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ABSTRACT
This dissertation investigates the phenomenon of consumption switching from buying to renting apparel through the lens of the Push-Pull-Mooring (PPM) framework. Four research questions (RQs) guide this inquiry: 
RQ1. What are the key push factors associated with negative apparel purchasing experiences that influence switching intention from buying to renting apparel? 
RQ2. What are the key pull factors associated with underlying motivation for apparel renting that influence switching intention from buying to renting apparel? 
RQ3. What are the key mooring factors associated with both underlying motivation for apparel renting and negative apparel purchasing experiences that influence switching intention from buying to renting apparel? 
RQ4. How are the push, pull, and mooring factors associated with switching intentions from buying to renting apparel?
Study 1 addresses RQs 1-3 by exploring online consumer discussions using big data analytics. This study uncovers four push factors (low quality, frustration, dissatisfaction, and overconsumption guilt) regarding apparel buying, four pull factors (hedonic benefits, financial benefits, product variety, and substitutive value) related to renting apparel, and two mooring factors (environmental concerns and mindful consumption) associated with consumers’ personal traits regarding switching from buying to renting.
Building on Study 1’s findings, Study 2 addresses RQ 4 through a survey design. Switching cost is added as another mooring factor based on the PPM framework literature; switching intention to renting from buying for apparel is examined as the dependent variable. A total of 482 responses were analyzed using Set-Exploratory Structural Equation Modeling (Set-ESEM) to test the seventeen hypotheses. The results indicate that overconsumption guilt from apparel purchasing, hedonic benefits, financial benefits, substitutive value of apparel renting, and consumers’ mindful consumption significantly enhance their switching intention while switching costs exert a negative effect on switching intention. Furthermore, environmental concerns and mindful consumption, but not switching costs, are shown to have moderating effects on the research model.
This dissertation makes meaningful theoretical contributions to the apparel consumption literature by explaining consumer switching from buying to renting based on the PPM framework. It offers practical implications for apparel rental businesses as to how push, pull, and mooring forces can be leveraged to attract consumers.
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Introduction and General Information
Chapter ONE introduces the emerging phenomenon of consumers switching from buying to renting apparel. It reviews existing literature on apparel consumption modes, highlighting existing gaps in understanding this transition. To address these gaps, the chapter outlines the purpose of the study through four main research questions grounded in the Push-Pull-Mooring (PPM) framework. Finally, it defines key terms and presents a synopsis of the dissertation structure.
[bookmark: _Toc200387213]1.1 Overview
From music and movies to homes and automobiles, the traditional notion of consumption has undergone a fundamental shift from owning to accessing (renting) in response to evolving consumer preferences and societal changes (Bardhi & Eckhardt, 2012, 2017). Music enthusiasts may purchase physical albums while simultaneously using streaming services for everyday listening (Datta et al., 2018). A similar transformation occurs in the fashion industry, where apparel businesses integrate rental services alongside traditional sales models. For instance, consumers, particularly those engaging in fashion-centric professions or those seeking variety in their wardrobes, not only purchase clothes but also subscribe to fashion rental services to access a diverse array of styles without the financial and environmental burdens of ownership (Rosenberg et al., 2023). With the growing demand for this access-based fashion shopping option, the global online fashion rental market is projected to grow significantly, adding USD 1.16 billion in value from 2025 to 2029, with a compound annual growth rate (CAGR) of 7.1% (Yahoo Finance, 2024). Nuuly, one of the leading fashion rental platforms, has amassed a subscriber base exceeding 300,000 in 2024 (Parisi, 2024). This emerging business model signifies a broader redefinition of apparel consumption, embracing not only buying clothes but also renting them.
Apparel renting is a form of access-based consumption in which market transactions occur without transferring permanent ownership (Bardhi & Eckhardt, 2012). Specifically, an apparel rental service entails a monetary exchange between a customer and a company, allowing the customer to temporarily acquire clothing and obligating them to return it in good condition. Renting can be quite different from buying in terms of property rights. The property right theory suggests four property rights derived from Latin legal terminology: 1) the right to utilize a good (ius usus), 2) the right to benefit from the returns generated by its use (ius usus fructus), 3) the right to change its form or structure (ius abusus), and 4) the right to transfer one or more of these property rights to others (ius abutendi) (Furubotn & Pejovich, 1972). Traditional purchasing grants all four property rights. 
Contrarily, renting entails two rights. In this arrangement, the renter (consumer) acquires the rights to use the good for a limited time (ius usus) and to benefit from any returns generated by its use (ius usus fructus) (Moeller & Wittkowski, 2010). However, while renters are not permitted to alter the product's form (ius abusus) or transfer these property rights to others (e.g. resale) (ius abutendi), they can enjoy the temporal ownership of goods without any burdens of risks associated with obsolescence, incorrect product selection, maintenance responsibilities, and the need to pay the full price for goods (Moeller & Wittkowski, 2010).
Despite the growing interest in renting, existing research largely focuses on its independent consumption mode. Research concerning rental as a switching consumption mode, particularly the transition from buying, remains limited. Within the apparel rental context, two main research streams so far exist: 1) motivations for using apparel rental services (Baek & Oh, 2021; Lang et al., 2020; Lee et al., 2021; Rosenberg et al., 2023) and 2) contributions to sustainability (Amasawa et al., 2023; Lee & Huang, 2020; McCoy & Chi, 2022). The first stream examines the motivations underlying consumers’ engagement with apparel rental services. Motivation, defined as the drives, urges, or desires that initiate one's behavior (Bayton, 1958), is recognized as a multidimensional construct encompassing hedonic, functional, and economic motivations which affect apparel rental adoption (Baek & Oh, 2021; Lang et al., 2020; Park & Lee, 2022). For instance, Lee et al. (2021) specify hedonic motivation as wearing apparel at the right time, place, or occasion, whereas functional motivation is conceptualized as space-saving benefits. The second describes the apparel rental services in line with sustainable consumption, defining them under collaborative consumption (Lee & Huang, 2020). This perspective emphasizes that apparel rental services not only motivate participation in collaborative consumption but also promote environmental sustainability through energy conservation (Lee & Huang, 2020; Ruan et al., 2022). 
Based on the literature review, critical gaps are identified in three areas. First, while prior studies position rental as an alternative to purchasing, little attention has been given to explaining a transition from buying to renting. Rosenberg et al. (2023) qualitatively found that negative perceptions of purchasing apparel (e.g., regret to purchase wrong products) influence this shift; Moeller and Wittkowski (2010) suggest that the burden of ownership plays a role. However, there is limited research exploring consumers’ adoption of rental services in a framework that directly compares renting with traditional purchasing decisions (Rosenberg et al., 2023).
Second, rental motivation studies have relied on theoretical frameworks and measurement scales originally developed for apparel buying. Although these existing models offer valuable insights, they have also produced fragmented findings. For instance, studies on hedonic values in renting have conceptualized it differently with similar constructs: Rosenberg et al. (2023) focus on experiential values, Baek and Oh (2021) emphasize emotional value, and Lee et al. (2021) highlight entertaining value. These discursive findings motivate further investigations. 
Third, sustainability is a notable motivation for apparel rental, yet research presents mixed perspectives. Some scholars argue that rental adoption stems from consumers’ intrinsic environmental values (Lee & Huang, 2020), while others suggest that consumers engage with rental services due to sustainability appeals promoted by providers (Baek & Oh, 2021). Thus, the role of sustainability remains unclear; whether it acts as a push factor directly motivating rental, a pull factor discouraging traditional consumption, or a factor representing an intrinsic personal trait influencing adoption independently of push or pull effects.
[bookmark: _Toc200387214]1.2. Purpose of the Study
The primary objective of this dissertation is to address these gaps by examining consumers’ switching behavior from buying to renting apparel. To this end, this study applies the Push-Pull-Mooring (PPM) framework, an extension of migration theory (Bansal et al., 2005; Lee, 1966; Moon, 1995). Initially developed to explain physical migration, the PPM framework has been widely used to analyze consumer switching behavior (Bansal et al., 2005; Pragha et al., 2025). The key principle of the PPM framework is that individuals switch from one option to another due to push, pull, and mooring factors. Push factors refer to negative forces that drive individuals away from their current choices, such as dissatisfaction with a product or service. Pull factors are the attractive features of an alternative option that entice individuals to switch. Mooring factors, on the other hand, are personal or situational elements that can either facilitate or inhibit switching behavior, such as psychological resistance, habit, or perceived risks (Bansal et al., 2005).
Applying the PPM framework to the apparel rental context, this study explores the shift from purchasing to renting as an option for apparel shopping. By leveraging push, pull, and mooring factors, this framework serves as a transition between the two consumption modes. The specific purpose of this dissertation is threefold. The first purpose is to identify the "push" factors associated with apparel buying, the "pull" factors driving apparel renting, and the “mooring” factors related to individual traits in both apparel consumption modes. This is accomplished through qualitative inquiries combining a review of related studies with an analysis of large-scale textual data from online discussion forums (Study 1). Following that, the second purpose is to empirically validate the dimensions of the push, pull, and mooring factors identified in Study 1. Concurrently, the third purpose is to examine how the PPM factors influence consumers’ switching intention to renting apparel. The second and third purposes are examined using a survey method in Study 2. Based on the study’s purposes, the following four main research questions are proposed:
RQ 1: What are the key push factors associated with negative apparel purchasing experiences that influence switching intention from buying to renting apparel?
RQ 2: What are the key pull factors associated with underlying motivation for apparel renting that influence switching intention from buying to renting apparel?
RQ 3: What are the key mooring factors associated with both underlying motivation for apparel renting and negative apparel purchasing experiences that influence switching intention from buying to renting apparel?
RQ 4: How are the push, pull, and mooring factors associated with switching intentions from buying to renting apparel?
[bookmark: _Toc200387215]1.3. Definition of Key Terms 
The key terms in this study are defined as follows. 
Rental: “A transaction in which one party offers an item to another party for a fixed period of time” (Durgee & O’Connor, 1995, p. 90)
Access-based consumption: temporary access to goods or services in exchange for monetary compensation without the transfer of ownership (Bardhi & Eckhardt, 2012)
Sharing economy: a broader socio-economic paradigm where consumers obtain temporary access to resources, often facilitated by digital platforms such as Airbnb (Eckhardt & Bardhi, 2015)
Liquid consumption: its ephemeral, dematerialized, and access-based nature, reflecting postmodernist values such as flexibility and reduced attachment to material possessions (Bardhi & Eckhardt, 2017; Rosenberg et al., 2023)
Push effects: factors that negatively affect individuals, driving them away from their origin (Bansal et al., 2005; Moon, 1995)
Low quality: perceived deficiencies in overall evaluations of a product or service that fail to meet customer expectations (Zeithaml, 1988)
Frustration: an unpleasant emotional state that arises in response to perceived obstacles or challenges, signaling the need for adjustment or problem-solving (Smith & Ellsworth, 1985)
Dissatisfaction: a negative affective state where a service or product fails to meet a consumer’s expectations (Oliver, 1980)
Overconsumption guilt: the guilt experienced from past overconsumption, arising from unnecessary and excessive spending driven by personal indulgence (Martins et al., 2024)
Pull effects: factors that positively affect individuals, attracting them to move (Bansal et al., 2005)
Perceived hedonic benefits: shopping motives driven by pleasure-oriented shopping experiences, where consumers seek enjoyment, excitement, emotional gratification (Arnold & Reynold, 2003)
Perceived financial benefits: perceived advantages of renting as a cost-effective alternative to purchasing (Baek & Oh, 2021)
Product variety: perceived benefits of accessing a diverse selection of clothing options through renting (Lee et al., 2021)
Substitutive value: perceived benefits that consumers receive from rented goods that offer comparable quality and functionality to newly purchased items (Fritze et al., 2020)
Mooring effects: personal, social, and cultural forces that either constrain or facilitate individuals’ decision to switch from one option to another (Moon, 1995)
Environmental concerns: an individual’s personal awareness and concern toward environmental protection and sustainability (Minton & Rose, 1997)
Mindful consumption: one's consideration of self, society, and the environment in the consumption process (Gupta & Sheth, 2024)
Switching cost: anticipated psychological, monetary, effort-related expenses incurred when transitioning from one product, service, or provider to another (Pick & Eisend, 2014)
Topic modeling: the process of extracting meaningful and non-trivial patterns or knowledge via text data (Tan, 1999)
[bookmark: _Toc200387216]1.4. Synopsis of Dissertation 
This dissertation consists of five chapters. Chapter ONE explains the recent social phenomenon of consumption switching from buying to renting apparel, gaps in the literature, the significance of the study, the purpose of the study, and the research questions. Chapter TWO delves into the literature review, introduction to the Push-Pull-Mooring (PPM) framework, and development of research questions. Chapter THREE serves to describe Study 1 with a qualitative research method utilizing big data. Specifically, research design, data acquisition, data pre-processing, sentiment analysis, topic modeling analysis, and results are described in this Chapter. In Chapter FOUR, hypotheses development, a quantitative study 2, research design and participants, measure, face validity, procedure, demographics, common method bias test, rationale for set-exploratory structural equation modeling (Set-ESEM), preliminary analysis, model comparison, assumption checks, Set-ESEM analysis and hypothesis testing, and moderation analysis are illustrated. Chapter FIVE presents discussions of Studies 1 and 2, theoretical and practical implications, and limitations and directions for future research. 
[bookmark: _Toc200387217][bookmark: _Toc199079474]
CHAPTER TWO
LITERATURE REVIEW AND THEORY
Chapter TWO offers a comprehensive review of the apparel rental market and discusses the Push-Pull-Mooring (PPM) framework as the theoretical foundation for this dissertation. It extends service switching literature to broader consumption contexts and introduces the concept of consumption switching in the apparel domain. By synthesizing existing research on push factors arising from buying experiences, pull factors driving rental motivations, and mooring factors shaping switching behaviors, this chapter identifies critical gaps in the literature and postulates key research questions to guide the investigation.
[bookmark: _Toc200387218]2.1. Overview of Apparel Rental Business
The concept of rental is defined as "a transaction in which one party offers an item to another party for a fixed period of time" (Durgee & O’Connor, 1995, p. 90). Apparel rental allows consumers to access clothing temporarily in exchange for a fee, with the expectation of returning the items in good condition. Major apparel rental services, such as Nuuly, Rent-the-Runway, and Vivrelle, predominantly operate through e-commerce platforms, providing consumers with convenience and accessibility. This business model has gained popularity, particularly among younger demographics such as Gen Z and Millennials, who value sustainability, budget-friendly shopping, and access to the latest trends (Jain et al., 2022; Rim, 2024). In addition, by experimenting with different styles, consumers can enhance a sense of self-expression (Park & Armstrong, 2019) and explore new identities with less financial burden compared to when buying clothing (Rosenberg et al., 2023). Furthermore, apparel rental service not only extends the lifecycle of clothing by promoting reuse but also reduces the environmental impact, unlike fast fashion (Lang et al., 2020). 
[bookmark: _Toc200387219]2.1.1. Moving from Buying to Renting Apparel
In response to growing fashion desires and environmental concerns, apparel businesses have begun to explore alternative consumption modes. One such innovation is the clothing rental service, which has gained traction alongside the rise of the sharing economy (Bardhi & Eckhardt, 2017). This concept of rental consumption is reflected in several concepts: 1) access-based consumption, defined as temporary access to goods or services in exchange for monetary compensation without the transfer of ownership (Bardhi & Eckhardt, 2012); 2) the sharing economy, which represents a broader socio-economic paradigm where consumers obtain temporary access to resources, often facilitated by digital platforms such as Airbnb (Eckhardt & Bardhi, 2015); and 3) liquid consumption, characterized by its ephemeral, dematerialized, and access-based nature, reflecting postmodernist values such as flexibility and reduced attachment to material possessions (Bardhi & Eckhardt, 2017; Rosenberg et al., 2023). These shifts have significantly impacted the fashion industry. 
As these new consumption paradigms reshape the fashion landscape, it becomes essential to understand the underlying motivations that drive consumers toward rental services. Two drivers play a crucial role in consumers’ decisions to rent apparel. First, the shift from buying to renting apparel is associated with pro-environmental behavior as it extends the life cycle of garments and reduces the demand for new production (Armstrong et al., 2015). Second, renting satisfies consumers' hedonic needs by providing access to a diverse range of styles and experiences while also saving money compared to buying them (Baek & Oh, 2021). This also alleviates the guilt associated with overconsumption and removes sustainability concerns. Consequently, apparel renting is increasingly integrated into the business model, leveraging the dual benefits of sustainability and enhanced consumer experience to expand their market presence.
[bookmark: _Toc200387220]2.2. Theoretical Framework
[bookmark: _Toc200387221]2.2.1. Push-Pull-Mooring Framework
To investigate the phenomenon of consumers’ shifting to renting for fashion shopping beyond buying, this study builds on the Push-Pull-Mooring (PPM) framework (Bansal et al., 2005), which originated from Migration theory (Lee, 1966). 
Building on Ravenstein’s (1889) statement of the "laws of migration," providing statistics of migratory movements across several European countries, Lee (1966) developed a theory of migration that offers a more comprehensive understanding of physical migration. According to the theory, migration occurs when the adverse factors of the original location outweigh the benefits of staying, better conditions are identified elsewhere, and the act of moving is relatively easy. To describe human migration, Lee (1966) suggests three factors affecting migration: negative conditions at the point of origin, attractive opportunities at the destination, and a set of intervening obstacles that may hinder the move.
Lee (1966) also explains that migration can be the permanent or semi-permanent change of residence, from the location of origin to that of destination. Literature on migration distinguishes two different types of migration: 1) voluntary migrants, who exercise autonomy in their relocation decisions (Jackson, 1986), and 2) involuntary migrants, such as refugees displaced by external pressures like war, famine, or economic crises (Boyle et al., 2014; Jackson, 1970). These classifications underscore the complexity of migration as a process shaped by diverse social, cultural, and economic dynamics, extending beyond mere physical relocation.
Extending Lee’s (1966) migration theory, Bansal et al. (2005) introduced the Push-Pull-Mooring (PPM) framework to examine consumer switching behavior in the service domain. In this context, consumers are metaphorically conceptualized as “migrants” transitioning between service providers, with providers serving as analogous “destinations” (Bansal et al., 2005). In the PPM framework, push factors represent negative conditions that drive individuals to leave their current service providers, typically associated with perceived declines in quality (Bansal et al., 2005). These factors often manifest as aversive characteristics that create dissatisfaction, prompting consideration of alternative options (Lee, 1966; Bansal et al., 2005). Conversely, pull factors denote the attractive qualities of a new alternative that encourage to switch to new service providers (Lewis, 2021). These are not derived from an individual’s inherent characteristics but are embedded within the attributes of the destination itself, enhancing its appeal (Dorigo et al., 1983; Bansal et al., 2005). More importantly, the PPM framework highlights another factor, mooring. 
Mooring effects capture the personal, social, and cultural forces that can either constrain or facilitate switching decisions (Bansal et al., 2005; Hsieh et al., 2012). Mooring effects are pivotal within the PPM framework because they account for the psychological and emotional attachments that individuals have to their current environments, which are deeply intertwined with personal well-being and psychological stability (Moon, 1995). According to the concept of value stretch—the range of values individuals deem essential for a satisfactory life—value conflicts can act as critical triggers for behavioral change (Mansfeld, 1996). When individuals experience such conflicts, they may either attempt to modify their existing circumstances to resolve the dissonance or adjust their value expectations to accommodate the conflict, which leads to migration (Moon, 1995). Mooring effects thus emerge from the degree of value conflict, influencing switching decisions based on an individual’s optimism regarding their future well-being in their current situation (Moon, 1995). For example, consumers who are passionate about fashion but are concerned with sustainability may face cognitive dissonance regarding the environmental impact of their consumption habits. To reconcile this conflict, they may engage in consumption migration—shifting from traditional purchasing to renting fashion products—as a sustainable alternative that aligns with both their environmental values and fashion interests.
[bookmark: _Toc200387222]2.2.2. Expansion of the PPM Framework into Consumer Behavior
The application of the Push-Pull-Mooring (PPM) framework has been extended beyond its original use in geographic migration to diverse contexts, including service switching and consumer behavior (Bansal et al., 2005; Frasquet & Miquel-Romero, 2021). Within this adapted framework, push factors represent negative aspects associated with the current provider or consumption mode, pull factors focus on the attractive factors of alternative options, and mooring effects reflect situational and psychological forces (e.g., social influence and switching costs) that either facilitate or inhibit switching behavior (Bansal et al., 2005). Recent studies have demonstrated the expansion of the PPM framework in explaining consumer behavior across switching from in-person to digital services (Li & Zhang, 2023), retail channels (Chang et al., 2017), and brand switching (Kordi, 2018). Its flexibility allows researchers to examine complex switching behaviors in new consumer behavior. 
Table 1 provides a summary of the literature review about studies that employed the PPM framework. The PPM framework has primarily been applied in research on service provider switching, digital technology adoption, retail and shopping channel switching, and sustainable consumer behavior (See Table 1). Across these research streams, a common theme is that the framework has been adapted to reflect technological advancements, social changes, and market dynamics. For example, Li and Zhang (2023) explored the role of technological advancements by examining how chatbots replaced in-person customer service. Sustainability concerns significantly reshaped consumption patterns, such as the shift from hotels to sharing platforms (Chi et al., 2021). Additionally, Su et al. (2025) examined how market shifts influenced the transition from traditional game ownership to temporary access through cloud gaming. 
Given that the apparel rental market is inherently connected to key themes—technological advancements (e.g., e-commerce), social changes (e.g., the sharing economy and sustainability), and market dynamics (e.g., the emergence of renting options)—this provides the justification for why the current study aligns well with prior research utilizing the Push-Pull-Mooring (PPM) framework. 
Specifically, the apparel rental market has evolved not only to fulfill consumers’ desires for experiential value by offering temporary access to a wide range of fashion items via e-commerce platforms utilizing mobile apps and new technologies but also to reflect broader societal shifts driven by growing sustainability concerns (Lee & Chow, 2020; Rosenberg et al., 2023). 

