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ABSTRACT 

 
This study investigates how Collaborative Fashion Consumption (CFC) aligns with the 
United Nations' Sustainable Development Goals (SDGs) 12, which focuses on responsible 
consumption and production driven by the significance of sustainability. This study 
examines the current literature on CFC, emphasising the drivers, barriers, and future 
directions from both business and consumer perspectives. A thorough, comprehensive 
literature review was performed. Two hundred sixty-eight journal articles published 
between 2010 and 2023 were examined from Google Scholar, Scopus, and Web of Science 
for pertinent studies on CFC services, encompassing diverse global regions. Forty-six articles 
from journals about CFC services were examined for this conceptual study, with those 
aligned with the relevant keywords undergoing qualitative content analysis. The findings 
enhance comprehension of the factors that facilitate or hinder CFC from becoming a 
popular consumption method. The study analyses CFC's sustainability dimensions, 
addressing its environmental benefits and detrimental effects. The findings of this study can 
assist firms, governments, and institutions in formulating more effective strategies for 
advancing sustainability in the fashion sector. Comprehending the drivers and barriers of 
CFC and its potential sustainability advantages can expedite the adoption of future CFC 
business models. CFC is a novel notion in academic research, especially in a developing 
country like Bangladesh, that navigates the new consumption dimension in the fashion 
sector.  

 
Keywords:  Barriers, Collaborative Fashion Consumption (CFC), Drivers, Intentions, 
Sustainability  

  
1.  INTRODUCTION  
 

Under the framework of the Sustainable Development Goals (SDGs), the objectives pertaining to 
‘Responsible Consumption and Production’, ‘Clean Water and Sanitation’, and ‘Climate Action’ 
achieve significant levels of focus and scrutiny (Cai & Choi, 2020). Over the course of the last 
twenty years, there has been an almost twofold increase in both worldwide textile production 
and consumption (Shirvanimoghaddam et al., 2020). Furthermore, it is projected that the 
worldwide fashion industry will increase from $1.5 trillion in 2020 to around $2.25 trillion by 
2025 (Ikram, 2022). Consequently, the fashion sector is widely seen as a significant contributor 
to pollution due to the continuously increasing demand for Collaborative Fashion Consumption 
(CFC) (Woodside & Fine, 2019).   
 

Collaborative consumption refers to a transactional exchange that occurs between two people, as 
defined by Belk (2014). As shoppers become increasingly conscious of the environmental and 
ethical difficulties in the fashion industry, transitioning to new collaborative business models may 
emerge as an attractive alternative (Abutaleb et al., 2023; Becker-Leifhold & Iran, 2018).  
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Over the past years, numerous researches have been performed to explore various aspects of CFC 
and its impact on environment, sustainability, ethical consumption behaviour of consumers 
particularly in relation to the potential role of technological evolution in mitigating repercussions 
of the extravagance and promoting its intention to adopt.  
 
This systematic literature analysis intends to analyse the current status of CFC by critically 
examining and integrating the existing scholarly work. The goal is to suggest future study 
directions and address the fragmented nature of the literature in this field (Henninger et al., 
2021). This research endeavour will enable the scholars to investigate the methodology, settings, 
and theoretical frameworks employed in the studies pertaining to collaborative consumption 
service research conducted during the past years 2010-2023. The findings hold significance for 
both the academic community and the fashion industry, as the report presents empirical evidence 
that aligns with existing academic research while also emphasising the necessity for additional 
investigations into sustainable methods within the fashion sector.  In this study, we contribute to 
the existing body of knowledge on CFC by addressing the following research inquiries. The study 
addresses the following research questions:  
 
RQ1: How is CFC defined in the literature? 
RQ2: What research gaps have emerged in the methodological overview field of CFC in recent 
years? 
RQ3: In early research, what have been the drivers, barriers, and intentions for engaging in CFC? 
 

The subsequent sections of the paper are organised as follows. The next section elucidates the 
literature review, fundamental concept of CFC and its associated notions. Subsequently, the 
methodology part is offered, and ultimately, the study's findings are presented and debated. 
Further, the paper discusses the study’s limitations and future research opportunities based on 
the findings and conclusions.  
 
2. LITERATURE REVIEW  

 
The introduction highlights that collaborative consumption, defined as the act of sharing 
underutilised resources, has been a longstanding practice since ancient times (Belk, 2014). 
Specifically, the sharing of clothing among family members and close social circles (known as 
sharing-in) was prevalent before the industrial revolution. Although collaborative consumption 
is a well-recognised concept, there is still a lack of agreement on the exact meaning and extent of 
its coverage (Belk, 2014; Botsman & Rogers, 2010; Ertz et al., 2022; Henninger et al., 2019).  
Scholars have also debated the origins and emergence of collaborative consumption (Botsman & 
Rogers, 2010; Philip et al., 2019), as well as the various categorisations that can be applied to it 
(Ertz et al., 2016; Henninger et al., 2019; Philip et al., 2019). The concept of collaborative 
consumption, originally introduced by Felson and Spaeth (1978), is seen as a business model that 
necessitates the active involvement of both suppliers and obtainers in a novel self-service 
framework of independent co-creation (Ertz et al., 2016; Henninger et al., 2019). Collaborative 
consumption encompasses various forms of collaboration, including pure collaboration among 
peers, trading collaboration between businesses and end-consumers, and sourcing collaboration 
facilitated by a third party. Furthermore, there is ongoing discussion regarding the types of 
ownership that are encompassed within the concept of collaborative consumption (Armstrong et 
al., 2016; Petersen & Riisberg, 2017). This multifaceted nature of collaborative consumption 
contributes to the intricacy of its definition (Battle et al., 2018; Ertz et al., 2016; Mukendi & 
Henninger, 2020).  
 
