four types: recirculation of assets, enhanced use of du- 

rable goods, service exchange, and sharing of useful assets. 

The collaborative consumption of fashion products involves 

the recirculation of fashion offerings (Camacho-Otero et al., 

2019). The growth of firms such as Rent the Runway and 

Poshmark indicates the participation in the sharing econo- 

my by the fashion sector (Jain & Mishra, 2020). The shar- 

ing economy encompasses renting clothes, purchasing sec- 

ond-hand clothing, peer-to-peer lending, clothing libraries, 

and swapping to extend the service life of clothes (Amasawa 

et al., 2023; Becker-Leifhold & Iran, 2018; Westerberg & 

Martinez, 2023). The growing environmental concern of 

consumers is also increasing their proclivity towards sus- 

tainable fashion choices including fashion sharing (Forbes, 

2024). Some major fashion rental service providers reported 

a substantial surge in their revenues in 2023 (Forbes, 2024) 

and the global earnings of the apparel rental market are an- 

ticipated to rise to around USD 7.5 billion by 2026 (Statista 

Research Department, 2024). From USD 2,604.9 million in 

2025, the online clothing rental segment worldwide is ex- 

pected to increase by a CAGR of 9.5 % to USD 6,388.8 

million by the year 2035 (Future Market Insights, 2025). 

The demand for online clothing rentals service is anticipated 

to rise more amongst males than females from 2022 to 2032 

(Allied Market Research, 2023). Also, the segment of luxury 

fashion rentals is likely to grow by a CAGR of 11% during 

the decade ending 2031 (Indian Express, 2025). 

 

Fashion rental services are, however, still at a nascent stage 

in some regions of the world such as Africa, the Middle 

East, Latin America, and some Asian countries (Allied Mar- 

ket Research, 2023). Amongst the various segments of the 

sharing economy, there is limited research exploring the 

area of fashion sharing (Laudien et al., 2023). The present 

study aims at mapping and synthesizing the current state 

of understanding of the various constituents of the fashion 

rental services market. The study findings will inform on 

the performance and patterns amongst leading research con- 

tributors in the literature on fashion rental services. Further, 

the conceptual trends and themes in the extant research on 

the fashion rental services will indicate the current state of 

knowledge in the field and will be instrumental in drawing 

up directions for future research. The study will also pro- 

vide an outline of obstacles impeding the development of 

fashion rental services thereby offering avenues for further 

research that can make significant contributions to the dis- 

course on the subject. The insights drawn from the study 

form the basis of a set of recommendations for fashion rental 

businesses to support them in their endeavours to promote 

and sustain their services. The study also contributes to 

developing strategies that encourage consumers to make 

environment-friendly and affordable choices from a wide 

range of fashion products, including high-end options, with- 

out owning them (Lang et al., 2020; Laudien et al., 2023). 

Fashion rental services diminish the adverse consequences 

of consumption on the environment by increasing the usage 

frequency of fashion offerings (Amasawa et al., 2023) and 

reducing the production of new products thereby reducing 

resource consumption and consequent carbon emissions 

(Lang et al., 2020). Fashion rental services contribute to- 

wards the growth of the circular economy and a more sus- 

tainable planet. The suggestions will also help government 

and policymakers in devising appropriate strategies support- 

ing sustainability in the fashion sector. 

 

In the context of fashion rental services, studies have ex- 

amined the drivers impacting consumer adoption of ser- 

vices (Jain & Mishra, 2020; Lang et al., 2019; Lang & 

Armstrong, 2018a) and their influence on the environment 

(Iran & Schrader, 2017; Johnson & Plepys, 2021; Zamani 

et al., 2017). Some studies have conceptually reviewed the 

existing literature on collaborative fashion consumption 

(Becker-Leifhold & Iran, 2018; Park & Armstrong, 2017). 

However, the research examining the linkages amongst the 

prominent research units of analysis and development of 

scholarship on fashion rental services remains limited. This 

study aims to bridge this gap by answering the following 
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research questions: 

 

RQ1: How have the publications on fashion rental services 

evolved? 

 

RQ2: Which are the leading contributors including authors, 

publications, journals, institutions, countries, and references 

in the literature on fashion rental services? 

 

RQ3: What are the prominent themes in the research on 

fashion rental services? 

 

RQ4: What are the challenges facing the development of 

fashion rental services? 

 

RQ5: What are the future research avenues in the present 

domain of study? 