[bookmark: _Toc202787292]Table 1. Summary of research on the PPM framework
	Author
	Push
	Pull
	Mooring
	Dependent Variable

	Service Provider 

	Bansal et al. (2005)
	Low quality, low satisfaction, low value, low trust, low commitment, high price perception
	Alternative attractiveness
	Unfavorable attitude towards switching, unfavorable subjective norms, high switching costs, infrequent prior switching behavior, low variety seeking
	Switching intention of service providers

	Kordi (2018)
	Brand satisfaction, brand commitment, price
	Alternative attractiveness
	Switching costs, attitude towards switching behavior, offline subjective norms (family, friends), online subjective norms (Instagram, telegram)
	Brand switching intention

	Li & Ku (2018)
	
Low efficiency
	Social presence, social support, social benefit, self-presentation
	Conformity, personal experience
	Switching intention from e-commerce to social commerce websites

	Sridevi & Ajith (2024)
	Frustration with TV
	Perceived convenience, trialability, trendiness
	Cognitive lock-in
	Switching intention from TV to over-the-top (OTT) streaming service

	Su et al. (2025)
	Inconvenience, unaffordability
	Compatibility, ubiquity, comprehensiveness
	Switching costs, habit, affective commitment
	Switching intention from traditional means of gaming to cloud gaming

	Digital Technology Adoption

	Hsieh et al. (2012)
	Weak connection, writing anxiety
	Relative usefulness, relative ease of use
	Switching cost, past experiences
	Bloggers’ switching behavior across online service substitutes (i.e. social network cites)


	Sun et al. (2017)
	Fatigue with incumbent mobile instant messaging (MIM), dissatisfaction with incumbent MIM
	Alternative attractiveness, subjective norm
	Inertia (Affective commitment, switching costs, habit)
	Mobile instant messaging
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	Zeng et al. (2021)
	Dissatisfaction, fatigue
	Perceived usefulness, perceived ease of use, subjective norms, convenience, system quality, information quality
	Switching cost, perceived risk, inertia
	Switching from traditional paper to flexible digital application usage in land information system 

	Li & Zhang (2023)
	Low empathy, low adaptability
	Anytime/anywhere connectivity, association, visibility, personalization
	Frequency of service use, perceived importance of service needs
	Switching behavior from in-person customer service to chatbot service

	Retail & Shopping Channel

	Chou et al. (2016)
	Financial risk, performance risk, psychological risk
	Alternative attractiveness
	Variety seeking, past switching behavior, switching cost, subjective norms, attitude
	Switching intention in multichannel shopping

	Chang et al. (2017)
	Perceived benefits of search, perceived costs of search, perceived service quality, perceived price, information searching behavior, perceived value
	Mobile characteristics, perceived quality of mobile store, attractiveness of mobile store
	M-shopping self-efficacy, switching costs (procedural, relational)
	Switching intention from offline to mobile store shopping

	Frasquet & Miquel-Romero (2021)
	Perceived crowding
	Individual’s value consciousness
	Quality of in-store employees, consumer trust, satisfaction and loyalty to the retailer
	Showrooming behavior

	Haridasan et al. (2021)
	Extent of external information search, product fit uncertainty, purchase involvement
	Alternative attractiveness
	Multi-channel Self-efficacy
Switching cost
	Channel-switching intention

	Yu et al. (2022)
	Time risk, psychological risk, social risk
	Critical mass, alternative attractiveness
	Switching cost
	Switching from offline to online purchase

	Jeong et al. (2023)
	Risk perception (Dissatisfaction, prior experience, vicarious experience)
	Perceived value (Social presence, innovativeness, alternative attractiveness)
	Lock in (Switching cost, consumer inertia, self-efficacy)
	Contact-free shopping switching intention

	Nugroho & Wang (2023)
	Dissatisfaction
	Perceived enjoyment, media usefulness, product informativeness
	Affective commitment
	Switching intention from offline to online purchase



Table 1. Continued
	Tsai & Tang (2023)
	Long delivery time, vicarious experience, pickup inconvenience, negative pickup experience
	Pickup convenience, in-store consumption incentives, various in-store shopping options, low shipping costs
	Personal experience, switching costs, interaction needs
	Shopping channel switching intention in store-to-store pickup service

	Pragha et al. (2025)
	Expectation-disconfirmation, alternative attractiveness
	Tranquility, content creation
	Switching cost, social influence
	Switching intention from offline to metaverse shopping

	Sustainable Behavior

	Chi et al. (2021)
	Dissatisfaction (product, service, and information quality)
	Alternative attractiveness (price value, authenticity, interaction, hedonic benefits, novelty)
	Switching cost, prior switching experience, social influence
	Platform switching behavior (hotel to Airbnb)

	Anwar et al. (2023)
	Affordability, regulative environment
	Normative environment, green self-identity
	Hygiene concern, choice uncertainty
	Switching intention to public transportation

	Quan et al. (2023)
	Environmental policy, perceived environmental threats, social media effects, social norm
	Attractiveness, personal norm, perceived health benefits, emotional well-being
	Inertia, switching costs
	Willingness to shift to green hotel

	Kushwah et al. (2024)
	Environmental concerns, perceived risk
	Economic benefit, independence benefit
	Switching cost, subjective norms, habit
	Switching intention to install solar panels

	Shukla & Sanjeev (2024)
	Dissatisfaction, environmental concerns
	Alternative attractiveness, pricing benefit
	Attitude, subjective norms, switching costs
	Switching intention from traditional female hygiene products to reusable products



 	In short, given the PPM framework’s effectiveness in explaining consumer behavior across diverse contexts, it offers a compelling theoretical lens to examine consumers’ transition from purchasing to renting apparel. Accordingly, this study proposes that the PPM framework is well-suited to capture the factors shaping consumers’ switching intentions in the apparel domain.
[bookmark: _Toc200387223]2.3. Push, Pull, and Mooring Factors related to Apparel Renting
This dissertation asserts that switching from buying to renting represents a form of "consumption migration," where consumers transition from traditional ownership-based consumption (i.e., buying) to alternative access-based consumption modes such as renting. In this context, migrants are conceptualized as consumers, while places metaphorically represent different consumption modes—specifically, the shift from purchasing to renting. Within the apparel rental context, push factors encompass the negative aspects associated with ownership-based consumption that drive consumers to rent as an alternative option. Conversely, pull factors refer to the motivations that attract consumers toward rental services, encouraging them to switch from buying to renting apparel. Lastly, mooring factors, driven by personal or social forces, may directly affect switching intention while also moderating the effects of push/pull factors on switching intention.
[bookmark: _Toc200387224]2.3.1. Push Factors Stemming from Buying that Affect Apparel Renting
Research on the push factors driven by buying apparel that can affect the switch to apparel renting remains relatively scarce – What are the potential drawbacks or challenges associated with buying clothes that may lead consumers to switch to rental services? In service contexts, past research on switching behavior found that push factors are multifaceted, including dissatisfaction with low product quality, low perceived value, and pricing inequities (Bansal et al., 2005). In consumption contexts, several studies also identified the burden of ownership as a key push factor in consumer buying behavior (Atanasova et al., 2024; Bardhi & Eckhardt, 2017; Moeller & Wittkowski, 2010). Specifically, previous research highlights that the burden of ownership includes risks, anxiety with owning products, concerns about making incorrect product selections (e.g., purchasing clothing in the wrong size), the responsibility for maintenance and repairs, and the financial strain of replacing or upgrading products (Moeller & Wittkowski, 2010). 
To date, only one study (Rosenberg et al., 2023) has explored the transition from buying to renting apparel. However, this study primarily focused on why consumers alternate between buying and renting rather than identifying push factors. Thus, a gap remains in the literature regarding identifying push factors associated with risks in permanent ownership that lead to switching to renting. Based on the literature, consumers may push away from buying due to financial pressure or social influences as the burden of ownership is shaped by social change and economic instability (Bauman, 2013). 
The PPM framework also aligns with this perspective as individuals are compelled to migrate in response to financial pressures and resource scarcity (Jung, 2006). Likewise, more push factors may exist in this apparel buying context beyond the burden of ownership. Thus, this dissertation argues that the push factors driven by buying apparel that motivate to switch to apparel rental services are multi-faceted, and undefined push factors inherent in apparel purchasing may encourage consumers to experiment with rental services.
[bookmark: _Toc200387225]2.3.2. Pull Factors Affecting Apparel Renting 
Pull factors that attract consumers to rent apparel encompass a diverse range of positive motivations, including hedonic, functional, social, economic, and sustainability-related values. Hedonic motivation reflects consumers' desire for fun, pleasure, and enjoyable experiences through renting clothing. In contrast, functional motivation focuses on practical benefits, such as saving space in one’s wardrobe. Social benefits are associated with enhancing social status by renting high-end or luxury-branded apparel. Economic motivation involves saving money by renting rather than purchasing multiple clothing items.  Sustainability-driven motivation stems from the desire to reduce environmental impact by choosing rental options over buying, thereby minimizing the consumption of materials used in apparel production. 
These motivations often align with the value propositions that retailers aim to deliver, such as experiential benefits and enhanced product variety (Lee et al., 2021). Importantly, consumers engage with apparel rental services not solely for hedonic and functional benefits but also for social recognition, economic efficiency, and alignment with sustainability values (Baek & Oh, 2021). Furthermore, individual characteristics, such as the need for uniqueness and fashion leadership, play a significant role in influencing consumers’ propensity to adopt rental services (Brand et al., 2023; Lang & Armstrong, 2018). Table 2 presents a literature review in which each factor is subdivided into specific dimensions that elucidate the multifaceted nature of consumer motivations.   In this dissertation, these motivations are considered not only as factors that drive consumers to use apparel rental services, but also as key influences prompting a shift from traditional purchasing to renting apparel. 
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[bookmark: _Toc202787293]Table 2. Literature on specific motivational factors influencing apparel renting
	 
	Authors
	Rosenberg et al. (2023)
	Baek & Oh (2021)
	Lang et al. (2020)
	Brand et al. (2023)
	Lee et al. (2021)
	Ruan et al. (2022)
	Seo et al. (2023)
	Shrivastava et al. (2021)
	Lee & Chow, (2020)
	Park & Lee (2022)
	Lang & Armstrong, 2018)
	Myin et al. (2023)
	Kang et al. (2024)

	Hedonic
	Hedonic value
	ü
	 
	ü
	ü
	 
	ü
	ü
	 
	 
	 
	 
	 
	 

	
	Emotional value
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Product Variety
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 

	
	Entertaining
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 

	
	Style conformity
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 

	
	Uniqueness
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Functional
	Performance Expectancy
	 
	 
	 
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 

	
	Effort expectancy
	 
	 
	 
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 

	
	Functional
	 
	ü
	 
	 
	 
	 
	ü
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	Utilitarian
	 
	 
	ü
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 

	
	Relative advantage
	 
	 
	 
	 
	 
	 
	ü
	 
	ü
	 
	 
	 
	ü

	
	Quality consciousness
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	ü
	 

	
	Compatibility
	 
	 
	 
	 
	 
	 
	ü
	 
	ü
	 
	 
	 
	 

	
	Convenience
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Wearing at right time/place/occasion
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 

	
	Space saving
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 

	
	Smart shopping
	 
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 

	
	Special occasion
	 
	 
	 
	 
	 
	 
	 
	 
	 
	ü
	 
	 
	 

	
	Perceived usefulness
	 
	 
	 
	 
	 
	 
	 
	 
	 
	ü
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	Ease of use
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Social
	Social influence
	 
	 
	 
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 

	
	Subjective norm
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	ü
	 
	 
	 

	
	Social value
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	community
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Social norm
	 
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 

	Economic
	Economic value
	 
	ü
	 
	ü
	 
	ü
	 
	 
	 
	 
	 
	 
	 

	
	Financial value
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Price consciousness
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	ü
	 

	
	Economic reasonability
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 

	
	Affordable access
	 
	 
	 
	 
	 
	 
	 
	 
	 
	ü
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	Sustainability
	Green value
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Ecological importance
	 
	 
	 
	 
	 
	 
	 
	 
	ü
	 
	 
	 
	 

	
	Environmental consciousness
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	ü
	 

	
	Substitutive value
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	ü

	
	Environmental benefits
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	sustainability
	 
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 

	Personal traits
	Fashion Leadership
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	ü
	ü
	 

	
	Confidence in material consumption reduction
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	ü

	
	Need for uniqueness
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 
	 
	 

	
	Ego defense
	 
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 
	 

	
	Psychological ownership
	 
	 
	 
	 
	 
	 
	ü
	 
	 
	 
	 
	 
	 



Further, Table 3 provides a comprehensive summary of key motivations identified in the literature, categorized into five primary factors—hedonic, functional, social, economic, and sustainability-related motivations—along with a sixth category that reflects personal tendencies. Reflecting on Tables 2 and 3, the literature clearly shows conceptual redundancy despite extensive research on consumer motivations for adopting apparel rental services. For example, hedonic motivation overlaps with related psychological constructs such as hedonic benefits (Ruan et al., 2022; Seo et al., 2023), experiential value (Lang et al., 2020), and emotional value (Baek & Oh, 2021) by their definitions, albeit under different labels (see Table 2). This conceptual redundancy is rooted in theoretical fragmentation, making it difficult to develop a unified understanding of hedonic motivation. Specifically, this redundancy stems from two key factors. First, researchers often align constructs with specific concrete theories—such as the Technology Acceptance Model (TAM) (Park & Lee, 2022) and Consumption Value Theory (CVT) (Baek & Oh, 2021)—leading to parallel yet overlapping constructs. Although these theories are widely applicable in consumption contexts, it does not promise that the factors identified in theories are effective predictors of switching intention. Second, as a relatively new social phenomenon of consumption mode, fashion renting consumption is still in the early stages of theorization, where multiple fragile constructs emerge as scholars attempt to capture the complexity of evolving consumer behaviors. Therefore, there is a need to refine and redefine the construct of pull factors driving apparel rental, as doing so can offer more granular insights into consumer switching intention. This dissertation argues that there are multiple pull factors that encourage consumers to switch from buying to renting apparel.
[bookmark: _Toc202787294]Table 3. Summary of motivations for apparel rental
	
	Hedonic
	Functional
	Social
	Economic
	Sustainable

	Rosenberg et al. (2023)
	ü
	
	
	
	

	Baek & Oh (2021)
	ü
	ü
	ü
	ü
	ü

	Lang et al. (2020)
	ü
	ü
	
	ü
	

	Brand et al. (2023)
	ü
	ü
	ü
	ü
	ü

	Lee et al. (2021)
	ü
	ü
	
	ü
	

	Ruan et al. (2022)
	ü
	ü
	ü
	ü
	

	Seo et al. (2023)
	ü
	ü
	
	
	

	Shrivastava et al. (2021)
	
	ü
	ü
	
	

	Lee & Chow (2020)
	
	ü
	
	
	ü

	Park & Lee (2022)
	ü
	ü
	
	ü
	

	Lang & Armstrong (2018)
	
	
	ü
	
	

	Myin et al. (2023)
	
	
	
	
	ü

	Kang et al. (2024)
	
	
	
	
	ü




[bookmark: _Toc200387226]2.3.3. Mooring Factors Affecting Apparel Rental
As the PPM framework describes, mooring factors also play a significant role in switching intention by reinforcing or weakening the influence of push and pull factors, while potentially acting as barriers to or enablers of switching behavior (Moon, 1995). The moderating role of mooring factors depends on their nature—some may amplify the impact of push or pull effects, while others may mitigate or neutralize them (Bansal et al., 2005). Mooring effects are closely related to personal traits, characteristics, and tendencies. For example, Chen et al. (2024) introduced habit as a mooring factor, defining it as the innate tendency of consumers to repeat certain behaviors.
 To date, the mooring factors influencing the intention to switch to apparel rental remain scarce. Yet, several studies on motivations for fashion rental services suggest a few personal traits related to renting apparel such as fashion leadership, defined as an individual’s willingness to adopt fashion trends, as key personal traits positively associated with consumer attitudes toward apparel rental subscriptions (Lang & Armstrong, 2018; Myin et al., 2023). Additionally, Kang et al. (2024) found that consumers with confidence in sustainable practices, such as reducing material consumption, are more likely to adopt fashion subscription services. Beyond these motivations, the literature has explored various traits linked to apparel rental behavior, including the need for uniqueness (proactive seeking for differentness relative to others) (Brand et al., 2023), ego defense (desire to maintain positive self-esteem) (Ruan et al., 2022), contamination concerns (concerns about negative contaminative contact with one’s skin) (Baek & Oh, 2021), and psychological ownership (personal mental imagination of possession of materials) (Seo et al., 2023). Thus, this dissertation argues that there may be unidentified mooring factors that lead consumers to switch to renting apparel.
In summary, the literature review suggests that consumer switching intention to apparel renting is influenced by multiple push, pull, and mooring factors. This dissertation aims to identify the specific dimensions of each factor and examine their impact on consumption switching by addressing the research questions outlined previously.  
RQ 1: What are the key push factors associated with negative apparel purchasing experiences that influence switching intention from buying to renting apparel?
RQ 2: What are the key pull factors associated with underlying motivation for apparel renting that influence switching intention from buying to renting apparel?
RQ 3: What are the key mooring factors associated with both underlying motivation for apparel renting and negative apparel purchasing experiences that influence switching intention from buying to renting apparel?
RQ 4: How are the push, pull, and mooring factors associated with switching intentions from buying to renting apparel?
[bookmark: _Toc200387227]2.4. Summary
Chapter TWO introduced the Push-Pull-Mooring (PPM) framework and its application to consumption switching behavior specific to the apparel context. The first section outlined the evolution of the apparel rental business, the second section reviewed the PPM framework, and the third section explained the rationale for integrating the PPM framework to examine the shift from buying to renting apparel in response to the study’s research questions. This chapter highlighted key gaps in identifying push factors in apparel buying and discursive constructs in motivation for using apparel renting. To address these gaps, Chapter Two presented the main research questions guiding the study 1.
[bookmark: _Toc200387228]
chAPTER THREE
STUDY 1
Chapter THREE outlines the overall research design of this dissertation, explaining the rationale for its mixed-methods approach. Study 1 utilizes a qualitative method using a text mining technique and Study 2 employs a quantitative method using a survey design. This chapter mainly details Study 1’s data collection process, the application of text-mining techniques, topic modeling analysis, and the resulting findings and interpretations. By identifying key PPM factors, this chapter establishes the foundation for the subsequent chapter in which the development of hypotheses and empirical testing in Study 2 are discussed.
[bookmark: _Toc200387229]3.1. Overview of Research Design for the Dissertation
To address the research questions, this dissertation presents two studies grounded in the Push-Pull-Mooring (PPM) framework, employing a mixed-methods approach with an exploratory-to-confirmatory research design. Study 1 utilizes a qualitative approach to identify apparel rental-specific push, pull, and mooring factors, and Study 2 employs a survey design, a quantitative research method to validate these factors and test the proposed hypotheses empirically. This sequential design ensures that inductive insights from Study 1 are systematically drawn and provide in-depth information. Then, Study 2 measured and validated through empirical hypothesis testing. In this dissertation, the mixed approach enhances the study’s theoretical rigor and provides a comprehensive understanding of the phenomenon of focus, which is consumer switching intentions in apparel rental (Creswell & Clark, 2017; Creswell & Poth, 2016).
The mixed-methods approach is justified in this dissertation for three reasons. First, apparel rental is a relatively new and emerging mode of consumption, with limited theoretical knowledge and empirical evidence to explain consumer behavior in this context. As Creswell and Poth (2016) emphasize, qualitative methods are particularly valuable when investigating new or evolving social phenomena. In the context of apparel renting, underlying motivations are yet understudied. Study 1 employed secondary data and inductive analysis to uncover key push, pull, and mooring dimensions relevant to apparel renting to answer RQ 1, 2, and 3.
Second, RQ 4 seeks to examine the relationships between PPM factors and switching intention. Addressing this question requires a structural model with multiple research variables and their scales in quantitative, measurable ways. As such, Study 2 is designed to utilize a quantitative research method to establish PPM factors that are measurable by assessing construct dimensionality, internal consistency, and construct validity based on the qualitative findings in Study 1 (Creswell & Clark, 2017). Therefore, a quantitative data collection needs to be performed to build measurable scales and ensure the quality of a measurement model in this consumption context. 
Third, a survey method was chosen, rather than other quantitative approaches like experiments. Since this study aims to explain whether and how perceptual factors (i.e., PPM factors) relate to consumers’ switching intention from buying to renting apparel, it requires a large sample size that is representative of the study population (i.e., apparel consumers) to effectively analyze these correlational relationships. A survey method facilitates the collection of generalizable data in a naturalistic environment, which is crucial for this dissertation. Along with the same vein, the survey has been a common approach applied to elucidate the PPM framework’s origins in migration theory and push, pull, and mooring forces across populations. 
In short, as Venkatesh et al. (2013) note, combining qualitative exploration with quantitative confirmation allows for deeper theoretical insight while enhancing validity and generalizability. For this dissertation, Study 1 utilized secondary qualitative data to explore and generate topics, while Study 2 employed primary data collected via a survey to validate those constructs and test hypotheses. Thus, this mixed-methods approach ensures that the study not only explores but also empirically substantiates the mechanisms underlying switching behavior in the apparel rental context.
Study 1 employs text mining to analyze large-scale consumer discussions from online forums, with the goal of extracting key PPM factors from unstructured textual data. This method enables the capture of authentic, real-world motivations underlying apparel rental behavior through the identification of patterns, themes, and consumer sentiments (Feldman & Sanger, 2007). To enhance data clarity and accuracy, two distinct datasets are collected: 1) consumer negative experiences with buying apparel (push factors) and 2) consumer motivations for renting apparel (pull factors). As part of the data preprocessing stage, separating these datasets reduces data noise and minimizes overlapping consumer opinions, ensuring that each dataset independently only discusses buying or renting (Wiedemann, 2016). In addition, mooring factors are expected to be extracted from both datasets, as they represent individual and situational characteristics that may influence both buying and renting behaviors that affect switching intention. While the analytical process leverages a large quantity of data for pattern extraction through topic modeling techniques, the interpretation of data is rooted in a qualitative approach (Nelson, 2020). Specifically, the interpretation of extracted topics is guided by established qualitative principles as well as a rigorous literature review (Wiedemann, 2016). This exploratory approach bridges computational analysis and human interpretation, allowing for identifications of push, pull, and mooring factors and directly addressing RQs 1, 2, and 3. Thus, this exploratory approach effectively identifies push, pull, and mooring factors. 
Following a deductive approach, Study 2 presents survey research that quantitatively tests the push, pull, and mooring factors from Study 1 and investigates their impact on consumer switching intention to apparel renting using a large sample. First, based on the factors identified, research hypotheses are developed. Second, a web-based survey questionnaire is distributed through the consumer panel Prolific to collect data. Then, the proposed hypotheses are tested by applying: 1) Confirmatory Factor Analysis (CFA) to assess the factor structure of the PPM factors and the measurement model, 2) Set-exploratory structural equation modeling (Set-ESEM) to examine the relationships between push, pull, and mooring factors and their impact on consumer switching intention from buying to renting apparel, and 3) product indicator based moderation analysis to test moderating effects of mooring factors in the relationships between push and pull factors and their impact on switching intention. Through the statistical tests, Study 2 addresses RQ 4.
In summary, by combining exploratory qualitative inquiry with rigorous quantitative analysis, this research design establishes a robust framework for examining the push, pull, and mooring factors influencing switching intention to renting. This integrated approach facilitates both detailed insight and generalizable findings.
[bookmark: _Toc200387230]3.2. Study 1 Research Design: Qualitative Inquiry with Test Mining
Study 1 employs big-data analytics to analyze consumer discussions from online forums. Text mining, a computational approach leveraging natural language processing (NLP), is particularly effective for analyzing large-scale online discussions. Specifically, text mining allows for the systematic extraction of insights from unstructured textual data by identifying hidden patterns, emerging themes, and sentiment trends (Feldman & Sanger, 2007). 
However, since text mining is an exploratory tool, it is not giving a statistical significance that are similar to support on hypothesis testing. Thus, as text mining results are still required for human interpretation, a qualitative interpretation is applied to extract and categorize topics related to PPM factors in apparel consumption contexts. By integrating computational and qualitative approaches, Study 1 aims to identify key push, pull, and mooring factors influencing switching intention from buying to renting apparel. The process of Study 1 is presented in Figure 1. This exploratory phase also lays the groundwork for the subsequent quantitative analysis conducted in Study 2.
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[bookmark: _Toc200387862]Figure 1. Text-mining workflow diagram