Technology appears to play a significant role in collaborative consumption’s definition in the 
twenty-first century. The advancement of information and communication technology has 
further facilitated the exchange of products and services. These procedures have been expanded 
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to a degree that was previously inconceivable (Belk, 2014; Botsman & Rogers, 2010). This is 
because the expansion of the internet, which is accessible through smartphones, as well as 
globalisation in general, have opened up new ways for ‘obtainers’ to access idle capacities, 
whether through renting, trading, buying used goods, or donating (Botsman & Rogers, 2010; 
Hamari et al., 2016; Möhlmann et al., 2015; Mukendi & Henninger, 2020; Ranjbari et al., 2018). It 
is imperative to emphasise that the initial phases of collaborative consumption took place within 
the automobile and tourism sectors, with Iran and Schrader (2017); Netter and Pedersen (2019) 
being the ones to coin the term CFC.  
 
This article adheres to the definition of Iran and Schrader (2017) regarding the concept of CFC, 
which refers to a consumption pattern wherein consumers opt for accessing pre-existing 
garments rather than purchasing new fashion products. This can be achieved through various 
means such as gifting, swapping, or acquiring second-hand items, as well as through utilising 
fashion products owned by others through sharing, lending, renting, or leasing arrangements. 
Davlembayeva et al. (2020) present a comprehensive analysis of the sharing economy and its 
activities, illustrating a socio-economic continuum. This study effectively reconciles several 
perspectives by examining the contrasting viewpoints of social and economic consumption. While 
this analysis offers a fundamental framework for comprehending the various practices associated 
with collaborative consumption, it fails to capture the intricate nature of the fashion setting, 
including aspects such as ownership and monetary exchange.  
 
Various business models have been identified that could potentially make significant 
contributions to policy development (Abutaleb et al., 2023; Abutaleb et al., 2021; Amasawa et al., 
2023; Battle et al., 2018). The fashion sector continues to be recognised as one of the most 
environmentally harmful businesses, with the promotion of longer product lifecycles and proper 
disposal of trash from end-consumers being significant difficulties (Amasawa et al., 2020; Anwar, 
2022; Armstrong & Park, 2020; Bączyk et al., 2023). While several scholars’ express optimism 
and argue that CFC holds promise in promoting sustainable fashion consumption (Becker-
Leifhold & Iran, 2018; Berg et al., 2020; Chi et al., 2023), alternative viewpoints emphasise the 
potential rebound effects associated with CFC (Bączyk et al., 2023). The absence of agreement 
among scholars and researchers underscores the necessity to thoroughly analyse the current 
body of literature in order to identify connections between sustainability and alternative fashion 
consumption. The establishment of a clear definition for CFC has the potential to facilitate the 
incorporation of these practices into policy development, hence promoting dedication and 
adoption. In summary, technological advancements have expedited the CFC process, 
encompassing access-based consumption, lending, swapping, reselling, and renting to peers, in 
addition to trading cooperation between companies and end consumers. 
 
3. METHODS  
 
The process of doing a Systematic Literature Review (SLR) and analysis, as discussed by Koberg 
and Longoni (2019), involves a comprehensive examination and assessment of existing research 
that pertains to a certain subject or phenomenon of interest. This method, as described by 
Thorisdottir and Johannsdottir (2019), is a secondary study approach that aims to locate, 
evaluate, and interpret important scholarly works. The essential components of the process 
encompass many stages such as planning, executing the review, analysing the gathered 
information, and reporting the findings (Denyer & Tranfield, 2006; Karaosman et al., 2017). 
According to Yang et al. (2017), researchers benefit by highlighting a transparent and replicable 
methodology for the selection, analysis, and reporting of previously done research pertaining to 
a certain topic. Consistent with previous studies, this article provides a critical assessment of the 
existing body of research on collaborative consumption within the fashion industry (Athwal et 
al., 2019; Becker-Leifhold, 2018). Specifically, the focus is on CFC, as defined by Iran and Schrader 
(2017) and Iran et al. (2019). The aim of this evaluation is to identify the specific areas, 
methodologies, and subject matter that have been explored in relation to CFC. In this SLR process, 
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the following steps have been employed. Initially, the research questions were delineated. The 
primary objective of this study was to present a comprehensive analysis of the present 
understanding and the available collection of research on CFC.  
 
3.1 Data Collection and Selection  
 
Furthermore, search databases were chosen. The chosen timeline for this study spans from 2010 
to 2023. This time period was deemed appropriate due to the substantial volume of scholarly 
work that has been published on the issue throughout this period. Academic journal papers offer 
comprehensive and diverse information across various subjects, thereby supporting the 
attainment of research objectives. The process of peer-review guarantees a certain standard of 
quality. The initial sample of 268 articles was obtained by extracting published articles from 
reputable academic databases such as Google Scholar, Scopus, and Web of Science.  
 