 

For achieving its purpose, the present study employs biblio- 

metric analysis and content analysis. Bibliometric analysis 

evaluates and outlines the intellectual, social, and conceptu- 

al structure of the research domain by examining the perfor- 

mance of and relationships amongst different units of anal- 

ysis such as documents, authors, and countries (Donthu et 

al., 2021). Performance mapping refers to the assessment of 

performance of units of analysis such as most impactful pub- 

lications and authors to determine their contributions to the 

research domain (Donthu et al., 2021; Zupic & Cater, 2015). 

Science mapping refers to the examination of relationships 

between units of analysis such as co-citation analysis and 

keyword co-occurrence analysis to present the structure and 

evolution of research domain (Donthu et al., 2021; Zupic & 

Cater, 2015). Content analysis is employed to understand 

latent concepts and constructs by drawing inferences from 

the qualitative secondary data for further analysis (Gaur & 

Kumar, 2018). It is a cost-effective, non-invasive and ana- 

lytically flexible approach (Duriau et al., 2007). 

 

2. LITERATURE REVIEW 

 
Consumers are considering fashion rental services more 

than other types of collaborative fashion consumption (Lang 

et al., 2019). Some well-known examples of fashion rentals 

are Rent the Runway, Gwynnie, Le Tote, and HURR (Lang 

& Zhang, 2024). The foundation of fashion rental services 

is based on the idea of access over ownership so it lacks the 

burden of owning a product (Lang et al., 2019). The firm 

owns the product and offers its access to consumers through 

an online platform or physical store for a fee for a certain 

period (Camacho-Otero et al., 2019). The repair, mainte- 

nance, and control over the product remains with the service 

provider firm whilst the consumer gets the usage rights for 

the fee (Becker-Leifhold, 2018). Further, Lang et al. (2019) 

state that internet and technological developments can 

make collaborative fashion consumption easily accessible 

to many consumers worldwide thus enabling their partici- 

pation in these services. Chi et al. (2023) posit that fashion 

rental services should be made simpler and more convenient 

to use for consumers to be confident about their usage of 

services to make them more effective. 

 

Several factors drive consumers’ usage of fashion rental ser- 

vices. Becker-Leifhold & Iran (2018) indicate that consum- 

ers with limited money or wanting to minimize expenditure 

on occasional fashion goods and are frugal or seeking bar- 

gains prefer using fashion rental services (Lang & Zhang, 

2024; Myin et al., 2023; Park & Armstrong, 2019). For some, 

the feeling of fun and excitement from enjoying the use of 

fashion products drives them towards these services (Lang 

et al., 2019; Ruan et al., 2022; Tao & Xu, 2020). Fashion 

rentals enable individuals to update their wardrobe regularly 

with trending fashion and multiple styles without owning 

new clothes while saving space (Noe & Hyun, 2024; Park 

& Armstrong, 2019; Westerberg & Martinez, 2023). Jain & 

Mishra (2020) and Mishra et al. (2021) posit the opportunity 

for social projection and past sustainable behaviour as pre- 

dictors of consumption of luxury fashion rentals. Perceived 

ease of use, style-related benefits (Pham et al., 2021; Tao & 

Xu, 2020), and reduced time involved in product return and 

refund (Park & Armstrong, 2019) are some other consumer 

motivations towards fashion rental services. Sustainability 

is another important driver towards the renting of everyday 

clothes (Bodenheimer et al., 2022; Ruan et al., 2022; West- 

erberg & Martinez, 2023). 

 

Westerberg & Martinez (2023) posit that fashion rentals are 

reshaping the fashion sector to form a circular fashion sector 

thus leading to sustainability. The sharing of fashion is a part 

of the circular business model as it provides consumers with 

access to trending fashion and luxury items without owning 

them (Lang & Zhang, 2024). This way less fashion prod- 

ucts will be manufactured and the existing ones will be op- 

timally utilised before disposal (Amasawa et al., 2023; Iran 

& Schrader, 2017). Chi et al. (2023) state that by reducing 

clothing waste and encouraging the reuse of clothes, the car- 

bon footprint of the fashion sector can be decreased. Iran & 

Schrader (2017) posit that collaborative fashion consump- 

tion increases the service life of clothes by increasing their 

use frequency through renting out. This helps to diminish 

the adverse impact of fashion rental services on the environ- 

ment (Monticelli & Costamagna, 2023). It helps in lowering 

excess consumption and reduces adverse effects on the en- 

vironment (Lang et al., 2019). Amasawa et al. (2023) posit 

that clothes having high fabric content and embodied carbon 

of fibers produce less greenhouse gases. Also, extending the 

lifetime wear of garments decreases the generation of these 

harmful gases. 