[bookmark: _Toc200387231]3.2.1. Step 1: Data Acquisition
Publicly available consumer-generated discussions from “Threads.com” and “Reddit.com” were scraped for data collection. The inclusion of two distinct platforms enhances data validity, as their differing structures provide a broader and more diverse dataset. Data from both platforms contained only discussions on apparel consumption and did not include any identifiable information. 
Since Reddit organizes discussions into subreddits, the researcher manually selected subreddits related to clothing consumption, including: (a) r/femalefashionadvice, (b) r/malefashionadvice, (c) r/frugal, (d) r/anticonsumption, and (e) r/minimalism. In contrast, Threads lacks structured subcategories, requiring a different approach. Data collection on Threads was conducted using keyword-based searches, incorporating terms such as "buying clothing," "purchasing clothing," "apparel renting," and "fashion renting" to extract relevant discussions.
After the initial data collection, duplicate texts were removed, and the dataset was refined using keyword filtering. The push factor dataset (buying apparel) was extracted using keywords such as "buying," "bought," "purchase," "clothing," "fashion," and "garment." Similarly, the pull factor dataset (renting apparel) was filtered using keywords like "rent," "rented," "rental," "fashion rental," and "apparel rental." Following refinement, the dataset was split into two groups: 41,437 comments related to push factors of buying apparel (Threads = 14,785; Reddit = 26,652) and 18,988 comments related to pull factors of renting apparel (Threads = 8,195; Reddit = 10,793). Thus, a total of 60,425 consumer opinion-based comments were collected from both Threads and Reddit between April 2024 and January 2025.
[bookmark: _Toc200387232]3.2.2. Step 2: Data Pre-Processing
[bookmark: _Toc200387233]Before running topic modeling analysis, data pre-processing was assessed through Python. The pre-processing steps include 1) mapping Part-of-Speech (POS) tags from NLTK to WordNet POS tags for increasing accuracy of lemmatization, 2) handling contradictions to expand contradictions (e.g., “isn’t” to “is not”), 3) removing URLs to get rid of hyperlinks, 4) removing numbers to eliminate numeric characters, 5) performing tokenization to converts text to lowercase and splits them into words, 6) removing stopwords (e.g., is, the, I, and we) to remove words that do not provide meaning but have a high frequency in the documents, 7) removing non-alphabetic characters using regex to filters out tokens, and 8) performing lemmatization with POS tagging to reduce redundant words (e.g., “running and run” → “run”). 
3.2.3. Step 3: Sentiment Analysis
Sentiment analysis enables a more effective identification of push and pull factors in consumer behavior. By analyzing only negative documents from the buying dataset, this approach extracts push factors—negative factors that drive consumers away from purchasing apparel. Conversely, by using solely positive documents from the renting dataset, it extracts pull factors—positive aspects that attract consumers toward apparel rental. Before conducting the main analysis, the researcher performed sentiment analysis using the TextBlob toolkit in Python to distinguish between push and pull factors. TextBlob assigns polarity scores ranging from -1 (negative sentiment) to 1 (positive sentiment), with scores below 0 classified as negative and those above 0 as positive. 
[bookmark: _Toc200387234]3.2.4. Step 4: Topic Modeling Analysis
To explore consumer discussion about push factors associated with negative experiences of apparel purchases and pull factors associated with motivations for apparel rental, the Latent Dirichlet Allocation (LDA) algorithm (Blei et al., 2003) was employed to extract latent topics from the data. LDA is a generative probabilistic model used to analyze the underlying topic structure of a corpus (Blei, 2003). In LDA, corpus refers to the entire collection of documents that are to be analyzed; Each document is a mixture of latent topics; Each topic is a probability distribution over a vocabulary of words, meaning that each word in the corpus has a certain likelihood of appearing in that topic. The foundation of LDA suggests that a corpus consists of documents, each of which contains a mixture of latent topics, with each topic characterized by a distinct probability distribution of words. Blei (2003) introduces the mathematical formulation of the LDA model, calling the joint probability distribution of the latent variables with given hyperparameters 
where, 
 the probability of topic distribution  for a document, given the Dirichlet prior ,
 the probability of choosing a topic  for the n-th word in the document, given the document’s topic distribution , 
 the probability of generating word  from topic , given the topic-word distribution  The number of words in the document, and
  hyperparameters of the Dirichlet, where  control the distributions of topics in documents and  controls the distribution of words in topics (Blei, 2003).
LDA has been widely applied across various social science disciplines, including fashion retailing (Lang et al., 2020) and hospitality management (Sutherland & Kiatkawsin, 2020). The LDA model generates topics and associated keywords based on a predetermined number of topics, identified through probabilistic inference. Additionally, LDA produces a topic distribution for each document, assigning the topic with the highest probability as the dominant topic for that text segment. 
To enhance the rigor and interpretability of topic extraction, TF-IDF (Term Frequency-Inverse Document Frequency) weighting was incorporated during preprocessing. Specifically, document frequency thresholds were set at a minimum of 0.03 (filtering out rare words appearing in fewer than 3% of documents) and a maximum of 0.8 (removing highly frequent words appearing in more than 80% of documents to reduce noise). Moreover, both uni- and bi-grams were applied to capture richer textual patterns, ensuring a more robust identification of key themes within the dataset. 
To determine the optimal number of topics, coherence scores are displayed in Figures 2 and 3. Since topic modeling is an exploratory tool, coherence scores provide statistical guidance but lack a definitive threshold, making researcher expertise essential for topic selection (Blei et al., 2003). After multiple iterations of LDA analysis, the optimal number of topics was determined to be five for the dataset associated with push factors and six for the dataset related to the pull factors. 
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[bookmark: _Toc200387863]Figure 2. Coherence figure for push factors
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[bookmark: _Toc200387864]Figure 3. Coherence figure for pull factors

[bookmark: _Toc200387235]3.3. Study 1 Results
[bookmark: _Toc200387236]3.3.1. Findings from the Buying Datasets: Four Push and One Mooring Factors
For the analysis of push factors discouraging apparel purchases and the mooring effects associated with it, 4,587 negatively classified documents were examined to identify key reasons for avoiding clothing purchases. The LDA results revealed five primary topics: 
· Topic 1: Low quality (16.58%) 
· Topic 2: Sustainability concerns (17.33%) 
· Topic 3: Frustration (21.42%) 
· Topic 4: Dissatisfaction (20.73%)
· Topic 5: Overconsumption guilt (23.94%) 
The distribution of topic proportions ranged from 16.58% to 23.94%, as shown in Table 4. These LDA results were used to address RQs 1 and 3, providing insights into the primary factors driving consumers away from traditional apparel purchasing. 
[bookmark: _Toc200387237]3.3.1.1. Topic 1: Low Quality
Topic 1 (low quality compared to prices) emerged as the first topic in the LDA result. The most frequently occurring words in this topic include “buy,” “expensive,” “quality,” and “brand,” suggesting a negative sentiment toward purchasing decisions. Based on the top word frequencies, consumers have negative feelings about buying and are pressured by the current high price of branded products compared to product quality. Consumers complain about the price and quality of their clothing. Based on that, this topic is considered a push factor, called low quality. Thus, Topic 1, low quality, emerges not only as a push factor discouraging apparel purchases but also as a key reason for switching from buying to renting apparel.
[bookmark: _Toc202787295]Table 4. Results of LDA analyses 
	
	Topic Numbers
	Topic Name
	Topic Proportions
	Top Words

	Push Factors

	
	1
	Low quality
	16.58%
	Buy, expensive, quality, brand, shit, usually, use

	
	3
	Frustration
	21.42%
	Wear, clothes, dress, look, fashion, style, casual

	
	4
	Dissatisfaction
	20.73%
	Buy, amazon, buying, item, store, need, crap

	
	5
	Overconsumption guilt
	23.94%
	Buy, gift, thing, want, less, stuff, need

	Pull Factors

	
	1
	Perceived hedonic benefits
	18.10%
	Fashion, style, look, clothing, love, feel, outfit

	
	2
	Perceived financial benefits
	19.00%
	Rent, pay, people, own, year, cost, money

	
	5
	Product variety
	18.00%
	Wear, dress, pant, shirt, jean, top, pair

	
	6
	Substitutive value
	14.15%
	Brand, quality, buy, clothing, store, price, fashion

	Mooring Factors

	
	2 from push factor
	Sustainability concerns
	17.33%
	Bought, year, use, clothes, dry, wash, water

	
	3 from pull factor
	Sustainability motivation
	13.20%
	Clothes, wash, old, wear, new, clean, care

	
	4 from pull factor
	Mindful consumption
	17.55%
	Apparel, thing, stuff, need, use, go, year




[bookmark: _Toc200387238]3.3.1.2. Topic 2: Sustainability Concerns
Topic 2 centers on sustainability-related concerns, characterized by high-frequency terms such as “bought,” “year,” “use,” “clothes,” “dry,” and “wash.” These terms, used in a negative context, suggest that consumers are aware of the environmental impact of apparel care and maintenance. However, this topic reflects personal habits more than negative experiences with buying apparel, as it highlights how consumers care for their clothing after purchase. Thus, Topic 2 is classified as a mooring effect, called sustainability concerns.
While prior research on permanent ownership through purchasing behavior does not recognize product care concerns as a major barrier to ownership (Moeller & Wittkowski, 2010), sustainable apparel consumption literature supports this relationship. For instance, Armstrong et al. (2015) demonstrated that consumers actively seek alternative consumption modes, such as product-service systems (e.g., renting), due to growing concerns about the environmental implications of apparel ownership. This finding aligns with the broader shift toward access-based consumption in response to sustainability challenges in the fashion industry. 
[bookmark: _Toc200387239]3.3.1.3. Topic 3: Frustration 
Topic 3 highlights consumer frustration with the short-lived nature of fashion trends, as indicated by high-frequency terms such as “wear,” “clothes,” “dress,” “look,” “fashion,” and “style.” These terms, appearing in negative sentiment documents, suggest that consumers are increasingly dissatisfied with the ephemerality of fashion cycles, where styles quickly become outdated. Thus, Topic 3 is classified as a push factor, calling frustration.
This finding contributes to the existing literature by identifying that consumers often have negative experiences with current buying apparel. Consumers who buy clothing may find that it quickly becomes outdated or does not align with their desired style, leading to frustration. This frustration, characterized as a negative emotion with an external focus, often manifests in complaint behaviors (Tronvoll, 2011). Moreover, this frustration may signal a broader shift in consumer behavior, contributing to an increasing tendency to avoid traditional purchasing in favor of alternative consumption modes.
[bookmark: _Toc200387240]3.3.1.4. Topic 4: Dissatisfaction
Topic 4 captures consumer dissatisfaction with apparel purchasing experiences, as reflected by high-frequency terms such as “buy,” “amazon,” “buying,” “item,” “store,” and “crap.” These terms suggest that consumers encounter overall dissatisfaction in both online and in-store shopping contexts, potentially due to service failures, mismatched expectations, or wrong product selection. Moeller and Wittkowski (2010) also highlighted their findings that consumers have a burden of ownership if they buy the wrong products, which often leads to dissatisfaction in their shopping experiences. Following findings in past research, this study refers to dissatisfaction as a push factor in buying apparel.
Further, this finding suggests that dissatisfaction with traditional apparel purchasing may drive consumers toward an alternative consumption mode, such as apparel rental service. Prior research in service literature finds that consumers are likely to disengage from a provider when facing low satisfaction or unmet needs (Bansal et al., 2005). This shift aligns with broader trends in post-ownership consumption, where consumers seek greater flexibility and reduced financial or psychological burdens associated with product ownership (Rosenberg et al., 2023). 
[bookmark: _Toc200387241]3.3.1.5. Topic 5: Overconsumption Guilt
Topic 5 reflects consumers’ negative views about overconsumption, as indicated by frequently occurring terms such as “buy,” “gift,” “thing,” “want,” and “stuff.” These terms denote that consumers often acquire unnecessary products, leading to feelings of guilt or regret. Further, Martins et al. (2024) argue that overconsumption is a part of source guilt called extravagance guilt, which arises from unjustifiable purchases in past consumption, such as buying unnecessary products. Overconsumption is also driven by the feeling of the burden of traditional ownership (Atanasova et al., 2024). Thus, Topic 5, overconsumption guilt, serves as a push factor. 
Specifically, overconsumption can be explained as the problematization of ownership-based consumption models, as consumers increasingly perceive excessive possessions as overwhelming and undesirable. In response to this issue, consumers may seek alternative consumption modes, such as fashion rental services, to satisfy their desire for apparel while minimizing the long-term burdens of ownership. This finding underscore growing resistance to traditional apparel purchasing behaviors.
[bookmark: _Toc200387242]3.3.2. Findings from the Renting Dataset: Four Pull and Two Mooring Factors
For the analysis of pull factors driving apparel rental and the mooring effects associated with it, 13,068 positively classified documents were utilized to identify key motivations for preferring rental over ownership. The LDA results revealed six primary topics: 
· Topic 1: Perceived hedonic benefits (18.10%) 
· Topic 2: Perceived financial benefits (19.00%) 
· Topic 3: Sustainability motivation (13.20%) 
· Topic 4: Mindful consumption (17.55%) 
· Topic 5: Product variety (18.00%) 
· Topic 6: Substitutive value (14.15%) 
These findings provide insights into consumer motivations for renting apparel and address RQs 2 and 3 by identifying the key drivers of rental preference. 
[bookmark: _Toc200387243]3.3.2.1. Topic 1: Perceived Hedonic Benefits
The first topic for pull factors in renting apparel highlights the perceived hedonic benefits as key motivations. Frequently occurring terms such as “fashion,” “style,” “look,” and “clothing” suggest that consumers perceive rental services as a means to explore diverse styles and experiment with their personal identity. This finding aligns with prior research, which indicates that consumers engage in apparel rental to explore self-identity and experience the hedonic pleasure of fashion exploration (Rosenberg et al., 2023). Furthermore, Topic 1 resonates with several studies that identify the hedonic dimension of apparel rental consumption, where consumers derive pleasure from the novelty and variety associated with rental apparel (Brand et al., 2023; Lee et al., 2021; Ruan et al., 2022; Seo et al., 2023). Thus, Topic 1 is classified as a pull factor.
[bookmark: _Toc200387244]3.3.2.2. Topic 2: Perceived Financial Benefits
Topic 2 highlights financial considerations as a key pull factor of apparel rental, with high-frequency positive terms such as “rent,” “pay,” “own,” “live,” “year,” and “cost.” It underscores the economic advantages of renting over ownership, reinforcing prior findings that financial benefits are a central motivation for apparel rental consumption (Baek & Oh, 2021; Lang et al., 2020). Notably, Topic 2 accounted for the largest proportion (19.00%) among all identified themes, suggesting that economic considerations hold the strongest influence on rental decisions according to the LDA results. This finding aligns with previous findings that consumers who are sensitive to the cost of fashion products are more likely to prefer renting than buying them (Myin et al., 2023) as it can be more cost-effective consumption while reducing owning products. Further, these results also support the growing body of research on post-ownership consumption modes, where consumers increasingly prioritize flexibility and financial efficiency over traditional purchasing (Mimoun & Bardhi, 2022). Thus, Topic 2 is suggested as a pull factor.
[bookmark: _Toc200387245]3.3.2.3. Topic 3: Sustainability Motivation
Topic 3 reflects consumer motivation regarding reusability and sustainability, as indicated by high-frequency terms such as “use,” “wash,” “care,” “wear,” and “clothe.” Prior research has established green values as a key determinant of apparel rental intentions, with environmentally conscious consumers more likely to engage in rental consumption (Baek & Oh, 2021). 
However, this study's findings suggest that sustainability considerations extend beyond the functional benefits of renting apparel. Rather than viewing rental primarily as an eco-friendly alternative, consumers exhibit a broader pro-environmental orientation, emphasizing preservation and waste reduction as key motivations. This distinction highlights a more nuanced perspective on sustainability, where consumers are not only motivated by the sustainability benefits but also by a broader personal commitment to responsible consumption behaviors. Thus, this factor is considered as a mooring effect than a pull factor. 
[bookmark: _Toc200387246]3.3.2.4. Topic 4: Mindful Consumption
LDA results indicate that Topic 4 is characterized by positive keywords such as “apparel,” “thing,” “need,” “use,” and “item,” reflecting a strong association with mindful consumption. The findings suggest that consumers who engage in apparel rental exhibit a heightened awareness of their consumption habits, prioritizing intentionality and necessity over impulsivity. Rather than perceiving rental primarily as a cost-saving or sustainability-driven decision, consumers view it as a deliberate and responsible choice, ensuring that they acquire clothing only when needed while maintaining a mindful approach to consumption over time.
This perspective aligns with prior research indicating that consumers’ confidence in reducing material possessions is positively associated with their likelihood of adopting apparel rental services (Kang et al., 2024). However, unlike pull factors, which actively attract consumers to rental through external incentives (e.g., affordability, variety, or convenience), mindful consumption serves as a mooring effect—a deeply ingrained personal tendency that anchors consumers' decisions.
[bookmark: _Toc200387247]3.3.2.5. Topic 5: Product Variety
Topic 5 highlights product variety as a central advantage of apparel rental, as indicated by frequently occurring terms such as “wear,” “dress,” “pant,” “shirt,” and “clothes.” Consumers emphasize the ability to explore diverse clothing options, reinforcing prior research that identifies product variety as a critical factor influencing the adoption of online apparel rental services (Lee et al., 2021). These discussions suggest that rental platforms offer a compelling alternative to ownership by allowing consumers to experiment with different styles and garments without a long-term commitment. Thus, Topic 5, product variety, is classified as a pull factor.
[bookmark: _Toc200387248]3.3.2.6. Topic 6: Substitutive Value
Lastly, Topic 6 highlights the positive aspects of accessing expensive fashion products through renting, as reflected in keywords such as “brand,” “quality,” “buy,” “clothing,” “good,” and “fashion.” Topic 6 suggests that rental products are perceived to be of comparable quality to purchased items, as they still feature well-known branded apparel, effectively substituting ownership with rental. Consumers are drawn to rental services because they provide high-end, well-crafted fashion at a fraction of the retail cost through subscription-based access. These findings align with research on fashion subscription services by Kang et al. (2024), which suggests that consumers who perceive fashion rental as equivalent to purchasing are more likely to adopt fashion rental subscriptions. Thus, Topic 6 reflects substitutive value and serves as a pull factor, attracting consumers by offering a compelling alternative to ownership.
[bookmark: _Toc200387249]3.4. Discussion
Study 1 explored push factors in buying apparel, pull factors in renting apparel, and mooring factors in both buying and renting apparel to refine existing literature and understand the phenomenon of switching from buying to renting from the perspective of the PPM framework. LDA results identified four factors that push consumers away from buying apparel by answering RQs 1 and 3: low quality, frustration, dissatisfaction, and overconsumption guilt, and one mooring factor of sustainability concern. In addition, four pull factors that drive consumers to rent apparel are identified by answering RQs 2 and 3 by finding perceived hedonic benefits, perceived financial benefits, product variety, and substitutive value, while two mooring effects are identified with sustainability motivation and mindful consumption. 
	For push factors, three dimensions of low quality, frustration, and dissatisfaction were consistent with the original findings from the PPM framework developed by Bansal et al. (2005). It is particularly noteworthy given that the PPM framework was originally constructed within a service context. The findings from Study 1 suggest that consumers experience similar negative reactions when purchasing products as they do when using services. This alignment is reasonable, as service consumption is a form of consumption behavior akin to product purchasing. Thus, these results support the applicability of the original PPM dimensions in the context of apparel consumption, indicating that low quality, frustration, and dissatisfaction remain relevant drivers of switching behavior from buying to renting apparel. 
Additionally, overconsumption guilt emerged as a novel push factor in the context of apparel consumption. This finding contributes to the existing body of literature by highlighting a growing consumer sentiment characterized by emotional discomfort and fatigue associated with excessive spending. Such guilt not only reflects the broader economic pressures faced by individuals in contemporary society but also underscores a shift in consumption values. 
Specifically, the emergence of this factor suggests that consumers are increasingly motivated to seek alternative consumption modes, such as renting, as a means of mitigating both financial strain and the psychological burden associated with material overaccumulation. As such, overconsumption guilt may serve as a meaningful antecedent to consumption switching behavior.
With regard to pull factors, perceived hedonic benefits, financial benefits, product variety, and substitutive value emerged as key motivations for engaging in apparel renting. These findings align with existing literature (Baek & Oh, 2021; Lee et al., 2021; Rosenberg et al., 2023; Ruan et al., 2022), while also offering more granular insight into the specific motivational dimensions consumers consider when evaluating rental services. Notably, whereas previous studies have often conceptualized hedonic value through multiple discrete constructs, such as entertainment (Lee et al., 2021) or emotional value (Baek & Oh, 2021), the findings from Study 1 reveal a more integrated and comprehensive construct (i.e., perceived hedonic benefits). This refinement is significant, as it enables a more unified understanding of motivations that underlie consumers’ transition from ownership to access-based consumption.
Moreover, substitutive value emerged as a newly identified factor in the context of apparel rental consumption. This finding contributes to the literature by demonstrating that the core value of access-based consumption, substitutive value, plays a significant role in motivating consumption switching. While substitutive value has been previously examined in other access-based service contexts, such as car sharing, where it functioned as a mediating mechanism between psychological ownership and material ownership reduction behavior (Fritze et al., 2020), its relevance in the apparel domain has remained unexplored. The present study extends this concept by revealing that consumers also perceive apparel rental items as functional substitutes for ownership, indicating that the substitutive value proposition is not limited to products like cars, but is equally salient in apparel consumption. Therefore, it highlights the evolving consumer mindset, wherein temporary access is increasingly accepted as a viable and satisfying alternative to traditional ownership. 
Two mooring factors were identified: sustainability motivation/concern and mindful consumption. With respect to sustainability, consumer discussion about negative experiences with apparel purchasing frequently reflected concerns about environmental sustainability, whereas discussions regarding motivations for apparel renting emphasized sustainability as a positive driving force. Although these topics emerged from distinct consumption contexts between traditional ownership and access-based consumption, they both revealed a consistent underlying orientation toward environmentalism. This was evidenced by the emergence of similar high-frequency terms across both datasets, such as “wash,” and “clothes,” which conveyed consumer consideration for environmentally responsible behavior. Given the thematic consistency and linguistic overlap, these two topics were conceptually integrated into a broader construct labeled environmental concern. This mooring factor captures individual environmental concerns that may influence consumer propensity to shift from traditional purchasing to renting apparel, thus playing a significant role in the overall consumption switching process.
Mindful consumption also emerged as a newly identified mooring factor in Study 1. This finding suggests that consumers are not only motivated by environmental concerns but also demonstrate a heightened awareness of their personal choices in relation to consumption modes. Mindful consumption plays a critical role in shaping switching intention, as it encourages consumers to reflect on their behaviors and decisions in light of various internal and external influences, including push and pull factors. Individuals who exhibit high levels of mindful consumption are characterized by increased awareness, care, and temperance in their decision-making processes (Gupta & Sheth, 2024). As such, these consumers are more likely to consider transitioning from purchasing to renting apparel when they perceive negative experiences of buying (push factors) or are attracted by the benefits of renting (pull factors). This finding highlights the importance of mindful consumption in facilitating consumption switching within the apparel domain.
[bookmark: _Toc200387250]3.5. Summary
Chapter THREE presented qualitative research designed to address the first three research questions which aim to identify PPM factors within apparel consumption contexts. Secondary data from online consumer discussion forums were collected using Python scripts for data analysis. The analysis of big data through text mining followed four steps: data acquisition, data pre-processing, sentiment analysis, and text mining analysis. Ten key PPM factors are identified.  Push factors are low quality, frustration, dissatisfaction, and overconsumption guilt. Pull factors are perceived hedonic benefits, perceived financial benefits, product variety, and substitutive values. Mooring factors are sustainability concerns and mindful consumption. The findings of Study 1 are used to develop hypotheses in line with the fourth research question in Study 2. 