In the third step, we employed five combinations of the initial search keywords with collaborative 
terms: (1) Collaborative Economy AND Sustainability OR Sharing Economy OR Circular Economy 
OR Collaborative Consumption; and (2) Collaborative Fashion Consumption AND Environment 
OR Sharing Economy OR Circular Economy OR Collaborative Consumption. The resultant 
investigations are presented in Table 1. The findings indicate that the correlation between 
‘sustainability’ or ‘environment and the keywords Collaborative Consumption (CC), Sharing 
Economy (SE), Circular Economy (CE), and CFC is notably prevalent. 
 

Table 1 Initial Search Result across Databases for the Keywords Under Study 
Keywords  Web of Science Scopus 
Collaborative Consumption AND (“Sustainability” OR “Sharing Economy” 
OR “Circular Economy” OR “Collaborative Economy”) 65 70 

Collaborative Fashion Consumption AND (“Environment” OR “Sharing 
Economy” OR “Circular Economy” OR “Collaborative Consumption”) 72 60 

                                                                                                                                      

3.2 Data Measures  
 

The practical screening criteria were implemented during the fourth step. The process of material 
selection yielded a total of 268 publications, which were subsequently compiled and organised 
into a comprehensive database. Out of the total, a sum of 60 articles were identified as 
duplications and promptly eliminated. While the concept of collaborative consumption has been 
largely studied in the tourism and automobile sectors, there has been a noticeable development 
of this concept within the fashion setting in 2004, which has since experienced a steady increase 
(Henninger et al., 2021). The initial investigation also allowed authors to categorise the 
publications as conceptual contributions or empirical ones; the latter can be further divided into 
quantitative and qualitative approaches. A thorough examination was conducted on the 
remaining 208 publications in accordance with the established research criteria, leading to the 
identification of 46 papers that were deemed suitable for inclusion in this study. Figure 1 shows 
the procedures used in the article review by Mohamed Shaffril et al. (2021).  
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Figure 1. Flow Chart of the Reviewing Process 

  

Besides, in Table 2, the study's inclusion and exclusion criteria encompassed the selection of 
solely peer-reviewed academic journal publications written exclusively in English. These criteria 
were chosen based on the belief that such sources are the most valuable and reliable (Saunders 
et al., 2015).  While the removal of non-English articles may be perceived as a constraint, perhaps 
introducing a geographical bias, it aligns with prior scholarly investigations (Athwal et al., 2019; 
Becker-Leifhold, 2018). Therefore, this study eliminated publications written in languages other 
than the target language, as well as book reviews and conference proceedings. In addition, 
scholarly articles that examined the concept of collaborative consumption but did not pertain to 
the fashion business were excluded from our literature review, as the primary focus of this study 
is on the fashion sector. Finally, the selected list comprised both conceptual and empirical 
investigations.  

Table 2 Summary of Sub-categories of Inclusion and Exclusion Criteria Descriptions 
Inclusion Exclusion 

I1 Peer-reviewed articles are studied in English 
language  

E1 Studies in which mixed collaborative 
consumption focused 

I2 Articles published in English language 
considered 

E2 Studies in which CFC differences are not 
explicitly focused but only refer to 

I3 Articles focused on empirical studies of CFC 
have considered  

E3 Studies in which inclusion criteria are not met 

I4 Articles published between 2010 and 2023 
considered 

E4 Removal of conference proceedings, book 
chapters, books, editorials, discussions, and 
irrelevant presentations in slide format 

                                                                                                                                                                                                                                                               

The reviewed sample of 46 publications consisted primarily of conceptual works, with the 
majority of empirical research originating from North American countries such as the United 
States and Canada (19 publications). In addition, within these publications a total of eight papers 
have been dedicated to the examination of cross-cultural studies, while three publications have 
employed mixed methodologies in their research. A global geographic overview of the locations 
examined for CFC is presented in Figure 2. 
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                                             Figure 2. Geographic Overview of the Regions Investigated 
                                                                  

 
4. RESULTS AND DISCUSSIONS  
 
4.1 Data Synthesis  

Table 3 presents a concise overview of the articles that have been evaluated.  Table 3 includes 
information on the publication year, country setting, theoretical framework, and methodology of 
the studies from peer-reviewed journals. The authors attempted to methodically assess the 
country context of each publication. Conversely, the country's viewpoint employs distinct 
marketing techniques to entice consumers to engage in CFC.  

 
Table 3 Summary of the Reviewed Articles 

Year Country 
Context 

Theoretical 
Framework 

Methodology 
(Sampling size, Sampling technique) 

References 

2012 France Quantitative n=103 female respondents; 
convenience sampling 

Cervellon et al. (2012) 

2014 USA, China Quantitative [TRA] USA, n=195; China, n= 262; survey Xu et al. (2014) 
2015 Sweden Qualitative Multi-case study Pedersen and Netter 

(2015) 
2015 New Zealand Qualitative [Interpretive 

perspective] 
n=28; open ended survey 

questionnaire, in-depth interviews 
McNeill and Moore 

(2015) 
2015 Finland Mixed methods [Product 

service system] 
n=52; focus groups Armstrong et al. (2015)  

2016 USA Quantitative [TBL] n=732; online survey questionnaire Park and Kim (2016a) 
2016 USA Quantitative [TRA] n=405; convenience sampling; survey Johnson et al. (2016) 
2016 USA, Finland Mixed methods n=101; 17 focus groups 

USA=9; Finland= 8 focus groups 
Armstrong et al. (2016) 

2016 Austria, 
Germany 

Quantitative n=355; online survey questionnaire Hartl et al. (2016) 