 

3. METHODOLOGY 

 
This study is based on bibliometric analysis conducted on 

documents collated according to PRISMA guidelines (Mo- 

her et al., 2009) (Figure 1) and further processed using the 

Biblioshiny tool of Bibliometrix R-package and VOS view- 
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er. On 24 September 2024, an advanced search was under- 

taken using the following search query in Scopus and Web 

of Science (WoS) for publications having the following 

words in their title and author keywords without a period 

filter: 

 

((“collaborative consumption” OR “sharing economy” OR 

“peer to peer”) AND (“cloth*” OR “fashion” OR “appar- 

el*”)) OR ((“fashion” OR “cloth*” OR “apparel”) AND 

(“rent*” OR “subscription’ OR “share*”)) OR (“collabora- 

tive fashion consumption”)) 

The records were restricted to include journal articles includ- 

ing early access and review papers in the English language 

only. This led to the listing of 299 publications from which 

114 were identified as duplicates and were removed. Fur- 

ther, a manual screening as suggested by Lim et al. (2024) 

resulted in the removal of 2 publications. The scrutiny of the 

remaining 183 papers informed that 50 publications were 

not related to the area of interest. Thus, 133 papers were 

finally included in the bibliometric analysis. 

 

 
 

Figure 1. Review Protocol Adapted From PRISMA Flow Diagram 
 

This study uses the Biblioshiny tool and VoS viewer to per- 

form bibliometric analysis (Aria & Cuccurullo, 2017; van 

Eck & Waltman, 2010). Biblioshiny informs on the trends 

pertaining to the thematic development and VoS viewer pro- 

vides understanding on the state of evolution of topic in the 

study field (Lim et al., 2024). Prior studies have also em- 

ployed both the software to conduct bibliometric analysis 

(Bamel et al., 2022; Bretas & Alon, 2021; Niknejad et al., 

2021). Further, a content analysis of 20 studies that have the 

highest total global citations was performed to identify the 

challenges impeding the growth of fashion rental services. 

 

4. RESULTS 

The presentation of the results of the bibliometric analysis 

begins with a description of publications’ trend followed 

by the most impactful contributors, author collaboration 

network, keyword co-occurrence analysis, and conceptual 

thematic mapping of studies on the fashion rental services. 

 

4.1. Annual Publications and Citations 

 

The present section indicates the annual output and the sum 

of citations per year of publications on fashion rental ser- 

vices (Figure 2). The first publication in this area is from 

Pedersen & Netter (2015). Subsequently, the publications 

continued to grow and reached the highest count in 2023 

(25). The sum of citations was 128 in 2015, followed by a 

trend of downswings and upswings reaching a maximum at 

773.95 in 2021. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Trend Of Publications And Citations 
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4.2 Most Impactful Contributors 

 

Table 1 presents the ten highly cited papers in the order of 

their local citations. It also indicates their impact based on 

local citations per year, global citations, and global citations 

per year. Global citations determine the number of citations 

that a publication receives from the whole database includ- 

ing other disciplines, whereas local citations consider the 

number of citations that a publication receives from 

the papers forming a part of the data under analysis (Agbo 

et al., 2021). Lang & Armstrong (2018a) is the most im- 

pacted publication in terms of local citations investigating 

the impact of personality traits on consumers’ adoption in- 

tention towards collaborative consumption through renting 

of clothes. Zamani et al. (2017), having the highest global 

citations, examine the impact of clothing libraries on the en- 

vironment. 

Table 1. Ten Highly Cited Publications 
 

Author(s) & Year Local Citations 

(LC) 

LC Per Year Global Citations (GC) GC Per Year 

Lang & Armstrong (2018) 27 3.86 142 20.29 

Iran & Schrader (2017) 25 3.13 88 11 

Park & Armstrong (2017) 20 2.5 80 10 

Becker-Leifhold & Iran (2018) 20 2.86 87 12.43 

Johnson (2016) 19 2.11 52 5.78 

Lee & Chow (2020) 19 3.8 97 19.4 

Lang et al. (2020) 17 3.4 43 8.6 

Zamani et al. (2017) 16 2 150 18.75 

Becker-Leifhold (2018) 16 2.29 87 12.43 

Lang et al. (2019) 16 2.67 40 6.67 
 

The top ten most impactful authors contributing to the liter- 

ature on fashion rental services are listed in Table 2. h_in- 

dex denotes that h number of research papers have at least 

h number of citations (Hirsch, 2005). g_index suggests that 

g number of most cited papers have at least g2 citations and 

m_index indicates h_index per number of years since the 

date of first research paper published (Dhiaf et al., 2021). 