[bookmark: _Toc200387251]CHAPTER FOUR
STUDY 2
Chapter FOUR primarily focuses on Study 2. It presents the development of hypotheses, informed by the findings from Study 1 and elucidates the methodology and results of Study 2. Utilizing survey methods and applying set-exploratory structural equation modeling (Set-ESEM) techniques, this chapter analyzes primary data from consumer panel samples thereby delineating both the supported and unsupported hypotheses based on empirical evidence. Finally, it concludes with a summary of the findings.
[bookmark: _Toc200387252]4.1. Development of Hypotheses
[bookmark: _Toc200387253]4.1.1. Push Effects
Push effects refer to factors negatively associated with a traditional consumption mode, particularly purchasing. Study 1 revealed key push factors specific to purchasing that drive renting, including low quality, frustration, dissatisfaction, and overconsumption guilt. 
Within the Push-Pull-Mooring (PPM) framework of switching behavior, low quality has consistently been recognized as a primary driver of consumer disengagement (Bansal et al., 2005). Given that perceived quality significantly influences repurchase intentions, lower-quality products often result in purchase discontinuation. That is, when consumers perceive apparel quality as inadequate, they are less likely to repurchase and may seek alternative consumption modes. Besides, negative experiences with a lower-quality apparel serve as an initial trigger for switching consumption modes. For example, rental services can allow consumers to mitigate the risks associated with low quality purchases. For instance, Park and Lee (2022) explained that apparel rental enables consumers to "try before they buy," thereby increasing perceived usefulness and adoption intentions for rental services.
[bookmark: _Hlk199536691]Hypothesis 1: Perceived low quality in apparel purchases significantly increases consumers’ intentions to switch from buying to renting apparel.
	Second, frustration is an unpleasant emotion that signals the need for individuals to exert effort in response to a challenging or obstructive event (Smith & Ellsworth, 1985). Frustration is often externally driven and indicated as complaints through expressing negative emotions (Tronvoll, 2011). Frustration is also associated with obstacles that hinder a desired outcome or unmet customer expectations (Dollard et al., 2013). Consumers who have had bad purchase experiences in the past are likely to reduce their risks for past purchases. For example, consumers prefer non-ownership-based consumption, such as renting, because they feel a burden to choosing the wrong products (Moeller & Wittkowski, 2010). 
[bookmark: _Hlk199536683]Hypothesis 2: Perceived frustration in apparel purchasing experiences significantly increases consumers’ intentions to switch from buying to renting apparel.
	Third, dissatisfaction refers to a negative assessment of a product or service that arises when performance fails to meet expectations (Oliver, 1980). In this study, dissatisfaction is conceptualized as an overall negative evaluation of the apparel purchasing experience. Prior research on the PPM framework highlights dissatisfaction as a key determinant of switching intention (Chi et al., 2021; Kordi Ghasrodashti, 2018; Zeng et al., 2021). Additionally, dissatisfaction has been established as a critical factor that is negatively associated with current service providers, thereby leading consumers to service-switching behavior (Bansal et al., 2005).
[bookmark: _Hlk199536675]Hypothesis 3: Dissatisfaction with apparel purchasing experiences significantly increases consumers’ intentions to switch from buying to renting apparel.
Lastly, overconsumption guilt stems from the excessive accumulation of clothing, leading to financial strain, decision fatigue, and storage burdens, which in turn fosters a growing resistance toward ownership-based consumption (Moeller & Wittkowski, 2010). In this study, overconsumption guilt is conceptualized as a form of extravagance guilt, referring to the guilt experienced from past purchasing decisions that were unnecessary and involved excessive spending for personal greed (Martins et al., 2024). As consumers regret purchasing excessive goods or gifts that they deem unnecessary, they may seek to curb this behavior by adopting a more mindful approach to consumption. Consequently, alternative consumption modes, such as renting, can become an appealing option for these consumers, encouraging them to shift away from ownership-based purchasing.
[bookmark: _Hlk199536669]Hypothesis 4: Overconsumption guilt from apparel purchasing experiences significantly increases consumers’ intentions to switch from buying to renting apparel.
[bookmark: _Toc200387254]4.1.2. Pull Effects
Pull effects refer to positive factors that motivate consumers to switch from buying to renting apparel. Study 1 identified four key pull factors: perceived hedonic benefits, perceived financial benefits, product variety, and substitutive value. 
Prior research has described hedonic benefits are one of the main motivations leading consumers to use apparel rental services (Brand et al., 2023; Lang et al., 2020; Rosenberg et al., 2023). Perceived hedonic benefits reflect consumers’ shopping motivations that are rooted in pleasure, where the shopping experience is driven by the desire for enjoyment, excitement, and emotional satisfaction (Arnold & Reynold, 2003). Since apparel rental services provide consumers with access to multiple clothing items through a monthly subscription, allowing them to receive different products each month, they are likely to offer greater hedonic benefits. In contrast, purchasing apparel may be relatively less appealing, as it typically limits consumers' access to a variety of products due to financial and storage constraints. Therefore, the pursuit of hedonic benefits may encourage consumers to switch from purchasing to renting apparel.
[bookmark: _Hlk199536661]Hypothesis 5: Perceived hedonic benefits of apparel renting significantly increases consumers’ intentions to switch from buying to renting apparel.
	Second, financial benefits drive consumer interest in renting. In apparel rental service literature, perceived financial benefits refer to consumers’ perception that renting is cost-effective (Baek & Oh, 2021; Brand et al., 2023). Ruan et al. (2022) revealed that financial benefits are crucial motivations when consumers consider using luxury fashion renting. In addition, past research found that consumers perceive renting apparel to be more cost-effective than buying it, which in turn enhances their intention to use apparel rental services (Lee et al., 2021; Ruan et al., 2022). 
[bookmark: _Hlk199536654]Hypothesis 6: Perceived financial benefits of apparel renting significantly increase consumers’ intentions to switch from buying to renting apparel.
	Third, product variety emerged as a core motivation for renting apparel in Study 1. Product variety refers to consumers’ perception that apparel renting provides access to a wide selection of clothing options (Lee et al., 2021). Prior research has shown that consumers are particularly drawn to apparel rental services due to their ability to provide diverse fashion choices and an extensive product assortment (Mukendi & Henninger, 2020; Park & Armstrong, 2019; Rosenberg et al., 2023). The opportunity to explore a broader selection of styles, brands, and trends serves as a key driver of rental adoption, reinforcing that product variety is a significant motivator for engaging in apparel rental services (Park & Armstrong, 2019).
[bookmark: _Hlk199536647]Hypothesis 7: Product variety in apparel renting significantly increases consumers’ intentions to switch from buying to renting apparel.
	Last, substitutive value represents the benefits that consumers gain from renting goods of comparable quality to new purchases (Fritze et al., 2020). Past research found that substitutive value plays a significant role in enhancing consumer intention to adopt access-based consumption, such as fashion rental services (Fritze et al., 2020; Kang et al., 2024). Thus, consumers who perceive substitutive value may find renting more attractive than buying, as it offers the same quality at a lower cost.
[bookmark: _Hlk199536642]Hypothesis 8: Substitutive value in apparel renting significantly increases consumers’ intentions to switch from buying to renting apparel.
[bookmark: _Toc200387255]4.1.3. Mooring Effects
Findings from Study 1 indicate that sustainability plays a significant role in both apparel purchasing and renting, functioning more as a personal trait than an external influence. Specifically, sustainability is viewed as a personal concern from the perspective of purchasing, whereas it is reflected as a motivation from the perspective of renting. These results suggest that sustainability reflects an internal disposition rather than a situational factor. Accordingly, this study conceptualizes sustainability as a mooring factor. In this study, environmental concerns are defined as an individual’s personal concern and general attitude toward environmental protection (Minton & Rose, 1997; Pagiaslis & Krontalis, 2014). Prior research suggests that environmentally conscious consumers are more likely to adopt alternative consumption modes, such as apparel rental, compared to those indifferent to sustainability issues (Chi et al., 2023). Empirical evidence also supports this relationship. Lee and Huang (2020) found that environmental awareness enhances consumers' positive attitudes toward online fashion rental services. Furthermore, previous studies have established that environmental concerns moderate the relationship between attitude towards sustainable products and purchase intention across various sustainable consumption contexts, such as organic product adoption (Cachero-Martínez, 2020) and green product purchases (Al-Quran et al., 2020; Rustam et al., 2020). Based on these findings, environmental concerns are expected to function as a mooring effect that shapes consumer switching intention from ownership to rental-based apparel consumption. Specifically, consumers with higher environmental concerns are likely to be less swayed by push factors or pull factors, as their consumption decisions are guided more by internalized values than external drivers. Thus, the impact of push and pull factors on switching intention may be weaker for consumers with strong environmental concerns.
[bookmark: _Hlk199536632]Hypothesis 9: Consumers’ environmental concerns significantly increase their intentions to switch from buying to renting apparel.
Hypothesis 10: Consumers’ environmental concerns moderate the relationships between push factors (a. low quality, b. frustration, c. dissatisfaction, and d. overconsumption guilt) and switching intentions. Specifically, these relationships are weaker for consumers with higher environmental concerns than others.
Hypothesis 11: Environmental concerns moderate the relationships between pull factors (a. perceived hedonic benefits, b. perceived financial benefits, c. product variety, and d. substitutive value) and switching intentions. Specifically, these relationships are weaker for consumers with higher environmental concern than others.
Mindful consumption emerged as another mooring factor in Study 1, reflecting an individual's awareness of their choices when consuming apparel (Park & Lee, 2020). Mindful consumption is defined as an individual’s consideration of self, society, and the environment in the process of consumption (Gupta & Sheth, 2024). While mindful consumption is recognized as a key of sustainable purchasing behavior, apparel rental—originally introduced as an eco-friendly alternative to buying—may be closely linked to rental intention. In addition, empirical evidence suggests that mindfulness is positively linked to sustainable clothing consumption (Kumar & Panda, 2025). Specifically, it shows that mindfulness plays a significant role in influencing consumption switching decisions to sustainable consumption. Thus, consumers who are mindful of their consumption are more likely to consider switching to renting apparel. Furthermore, mindful consumption is expected to moderate switching behavior, strengthening the relationships between push and pull factors and switching intentions.
[bookmark: _Hlk199536618]Hypothesis 12: Consumers’ mindful consumption significantly increases their intentions to switch from buying to renting apparel.
Hypothesis 13: Consumers’ mindful consumption moderates the relationships between push factors (a. low quality, b. frustration, c. dissatisfaction, and d. overconsumption guilt) and switching intentions. Specifically, these relationships are stronger for consumers with higher mindful consumption than others.
Hypothesis 14: Consumers’ mindful consumption moderates the relationships between pull factors (a. perceived hedonic benefits, b. perceived financial benefits, c. product variety, and d. substitutive value) and switching intentions. Specifically, these relationships are stronger for consumers with higher mindful consumption than others.
Besides the aforementioned factors, this study focuses on switching costs as an additional mooring factor. In the PPM framework literature, numerous studies identify switching costs as a key mooring effect (Jeong et al., 2023; Kordi Ghasrodashti, 2018; Zeng et al., 2021). Switching costs refer to the anticipated costs—monetary, psychological, or effort-related—associated with switching from one to another (Pick & Eisend, 2014). Prior research has consistently shown that high switching costs act as a significant barrier to switching behavior (Jeong et al., 2023; Pick & Eisend, 2014). In the context of apparel rental, consumers accustomed to purchasing clothing may face challenges in adopting rental services unless they possess strong rental motivations or negative prior experiences with purchasing. For example, consumers may perceive apparel rental as not sufficiently attractive to justify a complete change in their consumption habits. As a result, they may choose to continue purchasing apparel rather than switching to a rental-based approach, as switching behavioral patterns becomes a hassle to them. Given this, switching costs may serve as a key factor that inhibits switching intention from buying to renting apparel. 
Furthermore, high switching costs may also moderate the relationship between push/pull factors and switching intention, influencing the extent to which these factors drive consumers toward rental adoption. Although consumers may find rental apparel attractive, they are unlikely to switch if high switching costs require significant changes to their current lifestyle (e.g., adjusting shopping habits, adapting to rental return schedules, or managing subscription fees). Similarly, when switching costs are high, negative experiences with purchasing apparel, may not necessarily lead to switching intentions, as the perceived sacrifices associated with transitioning to rental (e.g., loss of ownership, uncertainty about fit and quality, or dependency on rental availability) outweigh the push factors related to buying. 
[bookmark: _Hlk199536606]Hypothesis 15: Perceived switching costs significantly decrease consumers’ intentions to switch from buying to renting apparel.
Hypothesis 16: Perceived switching costs moderate the relationships between push factors (a. low quality, b. frustration, c. dissatisfaction, and d. overconsumption guilt) and switching intention from buying to renting apparel. Specifically, these relationships are weakened as perceived switching costs increase.
Hypothesis 17: Perceived switching costs moderate the relationships between pull factors (a. perceived hedonic benefits, b. perceived financial benefits, c. product variety, and d. substitutive value) and switching intentions. Specifically, these relationships are weakened as perceived switching costs increase.