2016 USA Quantitative n=498; online survey Bucher et al. (2016) 
2016 USA Quantitative n=536; online survey Park and Kim (2016) 
2017 Germany Qualitative Review paper Iran and Schrader 

(2017) 
2017 Germany Quantitative n=350; panel study Roos and Hahn (2017) 
2017 Europe, USA Qualitative Purposive sampling Perlacia et al. (2017) 
2018 Finland Quantitative [Extended 

Theory of Planned 
Behaviour] 

n=976; mailed survey Lindblom and Lindblom 
(2018) 

2018 Germany Quantitative [TBP; 
Value-based theory] 

n=1009; online survey questionnaire Becker-Leifhold (2018) 
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Year Country 
Context 

Theoretical 
Framework 

Methodology 
(Sampling size, Sampling technique) 

References 

2018 USA Quantitative [ABC] n=452; purposive sampling; survey Lang (2018) 
2018 USA Quantitative [TPB and 

Personality Traits] 
n=435; purposive sampling Lang and Armstrong 

(2018)  
2018 Pakistan Quantitative n=350; mall intercept survey Razzaq et al. (2018) 
2019 USA Mixed Methods n=106; online survey 

n=36; phone interviews 
Park and Armstrong 

(2019) 
2019 Germany Quantitative [NAT] n=4591; online survey Joanes (2019) 
2019 USA Quantitative Study 1, n=14; study 2, n=11; study 3, 

n=223; study 4, n=425; and study 5, 
n=479; online survey 

Padmavathy et al. 
(2019) 

2019 UK, Finland, 
Germany 

Qualitative [Interpretive 
Approach] 

Interviews Henninger et al. (2019) 

2019 USA, China Quantitative USA, n=412; China, n=301; online 
survey questionnaire 

Lang et al. (2019) 

2019 Germany, 
Iran 

Quantitative [TPB, 
Hofstede’s National 

Culture] 

Germany, n=322; Iran, n=297 Iran et al. (2019) 

2019 USA Quantitative n=600; online survey Zaman et al. (2019) 
2020 South-Korea Quantitative n=180; web survey Won and Kim (2020) 
2020 USA Quantitative [TRA; 

Expectancy-Value 
Approach] 

Online survey questionnaire Lee and Chow (2020) 

2020 India Quantitative [SDT] n=232; mail intercept Jain and Mishra (2020) 
2020 USA Qualitative [Interpretive 

Approach] 
n=5,000; phone interviews Armstrong and Park 

(2020) 
2020 USA Quantitative n=303; online questionnaire survey Park et al. (2020) 
2020 USA Qualitative [VBN] n=350; online survey questionnaire Stringer et al. (2020) 
2020 USA Quantitative Female respondents; online 

questionnaire survey 
Miotto and Youn (2020) 

2021 USA Qualitative n=270; online survey questionnaire Baek and Oh (2021) 
2021 Europe, 

Asian and 
North 

America 

Quantitative n=669 Brandão and Costa 
(2021) 

2021 New Zealand Qualitative n=10; in-depth interviews Gyde and McNeil (2021) 
2021 India Quantitative n=568; survey questionnaire Shrivastava et al. (2021) 
2021 USA Quantitative n=181; online survey Kim and Jin (2021) 
2021 South- Korea Quantitative n=205; purposive sampling, online 

survey 
Lee et al. (2021) 

2021 UK Quantitative [ABC] n=128; online survey questionnaire Zhang et al. (2021) 
2022 USA Quantitative n=359; online survey questionnaire Ruan et al., (2022) 
2022 Poland Quantitative n=412; non-random sampling; online 

survey questionnaire 
Michalak et al. (2022) 

2023 Norway Mixed Methods 1st study, n=304; 2nd study, n=1001 
focus groups, n= 20; in depth 

interviews 

Guillen-Royo (2023) 

2023 China Quantitative n=292; convenience sampling, 
snowball approach 

Zhang et al. (2023) 

2023 USA Quantitative; TPB n=338; online survey questionnaire Chi et al. (2023) 
2023 Brazil Quantitative n=230; online survey questionnaire Campos et al. (2023) 

Note: USA=United States of America; TPB=Theory of Planned Behaviour                                                                                                                

Figure 3 depicts the chronological distribution of publications.  There has been a consistent rise 
in the quantity of publications over the years, particularly after 2012; hence, only articles 
published during 2023 were included in the analysis.  
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                                             Figure 3. Distribution of the Articles Over Time 
                                                                   

4.2 Data Demonstrations  

Ruan et al. (2022) provides a comprehensive understanding of consumer motives for 
participating in luxury and collaborative consumption through Luxury Fashion Renting (LFR). 
Furthermore, the study proposes several reasons for opting for alternatives to luxury 
consumption, such as engaging in second-hand consumption and purchasing premium 
counterfeits. The findings confirm the original factor structure of this study, comprising seven 
motivating factors of economic incentives, societal expectations, intelligent consumer behaviour, 
protection of self-image, pleasurable advantages, individuality, and environmental 
consciousness. This exemplifies the intricate and multifaceted character of customer motives for 
engaging in LFR. The motives of consumers to participate in LFR are strongly linked to their 
reasons for participating in both collaborative consumption and luxury spending. Michalak et al. 
(2022) revealed that online platforms for CFC were examined. The study's conclusions showed 
that the most important types of motivation were found to be utilitarian and economic ones. The 
social motives were shown to be the least significant determinant. Ecological motives were 
deemed a significant influence. In Shrivastava et al. (2021) study, the authors examine how micro-
celebrities impact the marketing of online fashion apparel rental and establishes the connection 
between social media platforms and circular fashion. Implementing circular fashion efforts is 
crucial in attaining fashion sustainability objectives by minimising waste. The criteria that 
strongly positively influenced customers' intentions to utilise online fashion rental services were 
affordable cost, style conformity, and product diversity (Lee et al., 2021).   
 