Chunmin Lang has maximum papers, citations, h_index, 

g_index, and m_index. 

 

Table 2. Most Impactful Authors 
 

Author Publication 

Count 

Year of First 

Publication 

Total Citations h_index g_index m_index 

Chunmin Lang 8 2016 359 6 8 0.667 

Hyejune Park 6 2017 182 4 6 0.5 

Cosette Marie Joyner 

Armstrong 

5 2016 350 5 5 0.556 

Claudia E. Henninger 5 2019 130 4 5 0.667 

Samira Iran 4 2017 264 4 4 0.5 

Stacy H. Lee 4 2020 183 4 4 0.8 

Ting Chi 4 2021 44 3 4 0.75 

Sheetal Jain 4 2020 111 3 4 0.6 

Sita Mishra 3 2020 109 3 3 0.6 

Yingjiao Xu 3 2018 41 3 3 0.429 

 

Table 3 presents the most relevant journals, author-affili- 

ated institutions, and countries along with their number of 

publications. Sustainability has the highest number of pub- 

lications, followed by the Journal of Fashion Marketing and 

Management and the Journal of Cleaner Production. A sig- 

nificant contribution to the literature on fashion rental 

services has been made by the universities based in the 

USA. A large number of studies are from developed coun- 

tries such as the USA, the UK, Germany, Italy, and South 

Korea. 
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Table 3. Most Relevant Journals, Author-Affiliated Institutions, And Countries 
 

Sources Articles Affiliation Articles Country Articles 

Sustainability 23 Louisiana State University 9 USA 39 

Journal of Fashion Marketing 

and Management 

15 Louisiana State University 

System 

7 China 12 

Journal of Cleaner Production 9 North Carolina State Uni- 

versity 

7 United Kingdom 12 

International Journal of Fashion 

Design, Technology and Educa- 

tion 

6 Oklahoma State University 

System 

6 Germany 8 

Journal of Retailing and Con- 

sumer Services 

5 Hong Kong Polytechnic 

University 

5 India 8 

Transportation Research Part 

E-Logistics and Transportation 

Review 

4 University of Minnesota 

System 

4 Spain 4 

Business Strategy and The Envi- 

ronment 

3 University of Minnesota 

Twin Cities 

4 Sweden 4 

Fashion and Textiles 3 University of North Car- 

olina 

4 Belgium 3 

 

4.3. Co-citation Analysis 

 
Co-citation analysis intellectually examines the research 

subject depending on the frequency of occurrence of two 

papers together in another paper (Donthu et al., 2021). Each 

cluster points towards a research theme based on the relation 

between the content of cited papers (Zupic & Cater, 2015). 

A network of 38 cited references out of 6,855 references 

from 133 papers each having at least 10 citations is indi- 

cated in Figure 3. Cluster 1 (12 papers) examines the moti- 

vators and deterrents to the consumers’ adoption of fashion 

rental services (Becker-Leifhold & Iran, 2018; Lee & Chow, 

2020). Cluster 2 (11 papers) mainly focuses on consumer 

behaviour towards collaborative consumption in the context 

of various services (Bardhi & Eckhardt, 2012; Möhlmann, 

2015). Cluster 3 (10 papers) primarily pertains to prod- 

uct-service systems and fashion libraries (Tukker, 2004; 

Zamani et al., 2017). Armstrong et al. (2015) is the most 

significant study in the network based on citation count and 

total link strength. It investigates the perceptions of consum- 

ers about product-service systems for clothing. 

 

 

 

4.4. Co-authorship Network 

Figure 3. Co-Citation Map Of Papers 

rental services amongst 30 authors is indicated in Figure 4 

through Biblioshiny. Cluster 1 has four authors (Lang, C.; 
Co-authorship network determines the collaboration amongst 

authors authoring a research paper and presents the social 

network in the research area (Zupic & Cater, 2015). The 

network depicting the social structure in the area of fashion 

Armstrong, C. M. J.; Park, H.; Liu, C.) who have examined 

the factors driving consumers’ participation in collaborative 

consumption of and product service systems for clothes. 
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Cluster 2 consists of four authors (Mishra, S.; Jain, S.; 

Jain, K.; Jain, R.) who have mostly investigated the drivers 

of fashion rental services in the Indian context. Cluster 3 

has four authors (Becker-Leifhold, C.; Iran, S.; Brydges, 

T.; Henninger, C.) who have systematically reviewed the 

literature on collaborative fashion consumption. Cluster 4 

encompasses two authors (Lee, S.; Huang, R.) whose pa- 

pers have focused on consumer behaviour towards online 

fashion renting. Cluster 5 has two authors (McCoy, L.; Chi, 

T.) who have analysed collaborative consumption of appar- 

el from the perspective of sustainability. Cluster 6 has two 

authors (Kim, N.; Jin, B.) whose publications pertain to the 

contamination aspect of collaborative fashion consumption. 