In summary, hypotheses 1 to 4 proposed how push factors (i.e., perceived low quality, perceived frustration, dissatisfaction, and overconsumption guilt from apparel purchasing experiences) increase consumers’ intentions to switch from buying to renting apparel. Hypotheses 5 to 8 posited how pull factors (i.e., perceived hedonic benefits, perceived financial benefits, product variety, and substitutive value in apparel renting) increase consumers’ intentions to switch from buying to renting apparel. Hypotheses 9, 12, and 15 examined the direct effects of moderating factors (i.e., environmental concerns, mindful consumption, and switching costs) on switching intention. Lastly, Hypotheses 10, 11, 13, 14, 16, and 17 assessed moderating effects of mooring factors (i.e., environmental concerns, mindful consumption, and switching costs) on switching intention (See Figure 4). Specifically, environmental concerns and switching costs are expected to have negative interaction effects, whereas mindful consumption shows positive interaction effects on the relationships between push/pull factors and switching intention.
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[bookmark: _Toc200387865]Figure 4. Proposed research model

[bookmark: _Toc200387256]4.2. Study 2 Research Design: Quantitative Inquiry using a Survey Method
Study 2 aims to address RQ 4 using the theoretical framework of the Push-Pull-Mooring (PPM) model. RQ 4 asks how push, pull, and mooring factors are associated with switching intentions from buying to renting apparel. To answer this question, Study 2 employed a quantitative approach using a self-administered online survey. The survey method was appropriate, as the primary objective was to examine correlational relationships between PPM factors and switching intention rather than to manipulate or control conditions in an experimental setting. Specifically, this study employed the set–exploratory structural equation modeling (Set-ESEM) approach to statistically represent the proposed PPM model, allowing for cross-loadings among latent variables while preserving the distinct conceptual structure of push, pull, and mooring factors. The study protocol was reviewed and approved by the Institutional Review Board at the University of Tennessee, Knoxville (Approval No: UTK IRB-25-08829-XM; Appendix A) 
[bookmark: _Toc200387257]4.2.1. Survey Design and Participants
The purpose of study 2 is to answer RQ 4: How are the push, pull, and mooring factors associated with switching intentions from buying to renting apparel? Seventeen hypotheses are proposed based on the findings of study 1 and the Push-Pull-Mooring (PPM) framework. To test them, Study 2 employs a web-based survey method. Many studies applying the Push-Pull-Mooring (PPM) framework have utilized survey methods for several reasons. First, since PPM factors involve subjective perceptions, surveys are an effective tool for capturing consumers' self-reported experiences (Bansal et al., 2005; Kordi Ghasrodashti, 2018). Second, survey methods are particularly appropriate for examining correlational relationships between variables, as proposed in the study’s hypotheses. While experiments are designed to establish causal relationships through manipulation and control, surveys are more appropriate for identifying and analyzing naturally occurring associations between constructs. This aligns with the study’s objective to assess the correlational associations between push, pull, and mooring (PPM) factors and switching intention. Moreover, since the study aims to generate generalizable insights into these associations rather than to test causal mechanisms in a controlled setting, the survey method is well-suited for achieving the research goals. 
The target population for this study includes consumers who have recent experience with purchasing apparel but have not yet rented apparel, as the primary goal is to explore individuals who may be interested in switching to the emerging consumption mode of renting. For this dissertation, the convenience sampling technique is used to collect data by randomly recruiting participants from Prolific, an online survey platform. To ensure data relevance and quality, screening criteria included in the form of consent: 1) being 18 years or older, 2) residing in the United States, 3) fluency in English, and 4) having purchased apparel in the past six months. 
[bookmark: _Toc200387258]4.2.2. Measures
To examine the factors influencing consumer transitions from purchasing to renting apparel, this study measured push, pull, and mooring factors using validated scales adapted from prior research. All constructs of push, pull, and mooring factors were assessed using a seven-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree), except overconsumption guilt (1 = not at all to 7 = extremely). All measures were brought from the previous studies that were used in consumption and service contexts and modified to fit the context of this study.
Low Quality. The low quality construct in this study was adapted from Sweeney and Soutar (2001), who originally conceptualized the scale as a positive quality dimension (e.g., “X has consistent quality”) and reported a Cronbach’s alpha of .91. In the current study, the items were negatively framed and modified to fit the apparel consumption context (e.g., “When thinking about purchasing apparel, my purchases do not always have consistent quality”). 
Frustration. Frustration is operationalized as the level of negative emotional responses triggered by past purchase experiences. Three items were adapted from Susskind (2004) ( and Le and Ho (2020) (, originally developed within the service domain, and modified into the apparel context (e.g., “Sometimes, I feel upset when I don’t get what I expected from buying apparel.”).
Dissatisfaction. Dissatisfaction is operationalized as the extent to which respondents feel distressed due to unmet expectations with past clothing purchases. Dissatisfaction was adapted from Nugroho and Wang (2023) developed under the context of purchasing experiences ( and Sun et al. (2017) ( measured for mobile application usage. Modifying measurement items into the apparel context, dissatisfaction was evaluated with three items (e.g., “When considering apparel shopping, I am dissatisfied with the overall experience of buying clothing.”).
Overconsumption Guilt. Overconsumption guilt is operationalized as the extent to which consumers feel guilty or regret after making unnecessary or excessive clothing purchases. Overconsumption guilt was measured using three items (e.g., “I feel guilty when buying superfluous fashion items.”) from Martins et al. (2024) previously reported with original  under general consumption contexts.
Perceived Hedonic Benefits. The perceived hedonic benefits are operationalized as the extent to which respondents perceive renting apparel as an enjoyable and fun experience. Perceived hedonic benefits were measured using three items (e.g., “Renting apparel would be a real pleasure.”) adapted from Baek and Oh (2021), who studied under apparel rental services, with the original study reporting a Cronbach’s alpha of .97. 
Perceived Financial Benefits. The perceived financial benefits are operationalized as the degree to which respondents perceive renting apparel as a cost-effective alternative to purchasing. The perceived financial benefits were assessed through three items adapted from Brand et al. (2023) ( and Ruan et al. (2022) ( drawn from apparel contexts (e.g., “Renting apparel would help me save money.”). 
Product Variety. Product variety is operationalized as the extent to which respondents perceive rental services as offering a wide selection of clothing options. It was measured using three items (e.g., “Through apparel renting, I can get many fashion products.”) drawn from Alanadoly and Salem (2022), who reported a composite reliability of .93, and Lee et al. (2021), who reported a Cronbach’s alpha of .89. Both prior studies assessed product variety in the context of apparel consumption. 
Substitutive Value. Substitutive value is operationalized as the degree to which respondents perceive rented clothing as a viable alternative to purchased clothing. Substitutive value was originally developed to assess consumer perception of access-based consumption (Lamberton & Rose, 2012). In the current study, it was measured using three items from Lamberton and Rose (2012) previously reported with an original  (e.g., “I think that renting apparel provides quite a good substitute for personally owned apparel items.”).
Environmental Concerns. Environmental concerns are operationalized as the degree to which respondents are sensitive to the negative environmental impact of unsustainable practices. Environmental concerns were measured using three items adapted from Minton and Rose (1997), reporting with an original Joreskog’s coefficient scale of .98, providing reliability (e.g., “I think that we are not doing enough to save scarce natural resources from being used up.”). 
Mindful Consumption. Mindful consumption is operationalized as the degree to which respondents consciously regulate their clothing consumption by avoiding impulsive purchases and prioritizing necessity-based decisions. Mindful consumption was assessed through three items from Park and Lee (2020) developed under apparel consumption, reported with a Cronbach’s alpha of .92 (e.g., “I put emphasis on eco-friendly clothing consumption.”). 
Switching Costs. Switching costs are operationalized as the perceived psychological burden of transitioning from purchasing to renting apparel. Measurement items for switching costs were borrowed from Bansal et al. (2005) ()  and Sun et al. (2017) () within the service domain and adapted three items that were modified into the apparel context (e.g., “In general, it would be a hassle to change from buying to renting apparel.”).
Switching Intention. Switching intention is operationalized as the extent to which participants indicate their willingness and intention to switch to renting apparel in the near future. Switching intention was measured using three items from Kim et al. (2019), which originally had an alpha value of .90, and Sun et al. (2017), showing the alpha value of .91 (e.g., “I can consider switching from buying to renting apparel.”).
[bookmark: _Toc200387259]4.2.3. Face Validity Check
Prior to recruiting participants from Prolific, the survey questionnaire was reviewed to ensure face validity. Specifically, the initial pool of items was shared with two full professors and eight doctoral students specializing in retail and consumer research. These experts were asked to evaluate whether each item clearly and appropriately captured the intended construct, assess the clarity of wording, and identify any potential sources of confusion or redundancy. Based on their qualitative feedback, several items, particularly those that were conceptually ambiguous, overly technical, or prone to misinterpretation, were modified for clarity. This process ensured that the final questionnaire is easily understood by general consumers and accurately reflects the constructs under investigation.
[bookmark: _Toc200387260]4.2.4. Procedure
Participants recruited through Prolific followed a structured procedure to complete the online questionnaire from May 6th to 7th, 2025. First, respondents who accessed the survey via the Prolific platform were directed to the Qualtrics link, which opened the questionnaire landing page. After signing an informed consent, participants were presented with a brief introduction to the concept of apparel renting: 
“Apparel rental refers to services that allow consumers for a limited time by paying a fee instead of purchasing it. These services are often available online and offer access to a wide range of fashion items for both special occasions and everyday wear. After use, the clothing is returned and professionally cleaned for the next user. For example, there are many fashion rental companies such as Nuuly, Armoire, Rent the Runway, Stitch Fix, Vivrelle, Tulerie, Le Tote, and more. These companies offer monthly subscription services that allow customers to rent a set number of clothing items—such as, dresses, jackets, jeans, shoes, or accessories—each month, with free shipping and returns included.”
After the introduction to apparel renting, participants responded to a series of question blocks measuring push factors (low quality, frustration, dissatisfaction, and overconsumption guilt), pull factors (perceived hedonic benefits, perceived financial benefits, product variety, and substitutive value), mooring factors (environmental concerns, mindful consumption, and switching costs), and the outcome variable (switching intention). Two attention check items were embedded within the sections on dissatisfaction and substitutive value. Finally, demographic questions (gender, race, education, and income) were presented with a survey completion code at the end of the survey. Upon successfully completing at least 90% of the survey and passing the attention check items, participants received monetary compensation of USD $1.50 through their Prolific accounts.
Following established guidelines for structural equation modeling (SEM), the sample size in this study meets the recommended thresholds. With 36 observed variables and a moderately complex model, the sample size in the current study is satisfactory with the minimum number of 200 for any structural equation modeling (SEM) analysis (Weston & Gore, 2006). In addition, the rule of thumb in determining sample size for SEM analysis is often recommended to have at least 10 participants per observed variable (Kline, 1998; Nunnally & Bernstein, 1967). Additionally, the model was estimated using the MLR estimator to address potential non-normality, further supporting the adequacy of the sample size. 
[bookmark: _Toc200387261]4.3. Study 2 Results
[bookmark: _Toc200387262]4.3.1. Demographics
[bookmark: _Toc200387263]Among 650 participants recruited from Prolific, a total of 482 participants ' data were used for the analysis after data cleaning, such as checking incomplete survey questionnaires, IP addresses, duplicate response. Of the 482 respondents, 56.2% (n = 271) identified as female, 43.4 % (n = 209) as male, and 0.4% (n = 2) as non-binary or third gender (See Table 5). The average age of respondents was 42 years old, ranging from 18 to 83 years old, indicating that most of them were between 25 and 44 years old. The majority of participants were White/Non-Hispanic (68.5%), followed by Black or African-American (22.2%), Hispanic or Latino (3.1%), Asian (2.9%), Two or More Races (2.7%), American Indian and Alaska Native (0.4%), and Native Hawaiian and Other Pacific Islander (0.2%). 
4.3.2. Common Method Bias Test
To evaluate common method bias (CMB), a Common Latent Factor (CLF) model was employed following the guidelines of Podsakoff et al. (2003). Utilizing R Studio to test CLF analysis, the results of CLF accounted for 25.5% of the total variance, which is well below the conservative threshold of 50% commonly used to indicate serious method bias. This finding suggests that method bias is not a significant concern in this study, supporting the validity of the relationships observed in the dataset. Thus, the CLF results provide evidence for the appropriateness of the use of the survey method. In other words, the findings reflect substantive relationships among the underlying constructs of variables rather than being attributable to measurement method artifacts, thereby avoiding concerns associated with potential biases inherent in the survey-based method.

[bookmark: _Toc202787296]Table 5. Demographic information of the participants for Study 2 (N = 482)
	Demographics
	Mean (S.D.)
	Frequency 
	Percentage (%)

	Gender
	
	
	

	  Female
	
	271
	56.2

	  Male
	
	209
	43.4

	  Non-binary and Third gender
	
	2
	0.4

	
	
	
	

	Age
	41.71 (13.53)
	
	

	  18-24
	
	41
	8.5

	  25-44
	
	247
	51.3

	  45-60
	
	146
	30.2

	  61-83
	
	48
	10

	
	
	
	

	Racial/Ethnic Background
	
	
	.5

	  White/Non-Hispanic
	
	330
	68.5

	  Black or African-American
	
	107
	22.2

	  Hispanic or Latino
	
	15
	3.1

	  Asian
	
	14
	2.9

	  Two or More Races
	
	13
	2.7

	  American Indian and Alaska Native
	
	2
	0.4

	  Native Hawaiian and Other Pacific Islander
	
	1
	0.2




[bookmark: _Toc200387264]4.3.3. Justification for Using Set-Exploratory Structural Equation Modeling (Set-ESEM)
Evaluating the multidimensional structure of constructs within the Push-Pull-Mooring (PPM) framework, which purposefully distinguishes multiple subdimensions within each domain (e.g., push, pull, and mooring), requires a statistical approach that can accommodate both theoretical complexity and empirical validity. Traditional confirmatory factor analysis (CFA) based structural equation modeling (SEM) assumes a simple structure in which each item loads on only one factor and all cross-loadings are constrained to zero. Although this approach provides clear model identification and facilitates hypothesis testing, it often results in model misfits and inflated factor correlations when applied to complex constructs that exhibit cross-loading (Marsh & Alamer, 2024). 
To address these limitations, Exploratory Structural Equation Modeling (ESEM) has been developed, allowing cross-loadings to be estimated while maintaining compatibility with structural equation modeling techniques (Asparouhov & Muthén, 2009). However, while ESEM improves model fit and reflects empirical data more accurately, it may compromise model parsimony and interpretability—particularly in contexts where theoretical boundaries between subdimensions are well-established. 
Therefore, this dissertation employs Set-ESEM, a recently developed analytic approach that allows cross-loadings only within a predefined set of conceptually related constructs (Marsh et al., 2020; Dicke et al., 2018). For example, items measuring dissatisfaction are permitted to cross-load only within other push-related subdimensions such as low quality and frustration, but not across unrelated domains such as pull or mooring. This targeted flexibility preserves theoretical structure while improving model fit and construct validity. Moreover, Set-ESEM is particularly suitable for the current study, given that the constructs and hypotheses in Study 2 are developed based on the qualitative findings from Study 1. As such, Study 2 reflects an empirical exploration of factor structures within a theoretically informed framework. 
[bookmark: _Toc200387265]4.3.4. Data Analysis and Results
The data analysis followed a four-step procedure. First, a preliminary analysis was employed to evaluate the first-order factor structure of the PPM factors using Confirmatory Factor Analysis (CFA). This step involved assessing the initial measurement model by examining model fit indices, factor loadings, composite reliability, average variance extracted (AVE), and evaluating both convergent and discriminant validity. 
Second, two models, CFA-based SEM and Set-ESEM, were compared to determine the most appropriate model for hypothesis testing. This comparison offered empirical support for the adoption of Set-ESEM, complementing its theoretical justification. 
Third, the Set-ESEM model was evaluated to test the proposed hypotheses. In this phase, the Set-ESEM model mainly focused on predicting the direct effects of push, pull, and mooring factors on switching intention from buying to renting apparel. 
Finally, moderation analysis was conducted using the product indicator method to examine the moderating effects of mooring factors with a bootstrapped sample of 1,000 to increase the stability and robustness of the findings. 
[bookmark: _Toc200387266]4.3.4.1. Preliminary Analysis - Factor Structure of the PPM factors 
Using RStudio, the results of CFA analysis with applying maximum likelihood robust (MLR) demonstrated that the measurement model had an acceptable fit: goodness-of-fit statistics 1008.09, p = .000, Comparative Fit index (CFI) = .957, Tucker-Lewis Index (TLI) = .949, and Root Mean Square Error of Approximation (RMSEA) = .046 [.042, .050]. The results of the initial CFA model demonstrated satisfactory internal consistency for all constructs with composite reliabilities ranging from .775 to .955, exceeding the recommended threshold of .70 (Hair et al., 2020; see Table 6). In addition, Cronbach’s alpha values were all over .70 as well, confirming internal consistency (Nunnally & Bernstein, 1967). Factor loadings looked good, as all lambda values, ranging from .406 to .974, exceeded the acceptable threshold of over .40 (Stevens, 2002).
In addition, average variance extracted (AVE) and inter-construct correlations were assessed to evaluate construct validity, including both convergent and discriminant validity. Convergent validity was supported as all AVE values exceeded the recommended threshold of .50 (Fornell & Larcker, 1981). Discriminant validity was also established, as each construct’s AVE was greater than the squared correlations between that construct and others (see Table 7).
Taken together, these findings confirm that the measurement model demonstrates good psychometric properties, including reliability, construct validity (i.e., convergent and discriminant validity), and model fit, thereby supporting the model constructs for use in the subsequent analysis. These results provide a solid foundation for testing the structural relationships among the latent variables in the model and further pave the way to compare the CFA-based and Set-ESEM based models.

[bookmark: _Toc202787297]Table 6. CFA results of PPM constructs
	Constructs (Cronbach’s )
Measurement Items 
	Factor Loading
	AVE
	CR

	Push Effects

	
	
	

	Low Quality (.919)
When thinking about purchasing apparel,
	
	.797
	.921

	My purchases do not always have consistent quality.
	.822
	
	

	My purchases do not always perform consistently.
	.930
	
	

	My purchases do not always have an acceptable standard of quality.

	.921
	
	

	Frustration (.743)
Sometimes,
	
	.556
	.775

	I feel upset when I don’t get what I expect from buying.
	.406
	
	

	I feel frustrated with buying apparel.
	.870
	
	

	I feel resigned about buying apparel.

	.864
	
	

	Dissatisfaction (.908)
When considering apparel shopping,
	
	.784
	.915

	I am dissatisfied with the overall experience of buying clothing.
	.938
	
	

	I am displeased with my overall experience of buying clothing.
	.939
	
	

	I do not like the clothing purchase process.

	.770
	
	

	Overconsumption Guilt (.892)
I feel guilty:
	
	.740
	.921

	When buying superfluous fashion items.
	.873
	
	

	When buying fashion items that are not a priority.
	.916
	
	

	When buying luxurious (and thus more expensive) fashion products, when cheaper equivalent products would perfectly fulfill my needs.
	.788
	
	








Table 6. Continued
	Pull Effects

	
	
	

	Perceived Hedonic Benefits (.954)
Renting apparel would be:
	
	.876
	.955

	A real pleasure.
	.940
	
	

	Enjoyable.
	.966
	
	

	A great play activity.

	.902
	
	

	Perceived Financial Benefits (.948)
Renting apparel would be:
	
	.840
	.940

	Help me save money.
	.939
	
	

	Benefit me financially.
	.974
	
	

	Improve my economic situation.

	.878
	
	

	Product Variety (.894)
Through apparel renting,
	
	.742
	.896

	I can get many fashion products.
	.829
	
	

	I can find new styles of apparel that are ahead of fashion.
	.896
	
	

	I can have a greater variety of products.

	.856
	
	

	Substitutive Value (.876)
I think that
	
	.675
	.861

	Renting apparel provides quite a good substitute for personally owned apparel items.
	.890
	
	

	Renting apparel is just as good as owning fashion items.
	.820
	
	

	Renting apparel can substitute for owning my clothing.
	.797
	
	

	
	
	
	

	Mooring Effects

	
	
	

	Environmental Concerns (.840)
	
	.597
	.813

	I think we are not doing enough to save scarce natural resources from being used up.
	.745
	
	

	Natural resources must be preserved even if people must do without some products.
	.776
	
	

	I feel angry and frustrated when I think of the ways industries are polluting the environment.

	.857
	
	





Table 6. Continued
	Mindful Consumption (.906)
	
	.781
	.914

	I put emphasis on eco-friendly clothing consumption.
	.906
	
	

	I put stress on whether an item is produced by a moral company when buying.
	.832
	
	

	I think it is important whether a product was made in an eco-friendly manner.

	.884
	
	

	Switching Costs (.858)
	
	.632
	.832

	In general, it would be a hassle to change from buying to renting apparel.
	.818
	
	

	I would lose a lot if I switched to renting.
	.821
	
	

	Considering everything, the costs to stop buying and start renting apparel would be high.
	.759
	
	

	
	
	
	

	Switching Intention (.920)
	
	.771
	.910

	I can consider switching from buying to renting apparel.
	.848
	
	

	The chance of switching from buying to renting apparel is high.
	.861
	
	

	I am willing to switch from buying to renting apparel.
	.923
	
	




[bookmark: _Toc202787298]Table 7. Convergent and discriminant validity
	
	EC
	FT
	DS
	OG
	LQ
	HED
	PV
	SV
	FB
	SC
	MC

	EC
	0.773
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	FT
	0.126
	0.746
	 
	 
	 
	 
	 
	 
	 
	 
	 

	DS
	0.023
	0.704
	0.886
	 
	 Read Caveats and Assumptions below, 
and then click me.

	 
	 
	 
	 
	 
	 

	OG
	0.239
	0.318
	0.369
	0.860
	 
	 
	 
	 
	 
	 
	 

	LQ
	0.031
	0.547
	0.639
	0.299
	0.893
	 
	 
	 
	 
	 
	 

	HED
	0.095
	-0.090
	-0.083
	0.080
	-0.064
	0.936
	 
	 
	 
	 
	 

	PV
	0.238
	-0.131
	-0.058
	0.132
	0.066
	0.556
	0.861
	 
	 
	 
	 

	SV
	0.167
	-0.076
	-0.017
	0.115
	-0.019
	0.781
	0.676
	0.822
	 
	 
	 

	FB
	0.106
	-0.074
	-0.075
	0.090
	-0.021
	0.644
	0.512
	0.812
	0.917
	 
	 

	SC
	-0.088
	0.180
	0.124
	0.044
	0.030
	-0.517
	-0.415
	-0.635
	-0.598
	0.789
	 

	MC
	0.656
	-0.097
	-0.161
	0.158
	-0.205
	0.367
	0.322
	0.424
	0.369
	-0.267
	0.884


Note*EC= environmental concerns, FT= frustration, DS = dissatisfaction, OG = overconsumption guilt, LQ = low quality, HED = perceived hedonic benefits, PV = product variety, SV = substitutive value, FB = perceived financial benefits, SC = switching costs, MC = mindful consumption
*The diagonal line represents the square root of the Average Variance Extracted (AVE), while the values below the diagonal indicate the correlations between the constructs.