Baek and Oh (2021) study demonstrate that functional, economic, and emotional values exert a 
significant influence on attitudes, which subsequently affect the probability of selecting a specific 
course of action. Jain and Mishra (2020) findings suggest that social projection is the most 
influential factor in determining the likelihood of buying premium fashion products in the sharing 
economy. The study revealed that there was no substantial relationship between fashion 
participation and the intention to consume. Additionally, this relationship was determined to be 
negative. Financial advantages did not significantly correlate to shared luxury fashion purchases 
(Jain & Mishra, 2020). Besides, Won and Kim (2020) shows that consumers' hedonic and 
ecological motives have a positive correlation with good consumer views, even in the absence of 
utilitarian drive. Park et al. (2020) the experience of treasure seeking was identified as the 
primary determinant of high Treasure Seeking and Sensation-Seeking Behaviour (TSSB). 
Furthermore, it exhibited the highest level of predictive power and accuracy. Consumers' ethical 
concern for animal welfare, environmental issues, and worker welfare in the fashion industry is 
positively influenced by self-transcendence beliefs and openness to changing values (Stringer et 
al., 2020).   
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Zaman et al. (2019) consignment store consumers had higher levels of nostalgia proneness and 
fashion consciousness in comparison to thrift store shoppers. Online buyers exhibited greater 
levels of nostalgia proneness and fashion consciousness compared to thrift store customers. In 
contrast, thrift store consumers had the greatest degree of dematerialism. In a study, Razzaq et 
al. (2018) found that there is a negative relationship between hedonistic shopping ideals and 
sustainable fashion consumption. Moreover, this study established a favourable correlation 
between utilitarian purchasing values and sustainable fashion consumption. On the other hand, 
Becker-Leifhold (2018) egoistic values, such as the desire for status consumption, interpersonal 
influence, and fashion engagement, have been discovered to influence the intention to 
collaboratively consume (rent) garments. On the contrary, it has been observed that biospheric 
value and altruistic value orientations do not have any influence in this context.   
 

Table 4 Drivers of CFC  
Constructs Predictors References 

Hedonic 
Motivations 

Treasure hunting, originality, social contact and nostalgia 
Availability of rare items, excitement, fun, satisfaction, treasure 
hunting, nostalgia, and social interaction 

Guiot and Roux (2010); 
Becker-Leifhold and Iran 
(2018); Won and Kim (2020); 
Park et al. (2020)  

Economic 
Motivations 

Price orientation, bargaining power, and critical orientation 
Price sensitivity, perceived value 

Padmavathy et al. (2019); 
Brandão and Costa (2021); 
Baek and Oh (2021) 

Critical 
Motivations 

Distance from the consumption systems, ethics, and ecology 
 

Guiot and Roux (2010); Won 
and Kim (2020)  

Convenience 
Motivations 

Usefulness and ease of use 
Availability, product attributes and variety 

Padmavathy et al. (2019); 
Brandão and Costa (2021) 

Ideological 
Motivations 

Need to be unique, nostalgia, trust, and assurances 
 Padmavathy et al. (2019) 

Utilitarian 
Motivations Smart purchase behaviour, fair price, frugality and bargains Becker-Leifhold and Iran 

(2018); Won and Kim (2020)  

Biospheric 
Motivations 

Environment-friendly consumption, prevention of wasteful 
disposal and distance from the system 
Environmental apparel knowledge, skepticism 

Becker-Leifhold and Iran 
(2018); Brandão and Costa 
(2021)  

Consumer 
Orientations 

Frugality, style consciousness, ecological consciousness, 
dematerialism, nostalgia proneness, and fashion consciousness Zaman et al. (2019)  

Consumer 
Motivations 

Saving money, saving time, finding desirable product assortment, 
utility and no burden of ownership Park and Armstrong (2019) 

Extrinsic 
Motivations 

Economic benefits, social norm. smart shopping, ego defense 
Social motive, ecological motive, economic and utility motives 

Ruan et al. (2022); Michalak et 
al. (2022)  

Intrinsic 
Motivations Hedonic benefits, uniqueness, sustainability Ruan et al. (2022) 

Conscious 
Consumption 
Motivations 

Environmentally conscious consumption behaviour, socially 
conscious consumption behaviour, and responsible citisenship Park et al. (2020) 

 

Bucher et al. (2016) revealed that social-hedonic motives refer to the favourable emotional 
responses that are linked to the act of sharing. Specifically, hedonic reasons may pertain to the 
enjoyment and thrill obtained from engaging with unfamiliar individuals, playfully experimenting 
with different identities, or enhancing the usefulness of a possession through an unforeseen social 
aspect. Whereas, moral motives are the second most influential factor in shaping sharing 
attitudes. Similar to the act of sharing among close acquaintances, the act of sharing driven by 
moral considerations is based on selfless benevolence and the desire to assist others. Moral 
motives are related to the idea that sharing is a more sustainable and ecologically friendly option 
compared to ways of access that are focused on ownership (Bucher et al., 2016). Moreover, 
monetary remuneration might be seen as essential for fostering trust among anonymous 
individuals who engage in sharing products. However, relying solely on monetary reward may 
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not be enough to encourage sharing behaviour (Bucher et al., 2016). Table 4 shows the drivers of 
CFC.        
                                                                                                                            