 

 

 

Figure 4. Co-Authorship Map Of Authors 
 

4.5. Key Countries, Authors, and Keywords 

The associations amongst countries (left), authors (center), 

and author keywords (right) in the research on fashion rent- 

al services have been indicated in Figure 5. Around 9 out 

of 20 authors (Lang, Park, Chi, Armstrong, Lee, Wang, Xu, 

Lee, Huang) are from the USA whose proficiency pertains 

to ‘collaborative consumption’, ‘fashion renting’, ‘sharing 

economy’, ‘sustainability’, ‘collaborative fashion consump- 

tion’, ‘attitude’, ‘fashion renting’, ‘fashion leadership’, and 

‘access-based consumption’. Amongst the keywords, ‘col- 

laborative consumption’ (13 links) and ‘sharing economy’ 

(13 links) have been used the highest number of times, fol- 

lowed by ‘sustainability’ (8 links) and ‘swapping’ (6 links) 

in the literature on fashion rental services. 

 

 

Figure 5. Key Countries, Authors, And Keywords 
 

4.6. Keyword Co-occurrence Analysis 

Keyword co-occurrence analysis presents thematic asso- 

ciations amongst terms frequently co-occurring in the net- 

work (Donthu et al., 2021). Figure 6 indicates three clusters 

formed through 17 author keywords out of 416 keywords 

appearing at least six times. Cluster 1 has seven terms such 

as ‘circular economy’, ‘collaborative fashion consumption’, 

‘product-service system’, and ‘clothing rental services’ and 

mostly relates to the drivers of and barriers to the adoption 

of collaborative fashion consumption. 
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Cluster 2 includes five terms such as ‘collaborative con- 

sumption’, ‘luxury fashion’, and ’renting’ and focuses on 

collaborative consumption towards fashion products includ- 

ing swapping, renting, and consumption of second-hand 

clothing. Cluster 3 consists of five terms, namely, ‘sharing 

economy’, ‘fashion rental services’, and ‘sustainability’. It 

pertains to fashion rental services from the perspective of 

sustainability. ‘Sharing economy’ has the highest number 

of occurrences (37) and the number of links (15) and the 

strongest link with ‘collaborative consumption’ that has the 

second highest occurrences (53) and the highest total link 

strength (53). 

 

 
 

 

4.7. Conceptual Thematic Map 

Figure 6. Keyword Co-Occurrence Map 

al services. It includes systematic examinations of studies 

on collaborative fashion consumption (Henninger et al., 

A conceptual thematic map indicates themes in a research 

area formed according to the relationships amongst key- 

words and plotted based on their centrality (importance) 

and density (development) (Callon et al., 1991; Cobo et al., 

2011). Figure 7 presents eight clusters identified in the liter- 

ature on fashion rental services based on author keywords 

and developed using Biblioshiny. 

 

‘Collaborative fashion consumption’ and ‘fashion’ are the 

two motor themes. This suggests that collaborative con- 

sumption of fashion products is the essence of fashion rent- 

2021) and the motivators of (Khitous et al., 2022) and bar- 

riers to the use of product-service systems in the fashion 

sector (Lang, 2018; Lang et al., 2019). The papers related to 

‘fashion’ investigate the practice of clothes’ renting through 

practice theory (Ulrich et al., 2024), the adoption of collab- 

orative fashion consumption in renting mode (Jain et al., 

2022) and luxury fashion products of second-hand nature 

(Kim-Vick & Cho, 2024), and the consumer perceptions of 

fashion rental firm - Rent the Runway (McKinney & Shin, 

2016). 

 

 

Figure 7. Conceptual Thematic Map 
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Of the two basic themes, ‘sharing economy’ is the largest 

theme involving the examination of business models re- 

lated to fashion rentals (Holtström et al., 2019), swapping 

(Henninger et al., 2021), influence of fashion rentals on 

sustainability (Amasawa et al., 2023), drivers of consumer 

behaviour towards online renting (Lee & Chow, 2020), and 

the impact of Covid-19 on fashion renting services (Park & 

Lee, 2022). ‘Clothing’ is based on the environmental impact 

of clothing renting (Johnson & Plepys, 2021; Monticelli & 

Costamagna, 2023) and antecedents to the sharing of sec- 

ond-hand clothing (Camacho-Otero et al., 2019; Xu et al., 

2014). 