[bookmark: _Toc200387267]4.3.4.2. Model Comparison between CFA-based SEM and Set-ESEM Models
Utilizing RStudio, the Confirmatory Factor Analysis (CFA)-based Structural Equation Modeling (SEM) and the Set-Exploratory Structural Equation Modeling (ESEM) based model were assessed to check model fits and compare the models in the next step. Table 8 shows the summary of model fit for both models. The CFA-based SEM model has no cross-loading across other latent variables, and the results of the CFA-based SEM model showed acceptable fit indices. 
However, since the CFA-based SEM model constrains cross-loading, it is not the best for reflecting the theoretical framework used in this study, as the PPM framework theoretically implies the associations among subdimensions under each main construct, such as grouping low quality, frustration, dissatisfaction, and overconsumption guilt under push factors. 
Therefore, the Set-ESEM-based model has been tested to match the theoretical framework as an additional analysis. The result of Set-ESEM shows the acceptable fit indices: = 992.56, CFI = .957, TLI = .950, and RMSEA = .038 [.034, .042] (See Table 8). 
[bookmark: _Toc202787299]Table 8. Model fit indices for the CFA-based and Set-ESEM based models
	Model
	 (Robust)
	df
	RMSEA (Robust)
	RMSEA 90% Confidential Interval
	CFI (Robust)
	TLI (Robust)


	CFA-Based SEM Model
	1238.197*
	666
	.045
	(.041, .048)
	.957
	.950



	Set-ESEM Model
	992.568*
	606
	.038
	(.034, .042)
	.971
	.963


* p <.001

To compare whether the Set-ESEM based model significantly improves the measurement model assessment relative to the traditional CFA-based SEM model, a Likelihood-ratio test (LRT) was employed as a subsequent analysis. This step is essential for statistically justifying the use of the Set-ESEM approach, which allows for more flexible estimation of cross-loadings across factors.
The result of LRT reveals that the chi-square difference between the CFA-based SEM model and the Set-ESEM based model is statistically significant, Δχ² (60) = 227.25, p < .001 (See Table 9). This indicates that the Set-ESEM model fits the data significantly better than the more restrictive CFA model. The superior fit of the Set-ESEM model suggests that allowing for cross-loadings provides a more accurate representation of the underlying factor structure, capturing the complexity of the data more effectively. Therefore, these findings provide both theoretical and empirical justification for adopting the Set-ESEM approach in this study. 
Moreover, the improved model fit enhances the validity of subsequent structural path analyses, ensuring more robust and reliable interpretations of the hypothesized relationships among latent constructs. In short, the Set-ESEM model was employed to assess hypothesis testing for Study 2.
[bookmark: _Toc202787300]Table 9. Likelihood ratio test (LRT) - comparison of results between CFA-based SEM and Set-ESEM based model
	Model
	 (Robust)
	df
	
	
	p-value


	Set-ESEM Model
	992.568*
	606

	
	
	

	CFA-Based SEM model
	1238.197*
	666
	245.629
	60
	<.001*



* = p <.001

[bookmark: _Toc200387268]4.3.4.3. Assumption Checks for Set-ESEM Analysis
First, multicollinearity was assessed using variance inflation factor (VIF) scores. The VIF values for all predictors were as follows: Frustration = 1.66, Low Quality = 1.56, Dissatisfaction = 1.77, Overconsumption Guilt = 1.22, Perceived Hedonic Benefits = 1.66, Perceived Financial Benefits = 1.66, Product Variety = 1.51, Substitutive Value = 2.94, Switching Cost = 2.07, Environmental Concerns = 1.65, and Mindful Consumption = 2.09. All VIF scores were below the commonly accepted threshold of 5.0 (O’Brien, 2007), indicating no evidence of multicollinearity among the predictors in the structural model. 
Second, to address potential violations of multivariate normality, the model was estimated using the Maximum Likelihood with Robust standard errors (MLR) estimator in the "lavaan" package in RStudio (Lai, 2018). This estimator accounts for non-normality by providing robust standard errors and scaled fit indices. 
[bookmark: _Toc200387269]4.3.4.4. Set-ESEM Analysis and Hypothesis Testing
Next, employing the Set-ESEM model, the proposed hypotheses were tested through a structural model by examining the path coefficients. Gender, race, age, and personal income were included as covariates in the model to control for potential demographic influences. None of the covariates had a statistically significant effect on switching intention: gender (β = .150, p = .097), race (β = .018, p = .716), age (β = –.003, p = .359), and personal income (β = .031, p = .201) (See Figure 5). The fit indices of the Set-ESEM structural model provided a satisfactory model fit: = 992.56, CFI = .957, TLI = .950, and RMSEA = .038 [.034, .042]. Accordingly, hypothesis testing was carried out in the next phase of the analysis.
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[bookmark: _Toc200387866]Figure 5. The path diagram of Set-ESEM model
2
In addition, Table 10 presents the standardized cross-loadings obtained from the model built on Set-Exploratory Structural Equation Modeling (Set-ESEM) for the push (i.e., low quality, frustration, dissatisfaction, and over consumption guilt), pull (i.e., perceived hedonic benefits, perceived financial benefits, product variety, and substitutive value), and mooring constructs (i.e., mindful consumption, environmental concerns and switching costs). Specifically, push factors are all cross-loaded across frustration, low quality, dissatisfaction, and overconsumption guilt. Likewise, pull factors are also cross-loaded across perceived hedonic benefits, perceived financial benefits, product variety, and substitutive value. Further, mooring factors are also cross-loaded between environmental concerns, mindful consumption, and switching costs. However, cross-loadings across three dimensions of push, pull, and mooring factors are constrained to meet the theoretical concept of the PPM framework. This approach ensured that the empirical model remained consistent with the conceptual foundations of the framework.
The results reveal that each observed variable loads more strongly on its intended latent construct than on other factors. For example, items related to the concept of low quality, such as low quality 1, low quality 2, and low quality 3, load highly on the low quality construct (e.g., λ = .715, .860, and .822, respectively), while showing relatively low cross-loadings on other push factors. Similarly, items for perceived financial benefits load only highly on their construct while showing low cross-loading scores on other constructs, such as perceived hedonic benefits, product variety, and substitutive value. Therefore, this pattern is consistent across all three latent constructs of push, pull, and mooring factors, supporting the validity of the Set-ESEM structure and confirming that the latent constructs are well differentiated from one another.

[bookmark: _Toc202787301]Table 10. Standardized Cross-loadings from Set-Exploratory Structural Equation Model (Set-ESEM) for Push, Pull, and Mooring Constructs
	Push 
	Frustration
	Low quality
	Dissatisfaction
	Overconsumption guilt

	Frustration 1
	0.386
	0.122
	-0.095
	0.148

	Frustration 2
	0.805
	0.048
	0.125
	-0.003

	Frustration 3
	0.752
	0.039
	0.138
	0.029

	Low quality 1
	0.143
	0.715
	0.064
	0.081

	Low quality 2
	0.082
	0.860
	0.090
	0.011

	Low quality 3
	0.045
	0.822
	0.152
	0.021

	Dissatisfaction 1
	0.138
	0.059
	0.839
	0.041

	Dissatisfaction 2
	0.143
	0.089
	0.804
	0.053

	Dissatisfaction 3
	0.134
	0.230
	0.553
	0.085

	Overconsumption guilt 1
	0.038
	0.005
	0.080
	0.837

	Overconsumption guilt 2
	0.057
	0.003
	0.023
	0.906

	Overconsumption guilt 2
	0.005
	0.106
	0.059
	0.744

	
	
	
	
	

	Pull 
	Perceived hedonic benefits
	Perceived financial benefits
	Product variety
	Substitutive value

	Perceived hedonic benefits 1
	0.775
	0.058
	0.057
	0.195

	Perceived hedonic benefits 2
	0.841
	0.090
	0.080
	0.104

	Perceived hedonic benefits 3
	0.767
	0.107
	0.080
	0.096

	Perceived financial benefits 1
	0.090
	0.804
	0.070
	0.108

	Perceived financial benefits 2
	0.087
	0.885
	0.066
	0.074

	Perceived financial benefits 3
	0.067
	0.671
	0.021
	0.268

	Product variety 1
	0.133
	0.055
	0.714
	0.075

	Product variety 2
	0.067
	0.048
	0.830
	0.067

	Product variety 3
	0.019
	0.056
	0.801
	0.082

	Substitutive value 1
	0.166
	0.244
	0.251
	0.476

	Substitutive value 2
	0.130
	0.073
	0.026
	0.734

	Substitutive value 3
	0.076
	0.093
	0.062
	0.705




Table 10. Continued
	Mooring 
	Switching costs
	Environmental concerns
	Mindful consumption
	

	Switching costs 1
	0.818
	0.026
	-0.009
	

	Switching costs 2
	0.829
	-0.030
	0.019
	

	Switching costs 3
	0.734
	0.011
	-0.121
	

	Environmental concerns 1
	0.046
	0.841
	-0.041
	

	Environmental concerns 2
	-0.063
	0.727
	0.125
	

	Environmental concerns 3
	0.010
	0.673
	0.280
	

	Mindful consumption 1
	-0.011
	0.029
	0.920
	

	Mindful consumption 2
	-0.024
	0.113
	0.772
	

	Mindful consumption 3
	-0.102
	0.219
	0.746
	





H1-H4 examine the relationships between push factors and switching intention. H1 proposes that low quality of the apparel increases consumer switching intention from buying to renting apparel. For H1, the relationship between low quality of apparel purchasing experiences and consumers’ intentions to switch from buying to renting apparel was insignificant (β = .051, p = .271), rejecting H1 (See Figure 6). 
Next, H2 proposes that frustration from the apparel purchasing experience increases consumer switching intention from buying to renting apparel. In regard to H2, the results of Set-ESEM analysis showed that frustration was not significantly associated with switching intention (β = .004, p = .925), rejecting H2. 
In addition, H3 proposes that dissatisfaction from the apparel purchasing experience increases consumer switching intention from buying to renting apparel. The results of Set-ESEM showed that dissatisfaction was also not significantly related to switching intention (β = .002, p = .959), rejecting H3. 
Lastly, H4 proposes that overconsumption guilt from the apparel purchasing experience increases consumer switching intention from buying to renting apparel. However, overconsumption guilt associated with apparel purchasing had a significant and positive relationship with consumers’ intentions to switching from buying to renting apparel (β = .067, p = .049), supporting H4. 
In short, among the four constructs in push factors, three factors of low quality, frustration, and dissatisfaction did not increase consumer switching intention from buying to renting apparel. But only overconsumption guilt increased consumer switching intention from buying to renting apparel. Thus, H1, H2, and H3 were rejected, and H4 was only supported by Set-ESEM results.
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[bookmark: _Toc200387867]Figure 6. Direct effects of PPM factors on switching intention

	H5-H8 examine the relationships between pull factors and switching intention. H5 posits the effect of perceived hedonic benefits, H6 examines the influence of perceived financial benefits, H7 tests the impact of product variety, and H8 investigates the role of substitutive value on consumers’ switching intention from buying to renting apparel. As for H5, perceived hedonic benefit of apparel renting had a significant positive effect on consumers’ intentions to switch from buying to renting apparel (β = .203, p = .000), supporting H5. Next, perceived financial benefits had a significant positive effect on switching intention (β = .170, p = .000), confirming H6. However, the relationship between product variety and switching intention was not significant (β = .010, p = .796), rejecting H7. Lastly, as proposed, the positive relationship between substitutive value in apparel renting and consumers’ intentions to switch from buying to renting apparel was significant (β = .485, p = .000), supporting H8.
	H9, H12, and H15 predict that the mooring effects of environmental concerns, mindful consumption, and switching costs, respectively are correlated with switching intention. First, environmental concerns were not significantly associated with switching intention from buying to renting apparel (β = .013, p = .756), rejecting H9. Next, on the other hand, the positive relationship between mindful consumption and consumers’ intentions to switch from buying to renting apparel was significant (β = .100, p = .039), supporting H12. Lastly, the result showed the significant positive relationship between switching costs and switching intention was significant (β = -.122, p = .030), supporting H15. Table 11 summarizes the detailed information about the results of hypothesis testing, including structural paths, standardized beta coefficients, p-values, and the support status of each hypothesis.
[bookmark: _Toc202787302]Table 11. Results from Set-ESEM analysis
	Structural Path
	β
	p-value
	Results

	H1: LQ  SI
	.051
	.271
	Not supported

	H2: FT  SI
	.004
	.925
	Not supported

	H3: DS  SI
	.002
	.959
	Not supported

	H4: OG  SI
	.067
	.049*
	Supported

	H5: HED  SI
	.203
	.000***
	Supported

	H6: FB  SI
	.170
	.000***
	Supported

	H7: PV  SI
	.010
	.796
	Not supported

	H8: SV  SI
	.485
	.000***
	Supported

	H9: EC  SI
	.013
	.756
	Not supported

	H12: MC  SI
	.100
	.039*
	Supported

	H15: SC  SI
	- .122
	.030*
	Supported


Note* LQ = low quality, FT= frustration, DS = dissatisfaction, OG = overconsumption guilt, HED = perceived hedonic benefits, FB = perceived financial benefits, PV = product variety, SV = substitutive value, EC= environmental concerns, SC = switching costs, MC = mindful consumption, SI = switching intention

[bookmark: _Toc200387270]4.3.4.5. Moderation Analysis
Hypotheses 10, 11, 13, 14, 16, and 17 propose that mooring factors also moderate the relationships between push/pull factors and switching intention. Specifically, environmental concerns and switching costs are expected to have a negative interaction effect, and mindful consumption shows a positive interaction effect in the relationships between push/pull factors and switching intention. 
To test them, product indicator moderation analysis was conducted using RStudio. This approach constructs interaction terms from latent variable indicators, allowing the capture of measurement error and yielding more accurate estimates (Marsh et al., 2004). Unlike other moderation analysis approaches, such as observed variable methods, by which interaction terms are created by multiplying observed scores or multi-group moderation analysis using a median-split technique, product indicator moderation analysis provides a more accurate approach to examining interactions between latent constructs. Given the complexity of the model with 33 observed variables and 11 latent constructs, this approach was well-suited to maintain the integrity of the measurement model while rigorously examining interaction effects. Furthermore, to ensure the robustness and stability of the results, each moderation analysis was run with 1,000 bootstrapping samples. Table 12 provides the results of the moderation hypotheses. Bootstrapping enhances the reliability of statistical inference, especially in structural models with interaction effects, where sampling distributions may deviate from normality. The results of the moderation hypotheses, including the interaction terms, standardized path coefficients (β), significance levels (p-values), and hypothesis support status, are summarized in Table 12.
[bookmark: _Toc202787303]Table 12. Results of interaction effects of mooring factors in relationships between push/pull factors and switching intention with bootstrapping
	Hypotheses
	Interaction terms
	β
	p-value
	Results

	H10
	Environmental concerns 
	
	
	
	Partially supported

	H10a
	
	Low quality
	0.058
	0.344
	

	H10b
	
	Frustration
	0.027
	0.699
	

	H10c
	
	Dissatisfaction
	0.014
	0.830
	

	H10d
	
	Overconsumption guilt
	-0.136
	0.047*
	

	H11
	Environmental concerns 
	
	
	
	Partially supported

	H11a
	
	Perceived hedonic benefits
	-0.092
	0.006**
	

	H11b
	
	Perceived financial benefits
	-0.044
	0.190
	

	H11c
	
	Product variety
	0.039
	0.403
	

	H11d
	
	Substitutive value
	-0.067
	0.024*
	

	H13
	Mindful consumption 
	
	
	
	Not supported

	H13a
	
	Low quality
	-0.014
	0.780
	

	H13b
	
	Frustration
	-0.029
	0.606
	

	H13c
	
	Dissatisfaction
	-0.052
	0.298
	

	H13d
	
	Overconsumption guilt
	-0.058
	0.252
	

	H14
	Mindful consumption 
	
	
	
	Partially supported

	H14a
	
	Perceived hedonic benefits
	-0.045
	0.231
	

	H14b
	
	Perceived financial benefits
	0.047
	0.177
	

	H14c
	
	Product variety
	0.095
	0.019*
	

	H14d
	
	Substitutive value
	0.004
	0.885
	

	H16
	Switching costs 
	
	
	
	Not supported

	H16a
	
	Low quality
	0.025
	0.587
	

	H16b
	
	Frustration
	-0.012
	0.813
	

	H16c
	
	Dissatisfaction
	-0.020
	0.660
	




Table 12. Continued
	H16d
	
	Overconsumption guilt
	-0.013
	0.783
	

	H17
	Switching costs 
	
	
	
	Not supported

	H17a
	
	Perceived hedonic benefits
	0.026
	0.558
	

	H17b
	
	Perceived financial benefits
	-0.010
	0.785
	

	H17c
	
	Product variety
	-0.022
	0.629
	

	H17d
	
	Substitutive value
	-0.004
	-0.900
	




[bookmark: _Hlk200660795]	The first mooring factor is environmental concerns. H10a, b, c, and d posit that environmental concerns exert a moderating effect on the relationships between push factors and switching intention. The results of moderation analysis provided partial support (See Figure 7).
Specifically, H10a proposes that environmental concerns have a significant and negative interaction effect in the relationship between low quality and consumers' switching intention from buying to renting apparel. The results of the moderation analysis reported that environmental concerns did not show any interaction effect, rejecting H10a (β = .058, p = .344).
H10b posits that environmental concerns significantly moderate the relationship between frustration and switching intention. The results reported that there is no moderation effect of environmental concerns in the relationship between frustration and switching intention, rejecting H10b (β = .027, p = .699).
H10c proposes that there is an interaction effect between environmental concerns and dissatisfaction on switching intention. Likewise, the results of the moderation analysis reported no interaction effect of environmental concern on the relationship between dissatisfaction and switching intention, rejecting H10c (β = .014, p = .830).
Lastly, H10d assumes that environmental concerns moderate the relationship between overconsumption guilt and switching intention; that is, the moderation effect is expected to be negative. As a result, the moderation analysis revealed that environmental concerns had a significant moderating effect on the relationship between overconsumption guilt and switching intention from buying to renting apparel (β = -.136, p = .047), supporting H10d.
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[bookmark: _Toc200387868]Figure 7. Moderating effects of environmental concerns on the relationships between push/pull factors and switching intention

In addition, to further probe the significant interaction effects identified in the product indicator moderation effect, a simple slope analysis was conducted. This analysis assessed the conditional effects of each independent variable (e.g., overconsumption guilt, hedonic benefits) on switching intention at three levels of the moderator variable (i.e., environmental concerns, mindful consumption, and switching costs): one standard deviation below the mean (−1 SD), the mean (0 SD), and one standard deviation above the mean (+1 SD). 
For each interaction, the simple slope was calculated using the formula , where  represents the slope,  represents the main effect of the independent variable,  represents the interaction coefficient, and  is the standardized level of the moderator (Robinson et al., 2013). The standard error of the slopes was measured using formula , assuming independence between coefficients (Hayes & Matthes, 2009). Corresponding p-values were then calculated based on z-scores to determine significance. This additional analysis was only conducted for results that showed significant interaction effects (See Table 13).
This additional analysis provides for a more sophisticated interpretation of the interaction effects, which can help to clarify how the relationship between push/pull factors and switching intention changes across varying levels of mooring factors. For instance, a significant positive simple slope at +1 SD explains that the effect of the predictor strengthens under high levels of the moderator. This approach provides richer insights into the boundary conditions under which consumer switching intentions are more or less likely to occur.