4.3 Barriers of Collaborative Fashion Consumption (CFC) 

The previous research has revealed some issues that hinder consumer adoption of alternative 
fashion consumption (Becker-Leifhold & Iran, 2018).  These problems can be classified into four 
categories of hygiene/health concerns, lack of trust and knowledge, lack of ownership, and 
consumption patterns. When it comes to materials worn in close proximity to the skin, 
consumers' worries regarding hygiene are especially apparent (Armstrong et al., 2015; Catulli, 
2012). Armstrong et al. (2016) discovered that participants expressed apprehensions regarding 
the presence of insects and mites, the general cleanliness of the clothes, and the service provider's 
ability to provide adequate sanitation. These data support the argument made by Fisher et al. 
(2008) that the negative perception around second-hand clothing, even when it is utilised for 
redesign purposes, can further hinder the acceptance of CFC. Brandão and Costa (2021) 
demonstrated that the suggested obstacles offer an acceptable elucidation of the Theory of 
Planned Behaviour (TPB) structures and subsequently intention. Additionally, they shed light on 
which barriers have a more significant influence on the TPB constructs and on fostering intention 
towards Sustainable Fashion Consumption (SFC). Conversely, the risks associated with finances, 
performance, and social aspects of rental services had a negative effect on users' intentions the 
study findings of South-Korea demonstrate (Lee et al., 2021). Moreover, the presence of 
contamination issues influences the connections between values and attitudes, as well as 
attitudes and intentions (Baek & Oh, 2021). The results validated the negative effects of three 
perceived risks (financial risk, performance risk, psychological risk) and the positive effects of 
frugal purchasing on attitude towards and perceived pleasure of fashion rental (Jain & Mishra, 
2020; Lang, 2018).    
 

Table 5 Barriers of CFC  

 
Furthermore, a study specifically examined the factors that drive and hinder Chinese consumers 
from participating in clothing swaps for second-hand acquisition. The authors confirmed that the 
negative impacts of performance risk and social risk influence the willingness of Chinese 
consumers to exchange clothing items with their family or friends (Lang & Zhang, 2019). This 
study represents the inaugural endeavour to examine the correlations between purchasing 
values and perceived risks in relation to the inclination to engage in apparel swap activities 
among Chinese consumers. Besides, the previous research findings revealed that people need 
more trust in the supplier due to perceived difficulties in getting good value for the price. They 
also hesitate to spend money on ongoing expenses, save for renting, and participate in garment 
exchanges (Catulli, 2012; Rexfelt & Hiort af Ornäs, 2009). During a swap event, trust difficulties 
revolve around factors such as size, variability, quality, and the capacity to discover a suitable 
item for exchange (Armstrong et al., 2015). Moreover, customers may be deterred from 
purchasing CFC due to a lack of information regarding the provider's assurances and the handling 
of extraordinary cases, such as damages and customer liability. Individuals lack knowledge on 
how to handle circumstances where they develop emotional attachment to an object (Armstrong 
et al., 2015). The scarcity of instances of CFC across the sector presents a particular challenge for 
customers in envisioning its application (Armstrong et al., 2015). Table 5 shows the barriers of 
CFC.  

Construct Predictors References 
Factors 
negatively  
affecting 
intention 
towards CFC 

Hygiene health concerns; Lack of trust and 
information; Lack of ownership; 
Consumption habits; Materialism; 
Endowment effect; Perceived risks 
(financial, performance, psychological, 
social)  

Armstrong et al. (2015); Akbar et al. 
(2016); Catulli (2012); Becker-Leifhold 
and Iran (2018); Lang and Armstrong 
(2018); Lang (2018); Lang and Zhang 
(2019); Lee et al. (2021); Jain and Mishra 
(2020)  
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4.4   Collaborative Fashion Consumption (CFC) Pre-Phase- Intention/ Attitude  

This evaluation differentiates between articles that focus on the consumers’ intention or attitude 
towards CFC shows in Table 6. This distinction is important because it allows for a theoretical 
understanding of potential users who are not now engaged with CFC, and those who are currently 
engaged and focused on the phase of using and attaining CFC. Existing literature mostly focuses 
on the aim and consumers’ attitudes towards CFC, examining the accompanying drivers and 
barriers of CFC (Table 4 and Table 5). It is important to emphasise that the variables that can 
affect intention and attitude, whether positively or negatively, are subjective. This is because the 
variables depend on an individual's personality, way of life, sense of self, and consumption habits 
(Catulli et al., 2013). While younger customers are frequently associated with the secondhand 
movement because of the lower cost of clothing and the excitement of discovering hidden 
treasures, they do not necessarily view them as intriguing, valuable, distinctive, or of superior 
quality (Park et al., 2020; Won & Kim, 2020).   Chi et al. (2023) enhances the explanatory capacity 
of the suggested model for the intention of USA consumers to rent clothing. Consumers who 
choose clothing rental services are more likely to view them as a handy, cost-effective, and eco-
friendly alternative to traditional clothing consumption. Besides, findings from Brandão and 
Costa (2021) study indicate that having information about environmentally friendly clothing 
leads to more positive attitudes and a greater perception ease in adopting sustainable fashion 
consumption. Furthermore, this knowledge has the second strongest indirect impact on 
intention. The customers' behavioural intention to adopt the Online Sustainable Clothing Rental 
Platforms (OSCRP) signifies their increasing environmental consciousness and their expectation 
for garment makers and merchants to maintain social relevance (Shrivastava et al., 2021).   
 