 

Amongst the two niche themes, ‘fashion leadership’ exam- 

ines the role of fashion leadership towards product-service 

systems for clothing (Lang & Armstrong, 2018b), the inten- 

tion to adopt fashion subscription retailing services (Tao & 

Xu, 2020), and online fashion rentals based on the theory of 

planned behaviour and technology acceptance model (Pham 

et al., 2021). ‘Luxury fashion’ identifies the determinants 

of luxury fashion consumption in the sharing economy and 

collaborative consumption on a rental basis through the ap- 

plication of the theory of reasoned action and self-determi- 

nation theory in the emerging economies of India (Jain & 

Mishra, 2020) and UAE (Mishra et al., 2021). 

 

Of the two emerging themes, having relevant papers pub- 

lished recently, ‘Sustainable fashion’ addresses issues about 

sustainable fashion through renting (Palomo-Domínguez et 

al., 2023; Savelli et al., 2024). ‘Sustainable consumption’ 

emphasizes sharing of clothes as a means to slow fashion 

(Costa et al., 2024). 

 

5. CHALLENGES FACING FASHION RENT 

AL SERVICES 

Various challenges impeding the growth of the business 

model of fashion rental services have been identified 

through a content analysis of the top 20 publications based 

on the highest global citations. 

 

Despite garnering interest in some quarters, the market for 

fashion rental services is still in a nascent stage. Many con- 

sumers are not familiar with how this business model oper- 

ates (Becker-Leifhold & Iran, 2018; Jain & Mishra, 2020; 

Lang & Armstrong, 2018a; Shrivastava et al., 2021). Often, 

they lack the knowledge about where to obtain clothes on 

rent and therefore are not able to partake of the fashion rent- 

al services (Becker-Leifhold, 2018). Some consumers be- 

lieve that they require much time to search for such rented 

products (Iran et al, 2019). Consumers lack awareness about 

the guarantees offered by the services (Becker-Leifhold & 

Iran, 2018). They also have concerns about penalties that 

they would be charged for treatment of damages by fashion 

rental services (Becker-Leifhold & Iran, 2018). 

 

Some consumers lack trust in fashion rental products, the 

service providers, and their services (Becker-Leifhold & 

Iran, 2018). Not only are rented fashion products available 

for use for a limited time but their offerings are second-hand 

in nature (Iran & Schrader, 2017). Consumers perceive 

certain risks related to the usage of fashion rental services. 

These pertain, in the main, to performance risk, physical 

risk, financial risk, and psychological risk. These perceived 

risks adversely impact their attitude towards and enjoyment 

of rented fashion products (Lang, 2018). Some consumers 

do not find the expenditures on fashion rental services worth 

the while for a short span of time and consider them to be 

a waste of money (Lang, 2018). Consumers are bothered 

about maintaining the rented products in good condition and 

the consequences to be borne by them in case of poor main- 

tenance or damages (Lang, 2018). Uncertainty about wheth- 

er the rented fashion products would suit them and doubts 

about delivery of services commensurate with the price paid 

influence perceptions towards fashion rentals (Lang, 2018). 

Thus, the reputation of the fashion rental service provider 

and the duration for which the provider has been running 

the business are some of the concerns of consumers related 

to fashion rental services (Becker-Leifhold & Iran, 2018). 

Concerns about the hygiene aspects of rented fashion prod- 

ucts such as clothing persist as these items are worn by other 

consumers close to their skin and there are apprehensions 

that, if not clean, they may transmit diseases (Becker-Leif- 

hold & Iran, 2018; Lang, 2018). Some consumers view these 

clothes as quite repulsive (Iran et al., 2019). Further, there is 

some perceived social stigma associated with the consump- 

tion of second-hand clothes (Shrivastava et al., 2021). The 

stigma could be due to cultural norms adversely influencing 

consumer attitude towards collaborative fashion consump- 

tion, for instance, the consumption of second-hand apparel 

denotes low economic status in Tehran (Iran et al., 2019). 

Consumers may not enjoy renting fashion products if they 

perceive that doing so diminishes their self-image, status, 

and personal style (Lang, 2018). Persuading individuals to 

share apparel with other individuals who are strangers needs 

a significant transformation in their behavioural patterns 

(Jain & Mishra, 2020). Lack of personal ownership of fash- 

ion apparel and difficulty in changing consumption habits to 

a new mode of consumption hinder sharing amongst con- 

sumers (Becker-Leifhold & Iran, 2018). 