[bookmark: _Toc202787304]Table 13. Conditional effects (simple slopes) of significant interaction terms on switching intention
	Interaction
	Moderator Levels
	
	Standard Error
	p-value
	Significance

	Overconsumption guilt 
X 
Environmental concerns
	-1 SD
	0.233
	0.057
	p < .001
	Yes

	
	Mean
	0.097
	0.049
	p < .05
	Yes

	
	+1 SD
	-0.039
	0.057
	n.s.
	No

	Perceived hedonic benefits 
X
 Environmental concerns
	-1 SD
	0.387
	0.089
	p < .001
	Yes

	
	Mean
	0.295
	0.074
	p < .001
	Yes

	
	+1 SD
	0.203
	0.089
	p < .05
	Yes

	Substitutive value 
X
 Environmental concerns
	-1 SD
	1.375
	0.105
	p < .001
	Yes

	
	Mean
	0.705
	0.103
	p < .001
	Yes

	
	+1 SD
	0.035
	0.105
	n.s.
	No

	Product variety 
X
 Mindful consumption
	-1 SD
	-0.056
	0.063
	n.s.
	No

	
	Mean
	0.014
	0.054
	n.s.
	No

	
	+1 SD
	0.084
	0.063
	n.s.
	No



The results based on a simple analysis reported that overconsumption guilt significantly increased switching intention at a low level of environmental concerns (-1 standard deviation (SD), β = .233, p < .001) and at the mean level of environmental concern (β = .097, p = .048), whereas nonsignificant and not affect switching intention at a high level of environmental concern (+1 SD, β = -.039, p = .501).  
However, environmental concerns did not alter the relationships that low quality (β = .058, p = .344), frustration (β = .027, p = .699), and dissatisfaction (β = .014, p = .830) with apparel buying have with switching intentions, rejecting H10a, H10b, and H10c, respectively.
H11a, b, c, and d postulate moderating effects of environmental concerns on the relationships between pull factors and switching intention. The results indicated partial support. Specifically, the interaction between environmental concerns and perceived hedonic benefits significantly affected switching intention from buying to renting apparel (β = -.092, p = .006), confirming H11a. 
Additionally, environmental concerns significantly moderated the relationship between substitutive value and switching intention (β = -.067, p = .024), confirming H11d. Further, the slope analysis results revealed that the effect of perceived hedonic benefits on switching intention was significant at low levels of environmental concern (−1 SD; β = .387, p < .001), at mean levels of environmental concern (Mean; β = .295, p < .001), and high levels of environmental concern (+1 SD; β = .203, p = .023), although the effect weakened as environmental concern increased. 
Moreover, substitutive value significantly increased switching intention at low (β = 1.375, p < .001) and mean levels (β = .705, p < .001) of environmental concern, but the effect became non-significant at high levels (+1 SD; β = .035, p = .740), suggesting that substitutive value is a key motivator only when environmental concern is not already high. However, H11b (β = -.044, p = .190) and H11c (β = .039, p = .403) were not supported.
The second mooring factor is mindful consumption. H13a, b, c, and d propose to examine the moderating effect of mindful consumption on the relationship between push factors and switching intention. The results showed that mindful consumption did not play a moderating role in these relationships. 
Specifically, H13a, which proposes that mindful consumption has a positive interaction effect in the relationship between low quality and switching intention from buying to renting apparel, was rejected (β = -.014, p = .780).
H13b proposes that mindful consumption has a positive interaction effect in the relationship between frustration and switching intention from buying to renting apparel. Similar to H13a, the results of moderation analysis showed that H13b was rejected (β = -.029, p = .606).
Next, H13c assumes that mindful consumption has a positive interaction effect in the relationship between dissatisfaction and switching intention from buying to renting apparel. The result of the moderation analysis report that H13c was also rejected (β = -.052, p = .298).
Lastly, H14d posits that mindful consumption has a positive interaction effect in the relationship between overconsumption guilt and switching intention from buying to renting apparel. The results of moderation analysis showed that H14d was also rejected (β = -.058, p = .252) (See Figure 8).
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[bookmark: _Toc200387869]Figure 8. Moderating effects of mindful consumption on the relationships between push/pull factors and switching intention

            On the other hand, H14a, b, c, and d propose to test the moderating effect of mindful consumption on the relationships between pull factors and switching intention. The results showed a partial support for H14 that mindful consumption significantly moderates the relationship between product variety and switching intention (β = .095, p = .019), supporting H14c. However, the simple slope analysis explained that the conditional effects of product variety on switching intention were not significant at all levels of low (–1 SD; β = –.056, p = .213), mean (β = .014, p = .078), or high (+1 SD; β = .084, p = .184) of mindful consumption. These results indicated that although the interaction effect exists, its impact is more subtle and not strong enough at specific levels of the moderator to reach significance.
            Lastly, switching costs are the last mooring factor. The results showed that switching costs did not have a significant moderating effect on relationships between both push factors and switching intentions. Specifically, switching costs did not show any significant interaction effect with low quality, frustration, dissatisfaction, and overconsumption guilt, rejecting H16a (β = .025, p = .587), b (β = -.012, p = .813), c (β = -.020, p = .660), d (β = -.013, p = .783).
Besides, the results of product indicator moderation analysis revealed that switching costs have not shown any moderating role in the relationships between pull factors (i.e., perceived hedonic benefits, perceived financial benefits, product variety, and substitutive value) and switching intention, thereby, rejecting H17a (β = .026, p = .558), b (β = -.010, p = .785), c (β = -.022, p = .629), and d (β = -.004, p = - .900) (See Figure 9). In summary, switching costs did not exhibit any significant moderating effect in the analysis.
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[bookmark: _Toc200387870]Figure 9. Moderating effects of switching costs on the relationships between push/pull factors and switching intention

[bookmark: _Toc200387271]4.4. Summary
Chapter FOUR presented quantitative Study 2, detailing the process from hypothesis development to empirical testing and reporting. Building on the findings from Study 1, this chapter aimed to empirically examine the proposed conceptual model. First, the development of hypotheses was discussed. Next, the survey methodology was thoroughly explained, covering the research design, participants, procedure, measurement items, face validity assessment, and evaluation of common method bias. The results section followed, providing a rigorous account of the analytical procedures. This included the justification for employing the Set-ESEM approach, confirming the factor structure of PPM constructs through preliminary analysis, comparing CFA-based and Set-ESEM-based models, evaluating the Set-ESEM model, testing hypotheses, and examining moderating effects. 
Overall, the results showed mixed outcomes in hypothesis testing for the proposed model. Among the push factors, only overconsumption guilt had a significant positive effect on switching intention. However, low quality, frustration, and dissatisfaction did not show any significant impact on switching intention. Regarding the pull factors, perceived hedonic benefits, perceived financial benefits, and substitutive value significantly influenced switching intention, whereas product variety did not. For the mooring factors, environmental concerns did not directly influence switching intention but exhibited significant negative moderating effects on the relationship between overconsumption guilt and switching intention, as well as between substitutive value and switching intention. Mindful consumption had a direct positive effect on switching intention and positively moderated the relationship between product variety and switching intention. Finally, switching cost significantly influenced switching intention but did not show any moderating effects. 
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Discussion and implications
Chapter FIVE discusses the key findings from Studies 1 and 2, integrating the results to offer both theoretical insights and practical implications. The chapter highlights how the findings contribute to the existing literature on consumer switching behavior in the context of apparel rental. In addition, managerial implications are proposed to guide practitioners in developing effective strategies that address push, pull, and mooring factors. The chapter also acknowledges the limitations of the research, such as sample characteristics and methodological constraints, and offers directions for future research to build on the current study’s contributions.
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This dissertation investigates the growing social phenomenon of consumption switching from buying to renting in the context of apparel. Grounded in the Push-Pull-Mooring (PPM) framework (Bansal et al., 2005), the research was conducted in two stages. 
Study 1 explored specific PPM factors influencing consumers’ switching intention from buying to renting apparel by analyzing online discussions using big data analytics. From conducting Study 1, the goal was to identify key PPM factors that may shape consumer decisions to shift their consumption mode from buying to renting apparel.  Building on these findings, Study 2 empirically tested whether the identified PPM factors significantly affect switching intention. Additionally, the second study examined whether mooring factors also interact with push and pull factors in affecting switching intention.
[bookmark: _Toc200387274]5.2. Discussion of Results
[bookmark: _Toc200387275]5.2.1. Discussion of Study 1 (Qualitative Research)
This dissertation seeks to uncover the key factors influencing consumers’ decision to shift their apparel consumption from buying to renting. To this end, the dissertation builds on the push-pull-mooring (PPM) framework, originally developed in the human migration domain and late extended to contexts such as service switching (Bansal et al., 2005). Push factors represent negative aspects of buying apparel, the traditional apparel consumption mode while pull factors concern positive aspects of renting apparel. Mooring factors represent consumers’ personal or situational attributes relevant to consumers’ decision to shift apparel consumption from buying and owning to renting. 
The review of related literature indicates that much work has focused on pull factors in motivation for renting apparel, with less attention being paid to push factors (what makes consumers push away from buying apparel) and mooring factors (personal and situation characteristics swaying consumers’ decision on switching from buying to renting apparel). To address these gaps, Study 1 conducts a qualitative inquiry by collecting secondary data from two online consumer discussion forums, mainly Reddit (n = 37,445) and Threads (n = 22,980). To analyze data, Study 1 employs text mining techniques, called Latent Dirichlet Allocation (LDA) analysis. The results identify four push factors, four pull factors, and three mooring factors. 
[bookmark: _Toc200387276]5.2.1.1. Push factors
Four main push factors include low quality, frustration, dissatisfaction, and overconsumption guilt. First, low quality is a push factor in buying apparel experiences. Consistent with the findings from the Push-Pull-Mooring (PPM) framework in the service domain (Bansal et al., 2005), low perceived quality is recognized as a significant reason consumers consider switching behavior. Topic modeling results reveal that consumer-generated content frequently included keywords such as “expensive,” “quality,” “brand,” and even profane descriptors (e.g., “shit”), reflecting strong negative experiences related to product quality. These linguistic cues suggest that perceptions of low quality serve as a negative evaluative factor that pushes consumers away from purchasing behavior. Furthermore, this finding is consistent with prior research showing that low service or product quality of existing offerings can act as a push factor in various contexts, not only in switching between service providers but also in shifting between different consumption types (e.g., from hotels to Airbnb; Chi et al., 2021). 
	Second, frustration emerges as another key push factor. Topic modeling results reveal that consumers frequently expressed frustration with apparel experiences using keywords such as “style,” “dress,” and “look.” These terms suggest that the clothing they purchased does not meet their expectations in terms of appearance or style. It aligns with prior research indicating that concerns about choosing the wrong product can drive consumers to experience a burden of ownership even before making a purchase (Moeller & Wittkowski, 2010). Furthermore, service literature consistently highlights frustration as a common negative emotional response to service failure (Le & Ho, 2020).
	Third, dissatisfaction is identified as a push factor. While frustration refers to a specific type of negative emotional response, the results of topic modeling associated with dissatisfaction reflect a broader evaluation of the overall shopping experience. For instance, keywords such as “buy,” “Amazon,” “crap,” and “store” suggest that consumers are expressing negative evaluations across their entire purchase journey, including their apparel usage. This finding is supported by empirical findings from Pragha et al. (2025), who demonstrated that dissatisfaction stemming from unmet expectations in existing retail channels significantly increases the likelihood of consumers switching to alternative retail platforms.
	Lastly, overconsumption guilt emerged as a novel push factor. Notably, the results of topic modeling indicated that overconsumption guilt has the highest topic proportion rate (23.94%) among all push factor topics. Keywords such as “gift,” “thing,” “less,” “want,” “stuff,” and “need” suggest that consumers often felt guilty about purchasing unnecessary quantities of apparel. This finding aligns with prior research, showing that consumers who exceed their budgets through impulsive or excessive buying tend to experience guilt, as it prompts reflection on their overindulgence in hedonic and unjustified consumption (Martins et al., 2024). This sense of guilt may motivate consumers to seek alternative consumption methods, such as using discount coupons or even opting for rental services.
[bookmark: _Toc200387277]5.2.1.2. Pull factors
Four main pull factors include perceived hedonic benefits, perceived financial benefits, product variety, and substitutive value. 
	Perceived hedonic benefits emerge as the first pull factor. While previous studies have identified related multi-constructs such as emotional value (Baek & Oh, 2021) and entertainment (Lee et al., 2021), the current findings suggest a more integrative construct—perceived hedonic benefits. The results support this construct, revealing frequently used keywords such as “fashion,” “style,” “love,” “feel,” “outfit,” and “look,” indicating that consumers derive enjoyment from apparel rental. These expressions reflect not only affective responses but also the experiential pleasure of accessing new styles and fashion trends through renting, highlighting a more comprehensive hedonic benefit through both emotional and aesthetic gratification.
	Perceived financial benefits are identified as the second pull factor. In this topic, consumers frequently used keywords such as “rent,” “pay,” “cost,” and “money,” indicating that financial considerations play a key role in their decision to use apparel rental services. It aligns with previous research in the apparel rental literature, which consistently highlights financial and economic benefits as crucial motivators for using apparel rental services (Baek & Oh, 2021; Brand et al., 2023; Lang et al., 2020; Lee et al., 2021; Ruan et al., 2022).
	Product variety emerge as the third pull factor. Keywords such as “dress,” “pant,” “shirt,” “jean,” “top,” and “pair,” indicate that consumers are attracted to apparel rental services for the opportunity to try a wide range of clothing styles and fashion items. This finding is consistent with Lee et al. (2021), who emphasized that product variety plays a significant role in motivating consumers to engage in apparel rental. Moreover, apparel rental allows consumers to experiment with diverse styles without incurring substantial financial costs, thereby enabling them to explore and express new facets of their identities (Rosenberg et al., 2023).
	Lastly, substitutive value is confirmed as a pull factor. Topic modeling highlighted keywords such as “brand,” “quality,” “store,” “price,” “fashion,” and “buy,” suggesting that consumers perceive renting apparel as a viable alternative to purchasing. These terms reflect a belief that rental services offer comparable quality and fashion value to owned apparel. This perception reinforces the notion that renting can fulfill similar needs traditionally met by buying. Supporting this, Kang et al. (2024) report that substitutive value plays a core motivator driving consumer engagement with apparel rental services.
[bookmark: _Toc200387278]5.2.1.3. Mooring factors
From Study 1, two distinctive topics are extracted: sustainability and mindful consumption. Sustainability emerges across both push and pull factors in distinct yet interconnected ways. As a push factor, sustainability is framed as a concern, with consumers expressing discomfort over the environmental impact of apparel consumption. 
In contrast, as a pull force, sustainability appears as a motivation, driving consumers toward rental services as a more environmentally responsible alternative. These findings suggest that sustainability is not merely a perceived benefit offered by firms or products but rather reflects an internalized personal value rooted in environmental consciousness. Previous research supports this notion, indicating that environmental concerns often underlie individual beliefs in pro-environmentalism, which in turn influence intentions to engage with sustainable products (Pagiaslis & Krontalis, 2014). Furthermore, Chi et al. (2023) find that past pro-environmental behaviors significantly predict consumers’ intentions to use apparel rental services, suggesting that established environmental values and actions extend to alternative consumption choices, such as renting. Given the fast-paced and disposable nature of fashion, environmentally conscious consumers may view rental as a viable form of green consumption aligned with both ecological values and sustainable lifestyle choices (Al-Quran et al., 2020). It provides potential cues that renting can be another alternative way of consuming products.
	Mindful consumption emerges as the second mooring factor, offering an insightful and novel contribution to literature. Although it has not been widely examined in the context of consumption switching, it has garnered increasing attention for its role in challenging conventional marketing strategies that promote overconsumption (e.g., discounts, and coupons) (Gupta & Sheth, 2024; Kumar & Panda, 2025). Mindful consumers are characterized by heightened awareness, empathy, and self-regulation, and they make conscious decisions that adhere to ethical and environmental values (Gupta & Sheth, 2024). These individuals consider not only personal needs but also the broader societal and ecological consequences of their consumption. As a result, they likely reflect on overconsumption critically and seek alternative forms of consumption, such as apparel rental, to minimize harm to others and the environment. This orientation may explain why mindful consumption emerged as a significant mooring factor influencing switching intentions from buying to renting apparel in our findings. Supporting this perspective, Kumar and Panda (2025) empirically demonstrated that mindfulness significantly predicts sustainable consumption behaviors in the context of clothing, reinforcing the role of mindful consumption as a psychological anchor in pro-environmental decision-making.
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Building on the findings from Study 1 grounded in the PPM framework, Study 2 employed a quantitative survey method to validate the structural relationships among push, pull, and mooring factors and their influence on consumers’ switching intention from buying to renting apparel. This quantitative phase aimed to empirically test the hypotheses developed from the conceptual model.
[bookmark: _Toc200387280]5.2.2.1. Effects of Push Factors on Switching Intention from Buying to Renting Apparel
This study finds that low quality is not significantly associated with switching intention from buying to renting apparel. Contrary to findings in the service domain (Bansal et al., 2005), this result suggests that product-related quality issues do not necessarily motivate consumers to shift from buying to renting consumption mode. As a key framework in consumption literature, the means–end model developed by Zeithaml (1988) explains that consumer decision-making is driven by their overall perceived value with a combination of multiple factors such as perceived product quality, price, and brand reputation. It implies that a negative evaluation of product quality alone may not be sufficient to prompt consumers' switching intention unless it significantly alters perceived value. Moreover, Moeller and Wittkowski (2010) emphasize that price-conscious consumers often evaluate quality in relation to value rather than in isolation. While high price consciousness may encourage interest in non-ownership models like apparel rental, low product quality by itself may not serve as a decisive push factor. These findings suggest that quality concerns must be interpreted in the broader context of value perception and economic considerations when assessing switching intentions.
	Study 2 also finds that frustration does not significantly influence consumers’ switching intentions from buying to renting apparel. A possible explanation for this finding is as follows. In prior research, push effects are often conceptualized as a second-order factor that encompasses multiple elements, including frustration, without isolating the effect of individual components (Bansal et al., 2005). In contrast, the present study examined frustration as an independent predictor of switching intentions. Therefore, the results of this study suggest that frustration alone may not be a decisive driver of switching behavior; Rather, switching intention is more likely to be influenced by the combined impact of multiple push factors.
	In addition, the results show that dissatisfaction is not significantly associated with switching intention from buying to renting apparel. The existing literature in the service domain presents mixed findings regarding the impact of dissatisfaction on switching intention. For example, Chen et al. (2024) report that dissatisfaction does not directly influence switching intention when consumers consider replacing human employees with service robots. In contrast, Su et al. (2025) find a significant positive relationship between dissatisfaction and switching intention in the context of cloud gaming. Similarly, Shukla and Sanjeev (2024) examine dissatisfaction as a component of a second-order push factor, finding that the combined push effects significantly influenced switching intention from conventional products to reusable alternatives in a sustainable consumption context. In all, the effect of dissatisfaction on switching intention is likely dependent on study contexts, and the link does not work in the context of apparel renting. These results also support the view that push effects may function more effectively as an integrated construct composed of multiple factors rather than as isolated predictors aligning with the original PPM framework (Bansal et al., 2005).
The final push factor, the overconsumption guilt has a significant impact on consumer intention to switch from buying to renting apparel. Notably, this dimension has not been previously documented in employing the PPM framework, making it a unique and significant finding within the context of shifting from apparel ownership to access-based consumption. This study specifically demonstrates overconsumption guilt as a distinct push factor driving this transition. While direct examination of overconsumption guilt in switching behavior is limited, Martins et al. (2024) elucidate that consumers who experience negative emotions from unnecessary and unjustifiable consumption, often driven by excessive hedonic motivation, tend to develop financial guilt, which subsequently discourages further unnecessary purchases. Building on this, a plausible explanation for the observed effect is that consumers, while still desiring the hedonic pleasure of wearing new clothing, seek to manage the emotional and financial guilt associated with overbuying. In this context, renting offers a compelling alternative. It allows consumers to enjoy variety and novelty in their wardrobe without the long-term financial commitment or space constraints of ownership, thereby reducing their guilt while still satisfying their hedonic desires.
[bookmark: _Toc200387281]5.2.2.2. Effects of Pull Factors on Switching Intention from Buying to Renting Apparel
Perceived hedonic benefits have a positive effect on switching intention from buying to renting apparel. Previous research shows that hedonic value motivates consumers to engage with apparel rental services (Seo et al., 2023). This dissertation extends those findings by demonstrating that perceived hedonic benefits not only encourage usage but also drive consumers’ intention to switch their consumption mode from ownership to access. Specifically, the results of Study 2 suggest that consumers are more likely to transition from buying to renting when they recognize the pleasurable experiences associated with apparel rental. This perspective is further supported by Rosenberg et al. (2023) who documented that rental services provide hedonic benefits by offering temporary excitement and opportunities for identity exploration through access to a variety of clothing styles.
Study 2 finds that perceived financial benefits positively influence consumer switching intention from buying to renting apparel. Prior research presents mixed findings regarding the role of financial benefits in shaping consumer behavior. For instance, Brand et al. (2023) report that financial benefits do not significantly affect the intention to use apparel rental, while they are positively associated with intentions to engage in swapping or second-hand apparel purchasing. Conversely, Lee et al. (2021) explain that reasonable cost is a key factor encouraging participation in apparel rental services, while Baek and Oh (2021) demonstrate that perceived economic value positively influences consumer attitudes toward such services. These divergent findings suggest that the impact of perceived financial benefits may depend on the specific study contexts. The current study contributes novel insights by identifying perceived financial benefits as a significant driver of switching intention, specifically, the transition from buying to renting apparel. This finding advances the understanding of switching behavior in apparel consumption by highlighting that consumers are more likely to adopt the rental consumption mode when they perceive clear financial advantages.
Product variety is not significantly associated with switching intention from buying to renting apparel. While prior research identifies product variety as an appealing benefit that encourages consumers to engage with apparel rental services (Lee et al., 2021), the findings of this dissertation suggest that variety alone does not serve as a determinant for switching intention. Several plausible explanations may account for this result. First, consumers may already perceive traditional retail buying as offering a wide array of clothing options. Thus, the benefits of product variety from using rental services do not look advantageous in switching decisions. Second, other factors (e.g., perceived financial benefits or hedonic benefits) may play a more influential role in the decision to switch, potentially reducing the relative impact of product variety. Additionally, the use of structural equation modeling in this study suggests that the effect of product variety on switching intention may have been diminished by the presence of stronger predictors in the model. Taken together, this finding shows that although product variety is valued, it may not serve as a primary motivator for consumers to switch from traditional ownership-based to access-based apparel consumption.
Substitutive value has a significant effect on switching intention from buying to renting apparel. It suggests that consumers are encouraged by the notion that access-based consumption can effectively replace the psychological benefits of material ownership without the long-term obligations associated with permanent possession (Fritze et al., 2020). Prior research demonstrates that consumers are willing to engage in access-based consumption (e.g., car or clothing rentals) when they perceive renting as a great alternative to buying (Fritze et al., 2020; Kang et al., 2024). Building on these findings, this dissertation offers a novel contribution by showing that substitutive value not only promotes the use of rental services but also plays a pivotal role in motivating a fundamental shift in consumption mode, from buying to renting, especially when renting is perceived as equally fulfilling as ownership.
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Environmental concerns are often considered a key factor in sustainable consumption. Several studies position apparel rental services as a sustainable alternative to traditional purchasing (Baek & Oh, 2021; Chi et al., 2023). For example, previous research reports that environmental awareness positively influences attitudes toward apparel rental services (Lee & Huang, 2020). In addition, green value contributes to favorable perceptions of rental services (Baek & Oh, 2021). Chi et al. (2023) also find that environmental knowledge can increase consumers’ intentions to use apparel rental services. However, the present study finds that environmental concerns do not significantly predict the intention to switch from buying to renting apparel. One possible explanation is that consumers may not inherently view renting as a sustainable behavior. Instead, apparel rental is perceived simply as an alternative form of consumption, shaped more by individual motivations, such as financial, social, or experiential reasons, than by environmental values. Thus, it suggests that environmental concerns do not directly influence switching intention but rather act as a boundary condition that moderates other relationships within the decision-making process. 
	Interestingly, environmental concerns have significant negative interaction effects with one push factor (i.e., overconsumption guilt) and two pull factors (i.e., perceived hedonic benefits and substitutive value) in predicting switching intention from buying to renting apparel. Exploring the interaction effects of environmental concerns in the relationship between overconsumption guilt and switching intention, the results of a slope analysis show that individuals who experience overconsumption guilt are more likely to consider renting apparel only when their environmental concern is relatively low to moderate. However, among individuals high in environmental concern, overconsumption guilt does not significantly drive switching behavior, possibly because their behavior is already guided by environmental motives rather than guilt-based affective triggers.
By interpreting the interaction effects of environmental concerns on the relationship between perceived hedonic benefits and switching intention, the slope analysis reveals that perceived hedonic benefits positively influence switching intention regardless of the slope levels (i.e., low, moderate, and high). However, the magnitude of this effect weakened as environmental concerns increased. This finding suggests that although hedonic benefits remain as a strong driver of switching intention across levels of environmental concerns, their influence on hedonic benefits becomes less important among consumers with high environmental concerns, as their switching decisions are driven by environmental motives rather than pleasure-seeking motives. In short, For consumers with high environmental concerns, renting likely already aligns with their sustainability values, so the additional pleasure or novelty it offers does not further increase their intention to rent. In contrast, for consumers with low environmental concerns, the hedonic appeal plays a stronger motivational role—they are more likely to switch to renting if it feels fun, stylish, or novel. 
	Next, interpreting the interaction effects of environmental concerns on the relationship between substitutive and switching intention, the slope analysis reports that substitutive value, which reflects the rental apparel as good as purchasing them, is a key motivator for switching only when environmental concern is low to moderate. However, for consumers with high environmental concerns, switching intention is likely to be more affected by environmental values than substitutive values. In other words, the belief that renting can serve as a substitute for permanent ownership (i.e., providing similar utility without long-term commitment) is less persuasive among those with high environmental concerns. A possible explanation for the results is that environmentally conscious consumers may already be motivated to rent for ethical or ecological reasons and do not rely on this substitutive logic to justify their decision. Alternatively, consumers with high environmental concerns may prefer to reduce overall consumption rather than seek alternative modes of consumption, thereby gravitating toward anti-consumption or slow consumption practices. On the other hand, consumers with lower environmental concerns rely more on the practical benefits of substitutive value to be convinced to shift from buying to renting.
[bookmark: _Toc200387283]5.2.2.4. Effects of Mooring Factors: Mindful Consumption
Study 2 reveals that mindful consumption has a direct and significant effect on switching intention from buying to renting apparel. Gupta and Sheth (2024) emphasize temperance, characterized by prudence and self-regulation, as a key element of mindfulness that aligns with renting rather than buying, as it supports the restraint of unbridled desires. They further elaborate that mindful consumers are more likely to seek alternative modes of consumption, such as renting. Existing literature also positions mindful consumption within the broader domain of sustainable consumption, which encompasses various behaviors such as second-hand purchasing, buying eco-friendly products, or renting instead of owning (Park & Lee, 2020). Supporting this perspective, Kumar and Panda (2024) report that mindfulness has a positive influence on general sustainable behaviors, including swapping, purchasing green products, and reducing overall apparel consumption. This dissertation adds a novel contribution to the literature by confirming the positive association between mindful consumption and switching intention from buying to renting within the context of apparel consumption.
However, mindful consumption does not show any interaction effects in the relationships between push factors and switching intention. A plausible explanation is that mindful consumers are inherently less likely to experience negative consumption outcomes because they engage in more deliberate and thoughtful decision-making. Given their heightened awareness and intentional decision-making, their expectations are often more realistic and better aligned with actual purchase experiences. This alignment reduces the likelihood of dissatisfaction, frustration, or overconsumption guilt. Such a mechanism is consistent with expectation-disconfirmation theory (Oliver, 1980), which posits that satisfaction results when perceived performance meets or exceeds prior expectations. 
Additionally, this study reveals a significant interaction effect of mindful consumption in the relationship between product variety (pull factor) and switching intention from buying to renting apparel. Further, the results of simple slope analysis indicate that the conditional effects of product variety on switching intention were not significant at low, moderate, or high levels of mindful consumption. This pattern indicates that while mindful consumption influences the overall relationship, the magnitude of its influence is not enunciated at any specific level. 
Thus, the presence of mindful consumption strengthened this relationship. This novel finding suggests that consumers who are mindful of their consumption, though guided by self-regulation and intentionality, find the option of apparel renting even more attractive when product variety and assortment are attainable. This result is consistent with research documenting that the rental model enables consumers to balance their cognitive mindfulness with other desires, such as trying multiple apparel items at once (Gupta & Sheth, 2024). Apparel rental services can satisfy this desire by offering access to a wide range of products while compromising their commitment to mindful consumption.
[bookmark: _Toc200387284]5.2.2.5. Effects of Mooring Factors: Switching Costs
The current study finds that switching costs negatively influence switching intention from buying to renting apparel. A previous study reason that switching intention is decreased because switching costs increase inertia, which people prefer to stay in the status quo (Chen et al., 2024). Consistent with the findings of this study, several studies find the negative effect of switching costs on switching intentions in contexts of sustainable consumption (Quan et al., 2023), gaming consumption (Su et al., 2025), and mobile application consumption (Sun et al., 2023).
However, this study reports no significant interaction effects of switching costs on the relationships between push and pull factors and switching intention from buying to renting apparel. A plausible explanation is that switching costs act more as a direct inhibitor of switching intention rather than a moderator. The findings of this study show that the effects of push factors (i.e., overconsumption guilt) or pull factors (i.e., perceived hedonic benefits, financial benefits, and substitutive value) outweigh perceived switching costs, particularly among consumers who are open to alternative consumption modes or experimentation as they operate independently of switching costs on switching intention.
[bookmark: _Toc200387285]5.3. Theoretical Contributions
This dissertation provides several theoretical contributions. First, the Push-Pull-Mooring (PPM) framework was originally developed to examine service-switching behavior from a migration perspective (Bansal et al., 2005). Since then, the framework has been adopted across various domains, including brand switching (Kordi, 2018), transitions from human to chatbot services (Li & Zhang, 2023), shift to multichannel shopping (Chou et al., 2016), and movements toward sustainable consumption (Quan et al., 2023; Shukla & Sanjeev, 2024). While most of these studies have focused on service-related contexts or context-specific shifts, such as switching from conventional to sustainable product choices, the present study applies the PPM framework to an emerging concept of consumption mode change: the transition from ownership-based consumption to access-based consumption. By doing so, this study contributes to the theoretical expansion of the PPM framework, extending its application beyond the service domain to encompass fundamental shifts in consumption modes in response to evolving societal values and economic conditions.
	Second, this dissertation is the first study to explore consumption switching from buying to renting, contributing to the literature by identifying specific PPM factors within this emerging context. Specifically, it distinguishes push factors rooted in negative experiences with the current buying mode, pull factors driven by motivations to adopt the alternative consumption mode of renting, and mooring factors that either hinder or facilitate the transition from buying to renting apparel. While push factors have been widely examined in service-switching contexts, relatively little is known about such drivers in consumption-related domains. By focusing on apparel consumption, this study identifies unique push factors that reflect consumers’ negative experiences with traditional ownership-based consumption. Moreover, as mooring factors in apparel consumption switching are uncovered in past research, this study provides novel insights into what hinders or encourages consumption mode shifts. Notably, the findings suggest that the core psychological drivers of switching from buying to renting are not environmental concerns, which are often assumed, but rather involve mindful consumption and perceived switching costs. Therefore, this dissertation contributes to refining pull factors inconsistently defined in the apparel rental literature by offering a structured categorization grounded in the PPM framework.
	Lastly, unlike previous studies that primarily examined the composite effects of push, pull, and mooring constructs within the PPM framework (Bansal et al., 2005; Jeong et al., 2023; Jung et al., 2017), this dissertation provides granular insights into the distinct roles of individual PPM factors in the context of consumption switching. Prior research has often modeled push effects as a second-order construct, combining factors such as dissatisfaction, low quality, and frustration, and examined their collective influence on switching intention. 
In contrast, this study assesses each push factor individually to determine its unique predictive power. The findings reveal that low quality, dissatisfaction, and frustration, while commonly significant in service-switching contexts, did not significantly predict switching intention from buying to renting apparel when analyzed as separate predictors. Instead, overconsumption guilt, a novel push factor identified in this dissertation, emerged as a key driver of consumption switching. This result highlights that consumption switching is governed by overconsumption guilt. Moreover, the findings of this study suggest that when applying the PPM framework, the effects of individual factors differ from those observed when a second-order construct is applied. The study also highlights that constructs commonly used in service contexts do not directly apply to transitions in consumption modes, such as switching from purchasing to renting. Thus, it highlights the importance of examining factor-level effects to generate a more nuanced and contextually relevant understanding of the framework’s theoretical contributions and practical implications.
[bookmark: _Toc200387286]5.4. Practical Implications
Shifts in consumption modes from buying to renting apparel call for strategic insights to help business managers scale operations and effectively meet consumer needs and preferences. In practice, consumers toggle between purchasing and renting based on specific product categories, life events, dissatisfaction with past purchases, and various other personal reasons. The findings of this dissertation contribute to a deeper understanding of these consumption patterns and offer several managerial implications. First, the findings highlight overconsumption guilt as a critical driver of switching behavior. Consumers often experience self-induced guilt when they perceive themselves as excessive spending on unnecessary items. Apparel rental services can appeal to this sentiment by positioning themselves as a way to reduce moral discomfort and rationalize more mindful consumption. Importantly, it is noteworthy that overconsumption guilt is distinct from environmental concerns. The study finds that environmental concerns negatively moderate the relationship between overconsumption guilt and switching intention, suggesting that highly eco-conscious consumers are less affected by guilt appeals. Thus, promotional messages that focus on guilt should target overconsumption rather than sustainability, ensuring the messaging resonates with consumers who seek moral relief rather than environmental redemption. Segmenting consumers into groups such as overconsumption-prone and environmentally motivated can enable marketers to tailor campaigns and develop messaging strategies that better align with the unique motivations of each group.
This study also elucidates that consumers are more likely to switch from buying to renting apparel when motivated by hedonic benefits, financial benefits, and substitutive value, but not by product variety. Hedonic benefits suggest that marketers should emphasize the experiential aspects of renting. Promotional strategies might include showcasing how renting allows consumers to experiment with new styles, and feel fashionable for special occasions. In addition, financial benefits as a key motivator imply that price transparency and clear cost-saving comparisons should be central in marketing communications. Highlighting how renting offers access to premium brands at a fraction of the retail price can appeal to budget-conscious consumers seeking value without sacrificing quality. Moreover, the role of substitutive value, which is the perception that renting adequately replaces buying, plays an important role in ensuring rental services offer quality, reliability, and convenience comparable to ownership. Providing flexible rental plans, a seamless return process and size guarantees can reinforce this perceived equivalence and build trust. In contrast, the finding that product variety does not significantly drive switching behavior suggests that offering an extensive range of products alone may not be sufficient. Instead of focusing solely on breadth, managers should invest in curating collections that align with seasonal trends, lifestyle needs, and specific usage occasions to enhance perceived relevance.
In addition, this study discusses that environmental concerns not only lack direct effects on switching intention but also exhibit negative interaction effects with pull factors, specifically, perceived hedonic benefits and substitutive value, in predicting switching intention from buying to renting apparel. In contrast, mindful consumption demonstrates both a positive direct effect on switching intention and a positive interaction effect with product variety. These findings suggest that consumer mindfulness, rather than environmental concerns alone, plays a more critical role in driving the switching intention from buying to renting apparel. From a managerial perspective, these results indicate that apparel rental brands should prioritize promoting mindful consumption over positioning themselves solely around sustainability. While many rental services, such as Nuuly, initially emphasized sustainability during their early market entry, many have since shifted that focus to the background. This dissertation provides timely insight that brands may benefit more by framing mindful consumption as the core narrative, while presenting sustainability as a complementary benefit within that framework. By aligning promotional strategies with consumers’ desire for intentional, value-driven choices, brands can more effectively attract and retain customers. Thus, this study offers a novel strategic direction for how apparel rental brands can reposition their messaging to better resonate with evolving consumer motivations.
[bookmark: _Toc200387287]5.5. Limitations and Directions for Future Research
Despite the theoretical and practical contributions of this dissertation, several limitations warrant consideration, each offering valuable opportunities for future research.
First, both Study 1 and Study 2 collected data primarily from English-speaking consumers, with a focus on Western and U.S. participants recruited via online platforms. This geographic and linguistic concentration may limit the generalizability of findings. Given that the shift from buying to renting apparel is a global phenomenon, consumer motivations and barriers may differ across cultural contexts—particularly in countries with distinct fashion norms, environmental regulations, or levels of digital infrastructure. Future research should aim to replicate and extend the current model across diverse cultural settings. Comparative studies between collectivist and individualist societies may uncover cultural boundary conditions that shape the relevance and predictive power of the Push-Pull-Mooring (PPM) framework.
Second, while Study 1 utilized large-scale text mining of consumer-generated content from Reddit and Threads, the results revealed an interesting methodological insight: as the volume of collected data increased, the topic modeling results began to converge toward consistent and repetitive themes, with simpler and more homogenous top keywords. To address this, the current study implemented techniques such as Term Frequency-Inverse Document Frequency (TF-IDF) weighting and n-gram modeling to optimize topic granularity. However, future research could further enhance analytical precision by incorporating more advanced computational tools, such as psychologically driven text analysis packages like LIWC-22. The tools may offer deeper semantic and affective interpretations of consumer discourse.
Third, utilizing extensive datasets and topic modeling techniques, the current study identified four push factors, four pull factors, and two mooring factors. While these findings offer a focused understanding of key constructs, it is probable that additional relevant factors exist. By expanding the data corpus and applying more sophisticated analytical tools, future research may discover novel themes or dimensions not captured in the present study.
Fourth, the moderators used in this study represent only one side of the literature, reflecting sustainability and mindful consumption based on the findings from Study 1. Future studies can adopt moderators in accordance with fashion and apparel literature.
Lastly, this dissertation primarily examined pre-adoption intentions, focusing on non-users willingness to switch from buying to renting apparel. However, it remains unclear whether these expectations translate into adoption and post-adoption satisfaction. Future studies should investigate post-rental experiences, evaluating whether anticipated benefits are realized through actual usage. Integrating the Expectation-Disconfirmation Theory (EDT) (Oliver, 1980) would offer a valuable framework for understanding the full consumer journey and satisfaction dynamics within apparel rental consumption.
In sum, future research can enhance the robustness, cultural generalizability, and theoretical depth of apparel rental literature by employing broader samples, more advanced analytical methods, and longitudinal or post-adoption frameworks.
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[bookmark: _Toc199082485][bookmark: _Toc200134004][bookmark: _Toc200386968][bookmark: _Toc200387298]Are there any possible risks to me?
We don’t know of any risks to you from being in the study.
[bookmark: _Toc199082486][bookmark: _Toc200134005][bookmark: _Toc200386969][bookmark: _Toc200387299]Are there any benefits to being in this research study?
We do not expect you to benefit from being in this study.  Your participation may help us to learn more about consumer switching intentions from buying to renting apparel. We hope the knowledge gained from this study will benefit others in the future.
[bookmark: _Toc199082487][bookmark: _Toc200134006][bookmark: _Toc200386970][bookmark: _Toc200387300]Who can see or use the information collected for this research study?
We will protect the confidentiality of your information by keeping your survey in one drive storage that are researchers’ accounts authorized by the University of Tennessee. Only researchers (i.e. Youngdeok Lee and Sejin Ha) who are involved in this study can access the study information. 