In the association between customer benefits and usage intentions towards online Fashion Rental 
Services (FRS), service trust and consumer perceptions of financial and performance risks had 
significant mediating roles (Lee et al., 2021). Additionally, there was no association between the 
self-pleasing experience and the intention to consume (Jain & Mishra, 2020). Won and Kim (2020) 
found out that consumers’ attitude exhibits a favourable correlation with purchase intention 
within the fashion-sharing platform. The results of this study suggest that three important factors 
influence the intention to engage in CFC: attitude, perceived behavioural control, and social norms 
(Becker-Leifhold, 2018; Johnson et al., 2016; Lindblom & Lindblom, 2018; Won & Kim, 2020). 
Moreover, the results indicate that the parameters that affect the desire to participate in CFC 
differ between two cultures, and some factors show significant differences (Iran et al., 2019). 
Statistical analysis has confirmed that the perception of enjoyment and attitude positively 
influence the propensity to rent fashion products (Lang, 2018; Lang et al., 2019). Moreover, the 
detrimental effects of perceived performance risk and social risk on attitude were also confirmed. 
Furthermore, the findings demonstrated notable disparities between American and Chinese 
customers regarding their perception of hazards and enjoyment associated with fashion renting, 
as well as their attitude towards renting (Lang et al., 2019). According to authors Vehmas et al. 
(2018) and Abbes et al. (2020) accessibility and ease of use are important factors. Fast fashion is 
not just affordable but also a dominant force on the high street; therefore, in order for users to 
engage with CFC models, they need to be easily accessible. This phenomenon may also account 
for the higher prevalence of studies undertaken in urban areas compared to rural areas. While 
the internet has diminished temporal as well as spatial constraints to some extent, if customers 
experience excessive delays in obtaining clothing, they may choose readily available substitutes.  

Lang and Armstrong (2018) discovered a favourable correlation between fashion leadership and 
consumers' inclination to engage in apparel renting and exchanging. Materialism has a negative 
correlation with the inclination to engage in both garment renting and swapping. Therefore, the 
need for individuality is strongly correlated with the intention to engage in clothes exchanging, 
but it does not have any connection with garment rental (Lang & Armstrong, 2018).  Furthermore, 
the intention to engage in collaborative consumption is influenced by attitudes, perceived 
behavioural control, and previous sustainable behavioural. Furthermore, the correlation between 
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personality and the inclination to engage in collaborative consumption is influenced by attitudes, 
perceived behaviour control, and previous sustainable behaviour. Consequently, there is 
insufficient research on the developing country, such as Bangladesh, to determine if consumers 
from different country contexts hold similar attitudes and intentions towards CFC as those in the 
developing countries like India, and Pakistan.  

Table 6 Consumers’ Intention Towards CFC  
Construct Predictors References 
Intention 
towards 
CFC 

Perceived enjoyment; Social shopping value; Attitude; 
Subjective norm; Perceived behavioural control; Ease-of-use; 
Affordability; Fashion leadership; Nostalgia; Fashion 
involvement; Innovativeness; Sustainability knowledge 
seeking; Environmental involvement; Self-confidence; Need 
for uniqueness; Need for status; Frugality; Value 
consciousness; Environmental proneness; Previous 
sustainable behaviour  

Cervellon et al. (2012); Akbar et 
al. (2016); Hwang & Griffiths 
(2017); Becker-Leifhold and Iran 
(2018); Lang and Armstrong 
(2018); Lang et al. (2019); Lee 
and Chow (2020); Brandão and 
Costa (2021); Campos et al. 
(2023); Zhang et al. (2023)  

                                                                                                                             

This systematic assessment of the literature reveals that, despite the increasing amount of 
research on CFC, the idea is still scattered and undeveloped in some areas. The definition of CFC 
is still a significant matter, and it may potentially give rise to a controversy about standards, 
regarding which modes should be included and excluded (Henninger et al., 2021). Within the 
framework of developing nations, consumers are progressively recognising the need of 
environmental sustainability. CFC, which is frequently more affordable based on ownership level 
and mode of facilitation can become even more significant in the event of a lower income 
(Henninger et al., 2021). However, there is a potential downside to this, as it may lead to the 
stigmatisation of these consuming practices, creating the perception that CFC is only accessible 
to individuals in lower social classes. Nevertheless, CFC is currently undergoing development and 
progress in the fashion industry, embracing both the suppliers (C2C) and business models (B2C) 
sides. While individuals have been actively involved in traditional CFC practices for decades, 
previous research evidence has indicated their engagement in commercial activities. 
 