 

Research indicates that some individual personality traits 

have a bearing on consumer behaviour with regard to par- 

ticipation in fashion rental services. A negative relationship 

has been suggested between materialism, that is, the desire 

to have more material possessions (Lang & Armstrong, 

2018a) and purchase of fashion rental services. Whereas 

fashion rentals promote the concept of sharing over owning, 

materialistic consumers strive to increase their material pos- 

sessions and avoid sharing apparel with others (Johnson et 

al., 2016; Lang & Armstrong, 2018a), as likely this may not 

provide them the same gratification. 

 

Fashion rental service providers also face certain challenges. 
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Amongst these is the need to create primary demand for the 

service concept (Becker-Leifhold & Iran, 2018). Service 

providers need to clearly communicate their value proposi- 

tion and to be able to resist competition from various inex- 

pensive fashion products (Becker-Leifhold & Iran, 2018). 

Many products are used once or twice so the challenge to 

increase their frequency of use continues to exist (Iran & 

Schrader, 2017). They also need to deal with the problems 

of inadequate infrastructure and reverse logistics supply 

chain (Becker-Leifhold & Iran, 2018). The lack of proper 

regulations impedes the growth of fashion rentals (Shrivas- 

tava et al., 2021). 

 

6. FUTURE RESEARCH DIRECTIONS AND 

MANAGERIAL IMPLICATIONS 

 
The study findings indicate several areas pertaining to fash- 

ion rental services that need further examination. Empirical 

research is required to further investigate the transition in 

consumer behaviour from owning to renting clothes (Ama- 

sawa et al., 2023). Experimental studies can be conducted 

to examine consumer responses to the strategies promot- 

ing collaborative fashion consumption (Becker-Leifhold, 

2018). A mixed-method approach examining consumers’ 

online reviews in combination with methods such as eth- 

nography, focus groups, and interviews can be undertaken 

for a deeper understanding of consumer experiences with 

fashion rental services (Camacho-Otero et al., 2019). 

 

The impact of consumer values on the use intention of con- 

sumers towards collaborative fashion consumption can be 

examined across demographics and cultural aspects (Beck- 

er-Leifhold, 2018). Cultural factors, psychosocial factors, 

and personality traits as antecedents of consumer adoption 

intention can be investigated (Camacho-Otero et al., 2019). 

Future research can examine the relationship between par- 

ticular occasions and consumer participation in collabora- 

tive fashion consumption (Lee & Chow, 2020). There is 

limited research examining service quality, customer sat- 

isfaction, and continuance usage intention in the context 

of fashion rental services. The attitudes and continuance 

behaviour of consumers towards fashion rental services 

can be investigated through longitudinal research (Lang & 

Armstrong, 2018a). Consumer perception towards fashion 

rental services can be examined across generational cohorts 

such as baby boomers vs. Generation Z. 

 

The motivators and barriers influencing consumer be- 

haviour towards fashion rental services can be compared for 

users and non-users (Lang et al., 2019) and amongst con- 

sumers in developing (Ulrich et al., 2024) and developed 

economies. Consumer perception towards fashion rental 

services can be examined based on the mode of access, that 

is, online vs. physical stores. Factors leading to consumer 

usage of fashion rental services can be contrasted based on 

the service provider such as Rent the Runway and Gwyn- 

nie, type of fashion product such as clothing, handbag, and 

shoes, type of clothing such as office wear, wedding wear, 

and sportswear. Consumer interaction with various types of 

garments such as designer labels and fashion forward pieces 

needs to be studied (Amasawa et al., 2023). Future studies 

can examine the rebound impact of consumption through 

fashion rental services on the purchase of other fashion 

products such as handbags and shoes (Johnson & Plepys, 

2021). Future research can explore fashion rental consump- 

tion from the perspective of service providers. 

 

The impact of the fashion rental services on the economy 

in general and its contribution to the circular economy in 

particular needs further study. Fashion rental services have 

created a new business model, generating job opportunities, 

new streams of revenues for fashion brands, need for tech- 

nology integration, requirement for innovations in inventory 

and supply chain management and service design. At the 

same time, these services lead to resource efficiency and re- 

duce production of fashion products. As this new business 

model evolves, its net impact on the economy needs to be 

studied. The contribution of the fashion sharing services to- 

wards the attainment of sustainable development goals can 

be explored. More empirical evidence on various aspects 

of fashion sharing from the perspective of sustainable con- 

sumption is required. The impact of the type of garments 

and product design offered through fashion rental services 

on environmental sustainability can be explored (Amasawa 

et al., 2023). Also, research can be conducted to examine 

various forms of fashion sharing such as P2P and B2C. Fu- 

ture studies can compare the contributions of fashion rental 

services with other sharing economy services such as ride 

sharing and accommodation sharing services towards the 

development of sharing economy. Also, a contrast can be 

drawn on the drivers of fashion sharing with other types of 

sharing services from the perspective of consumers, service 

providers, and platform operators using mixed methodolo- 

gy. 