In relation to RQ1, the authors attempted to investigate the idea of CFC based on evidence from 
prior studies. Although Iran and Schrader (2017) provide a comprehensive explanation, a 
prominent question that has arisen in the literature is whether gifting may be classified as a form 
of CFC. Davlembayeva et al. (2020) provide a thorough examination of the sharing economy and 
its operations, demonstrating a socio-economic continuum. This study successfully resolves 
many perspectives by analysing the competing viewpoints of social and economic consumption. 
In addition, the authors provided a description of the previous research’s study methodological 
overview to identify the research gaps in previous research that pertain to the second research 
question (RQ2) of the current study. The authors incorporated the country context, theoretical 
framework, and research methodology (sampling size, and sampling procedure) of the study in 
the earlier investigations. 
 
In addition, the authors examined the factors that drive, hinder, and influence users' willingness 
to participate in CFC in RQ3. The authors emphasised the problems reported in the prior 
investigations, as presented in Tables 4, 5, and 6. The authors noted that the researchers classified 
the drivers of CFC into various categories, including hedonic motivations, economic motivations, 
critical motivations, convenience motivations, ideological motivations, utilitarian motivations, 
biospheric motivations, consumer orientations, extrinsic motivations, intrinsic motivations, and 
consumer-conscious consumption (Becker-Leifhold, 2018; Padmavathy et al., 2019; Park et al., 
2020; Won & Kim, 2020).  Furthermore, barriers to CFC include worries about hygiene, lack of 
trust and transparency, perceived risks, the endowment effect, lack of ownership, consumption 
patterns, and materialism (Akbar et al., 2016; Armstrong et al., 2016; Becker-Leifhold & Iran, 
2018; Lang & Armstrong, 2018; Lang & Zhang, 2019). Additionally, the authors have found several 
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factors that affect the users' inclination to participate in CFC. Perceive enjoyment, social shopping 
value, frugality, need for uniqueness, fashion involvement, fashion leadership, environmental 
knowledge, and others (Akbar et al., 2016; Brandão & Costa, 2021; Campos et al., 2023). In Table 
6, the authors showed the details of the references. Given that individuals have had sufficient time 
to reflect on their consumption patterns and actively seek out less detrimental alternatives, the 
CFCs may increase as a result of conscientious consumption (Brydges, 2021). Thus, consumers’ 
interest in CFC has been observed (Abutaleb et al., 2023; Amasawa et al., 2023; Jain & Mishra, 
2020), but reports also show that the lack of viable business models makes it a tough endeavour 
(Armstrong et al., 2015).   
 
To establish CFC as a widely accepted and adopted concept, it is crucial to ensure the accessibility 
of the supporting infrastructure. Although swap shops, rental platforms, and second-hand stores 
are available in many countries, their locations may not always be conveniently located 
(Henninger et al., 2019). The researchers presented recent evidence indicating that the evolving 
business models have been altering users' perceptions of CFC, particularly in developed countries 
(Baek & Oh, 2021; Brandão & Costa, 2021; Campos et al., 2023; Chi et al., 2023). The authors 
expect that by applying similar business model characteristics, it will be possible to comprehend 
the perspectives and real purchasing behaviour of people in developing nations. 
 
5. CONCLUSION AND LIMITATIONS 
 
In conclusion, this SLR is innovative because it not only clearly presented the current state of CFC 
in the literature, but also suggested multiple directions for future research. Different conflicts 
were identified in the area of CFC usage, particularly the main concern of formulating a 
comprehensive definition that incorporates all unique items and services offered within the 
fashion domain. In this work, the authors aim to provide a thorough summary of previous 
research on CFCs by providing the findings of a systematic evaluation of 46 articles published 
between 2010 and 2023. The results were provided in terms of several essential factors, including 
the country setting, frequently used keywords, theoretical framework, methodology, targeted 
respondents, sample size, motives, barriers, and intention of CFC, research questions, and future 
research directions.  By offering information on the essential areas of CFC and how it is being 
accepted globally, our primary goal in performing the analysis was to create a valuable and 
practical resource for upcoming academics. Our research indicates that several publications 
feature studies on CFCs, with contributions from various regions worldwide. Nonetheless, the 
predominant proportion of scholars in this particular domain hail from the United States of 
America, North America, Scandinavia, and Europe. There is still a lot of researcher involvement, 
refinement, and extensive expansion of CFC services. Hence, there are several prospects for 
researchers from different geographical areas to undertake studies of CFC adoption.  
 
This study utilised a SLR methodology to investigate various CFC methods. However, this strategy 
also possesses constraints, thereby necessitating additional investigation. In line with the review 
objectives, the authors conducted a literature search using terms related to collaborative 
consumption within the context of ‘apparel/textile/fashion industry’, ‘environmental 
sustainability’, ‘sustainable fashion consumption’, ‘circular economy’, ‘circular fashion’, ‘sharing 
economy’, ‘swapping’, ‘lending or borrowing’, ‘renting’, ‘reused’, ‘resale’ ‘second-hand’, ‘thrift-
shopping’, ‘exchanging’, ‘gifting’, ‘peer-to-peer’, ‘business-to-peer’.  However, the search did not 
include terms such as ‘CFC business models’, and ‘CFC actual behaviour’, which could have 
resulted in an inadvertent lapse of research. We conducted a literature search using a restricted 
number of bibliographic databases, specifically Google Scholar and Scopus, which are extensively 
used globally. The study's efficacy may not accurately reflect that of the evolved CFC in various 
situations. In Bangladesh, there are few well-established business models of CFC, but the ongoing 
CFC operations are having a transformative impact on the societal and economic environments. 
Consequently, this review did not contain advantageous and effective business models of CFC due 
to the poor quality of the relevant studies.  
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