 

Lack of awareness and trust amongst consumers, perceived 

risks, lack of ownership, and inadequate infrastructure and 

regulations are identified as some of the challenges being 

encountered by fashion rental services. The role of trust in 

influencing the usage intention towards fashion rental ser- 

vices needs further understanding. Further studies can ex- 

plore the factors impacting the formation of consumer trust 

towards service providers and platforms while considering 

various risks such as performance risk and psychological 

risk. Strategies to boost the idea of collaborative fashion 

consumption amongst consumers and overcome hindrances 

can be investigated (Becker-Leifhold & Iran, 2018). Inter- 

ventions to persuade materialistic consumers’ participation 

in fashion rental services can be examined using qualitative 

techniques. 

 

The benefits of fashion sharing need to be clearly communi- 

cated to consumers through appropriate strategies. Fashion 
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rental services can be promoted through online channels 

including social media influencers particularly focusing on 

fashion, lifestyle, and sustainability. The value proposition 

of fashion rental services should be clearly conveyed to 

consumers by emphasizing their benefits such as more and 

diverse variety, freedom from the responsibility of own- 

ership and repair using an “ownership-like” mode of con- 

sumption (Jain & Mishra, 2020), hedonistic experiences, 

and sustainability (Lang & Armstrong, 2018a). Consumer 

concerns can be dealt with by providing assurances about 

quality and hygiene and clear policy guidelines inform- 

ing consumers about the functioning of the fashion rental 

service business model, guarantees, maintenance require- 

ments, and damage-related obligations. Brand reputation 

will be an important factor in building consumer trust as it 

helps in assuaging their concerns and risk perceptions to- 

wards this new form of consumption. 

 

7. CONCLUSION 

Adding to previous studies involving systematic literature 

reviews (Becker-Leifhold & Iran, 2018; Henninger et al., 

2021) and empirical examinations (Bodenheimer et al., 

2022; Jain & Mishra, 2020) in the context of fashion shar- 

ing, the present study maps the evolution and structure of 

the discourse on fashion rental services through bibliomet- 

ric analysis and highlights new directions for future studies 

in this domain. This study provides a holistic view of the 

structure of the current state of research on fashion rental 

services including intellectual structure, social structure, 

and conceptual structure depicting the relationships be- 

tween research constituents and trends pertaining to the top- 

ic development. The study also identifies and underscores 

the challenges hindering the growth of these fashion rental 

services. It identifies eight themes prominent in the studies 

on fashion sharing. Collaborative fashion consumption and 

fashion are developed themes that are significant in the lit- 

erature on fashion rental services and are strongly linked to 

other themes as well. The sharing economy and clothing are 

not well developed yet very important to the present domain 

of research. Sustainable consumption and sustainable fash- 

ion are emerging themes that are little developed and can 

gain importance in the future through further examination. 

Fashion leadership and luxury fashion are niche themes of 

a peripheral nature that are already developed but weakly 

related to other topics. The present analysis thus highlights 

that a high proportion of extant research is focused on col- 

laborative fashion consumption and fashion. There is thus a 

need for enhancing the understanding in the domain by also 

focusing on the emerging areas of sustainable consumption 

and sustainable fashion. Further research is needed on the 

development of appropriate interventions to address chal- 

lenges such as lack of awareness and consumer trust, per- 

ceived risk, lack of ownership, and inadequate infrastructure 

and regulations, amongst others. 

 

Further, the implementation of suggested recommendations 

will encourage the growth of fashion sharing and its contri- 

bution to the overall sharing economy. Awareness genera- 

tion through effective communication, emphasis on value 

proposition, and implementation of necessary protocols and 

guidelines to manage consumer risks will lead to the growth 

of fashion sharing businesses and enhance their role in the 

sharing economy. It will also give impetus to the discourse 

in the public domain on emerging topics in relation to fash- 

ion sharing such as sustainable consumption and sustainable 

lifestyles. As individuals become familiar with the sharing 

of fashion products, they may also partake in the sharing of 

other products and services forming a part of the sharing 

economy such as homes and working spaces thereby con- 

tributing to creating a more sustainable planet. 
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