If information from this study is published or presented at scientific meetings, your name and other personal information will not be used.
We will make every effort to prevent anyone who is not on the research team from knowing that you gave us information or what information came from you.  Although it is unlikely, there are times when others may need to see the information we collect about you.  These include:
· Government agencies (such as the Office for Human Research Protections in the U.S. Department of Health and Human Services), and others responsible for watching over the safety, effectiveness, and conduct of the research. 
· If a law or court requires us to share the information, we would have to follow that law or final court ruling.
[bookmark: _Toc199082488][bookmark: _Toc200134007][bookmark: _Toc200386971][bookmark: _Toc200387301]What will happen to my information after this study is over?
We will not keep your information to use for other purpose. Your name and other information that can directly identify you will be kept secure and stored separately from your research data collected as part of the study.
We will not share your research data with other researchers.
[bookmark: _Toc199082489][bookmark: _Toc200134008][bookmark: _Toc200386972][bookmark: _Toc200387302]Will I be paid for being in this research study?
Once you finish the survey, you will be paid $1.5 within few days through your personal Survey websites account (e.g., Prolific). Make sure that if you are not eligible for the study (i.e. age 18 years old, and fluent in English.), you will not be able to participate in the study. In addition, you must complete 95% of the survey to receive compensation of $1.5.
[bookmark: _Toc199082490][bookmark: _Toc200134009][bookmark: _Toc200386973][bookmark: _Toc200387303]Who can answer my questions about this research study?
If you have questions or concerns about this study, or have experienced a research related problem or injury, contact the researchers, 
Youngdeok Lee, ylee57@vols.utk.edu, 865-974-2141
Dr. Sejin Ha, sha5@utk.edu
 For questions or concerns about your rights or to speak with someone other than the research team about the study, please contact: 
Institutional Review Board
The University of Tennessee, Knoxville
Phone: 865-974-7697
Email: utkirb@utk.edu
[bookmark: _Toc199082491][bookmark: _Toc200134010][bookmark: _Toc200386974][bookmark: _Toc200387304]STATEMENT OF CONSENT
I have read this form and the research study has been explained to me.  I have been given the chance to ask questions and my questions have been answered.  If I have more questions, I have been told who to contact.  By signing this document, I am agreeing to be in this study.  I will receive a copy of this document after I sign it.
· I agree to participate in this study.
· I disagree with participating in this study.
[bookmark: _Toc200387305]
APPENDIX C
Survey Questionnaire for Study 2
*Age – Screening Question
What is your age? Type your age in the box below. 
________________________________________________________________


Welcome to the Survey!
Thank you for taking the time to participate in this research study. This survey explores consumer opinions about clothing consumption modes, such as buying and renting.    
What is apparel rental?  
Apparel rental refers to services that allow consumers to borrow clothing for a limited time by paying a fee instead of purchasing it. These services are often available online and offer access to a wide range of fashion items for both special occasions and everyday wear. After use, the clothing is returned and professionally cleaned for the next user.
For example, there are many fashion rental companies such as Nuuly, Armoire, Rent the Runway, Stitch Fix, Vivrelle, Tulerie, Le Tote, and more. These companies offer monthly subscription services that allow customers to rent a set number of clothing items—such as dresses, jackets, jeans, shoes, or accessories—each month, with free shipping and returns included. 
Your responses are anonymous and confidential and will be used solely for academic research purposes. There are no right or wrong answers—please answer based on your honest experiences and opinions.   


We first want to ask about your experiences and thoughts of ‘BUYING’ apparel.
*Low Quality 
When thinking about purchasing apparel,
[1 = Strongly disagree; 7 = Strongly agree]
1. My past purchases of clothing do not always have consistent quality. 
2. My past purchases of clothing are not always well-made. 
3. My past purchases of clothing do not always last a long time. 
4. My clothing from past purchases do not always perform consistently.
5. My clothing from past purchases do not always have an acceptable standard of quality.
*Frustration 
Sometimes,
[1 = Strongly disagree; 7 = Strongly agree]
1. I feel upset when I don’t get what I expect from buying apparel.
2. I feel frustrated with buying apparel. 
3. I feel resigned about buying apparel. 
4. I feel despair with buying apparel.
*Dissatisfaction 
When considering apparel shopping,
[1 = Strongly disagree; 7 = Strongly agree]
1. I am dissatisfied with some of my clothing purchase experiences.
2. I am displeased about some of my clothing purchase experiences.
3. I am unhappy about some of my clothing purchases.
4. My unpleasant encounters surpassed my good ones when I bought clothing.
5. I do not like the clothing purchase process.
Attention check item: Please indicate "Agree"

*Overconsumption Guilt
I feel guilty:
[1 = Not at all; 7 = Extremely]
1. When buying superfluous fashion items.
2. When buying  fashion items that are not a priority.
3. When buying  luxurious (and thus more expensive) fashion products, when cheaper equivalent products would perfectly fulfill my needs.

Now, we would like to ask your thoughts on ‘RENTING’ apparel.

*Perceived Hedonic Benefits
Renting apparel would be:
[1 = Strongly disagree; 7 = Strongly agree]
1. A real pleasure.
2. Enjoyable.
3. A great play activity.
4. Fun.

*Perceived Financial Benefits
Renting apparel would:
[1 = Strongly disagree; 7 = Strongly agree]
1. Help me save money.
2. Benefit me financially.
3. Improve my economic situation.
4. Be cheaper than buying it.
5. Reduce my clothing expenses.

*Product Variety
Through apparel renting,
[1 = Strongly disagree; 7 = Strongly agree]
1. I can get many fashion products.
2. I can borrow and wear various apparel.
3. I can find new styles of apparel that are ahead of fashion.
4. I can get a wide assortment of products.
5. I can have a greater variety of products.

*Substitutive Value
I think that:
[1 = Strongly disagree; 7 = Strongly agree]
1. Renting apparel provides quite a good substitute for personally owned apparel items.
2. Renting apparel is just good as owning fashion items.
3. Renting apparel can substitute for owning my clothing.
Attention check item: Please indicate "Strongly Agree"

In this section, we’d like to ask more questions about apparel shopping in general.

*Switching Costs 
Please indicate the extent to which you agree or disagree with the following statement:
[1 = Strongly disagree; 7 = Strongly agree]
1. In general, it would be a hassle changing from buying to renting apparel.
2. It would take a lot of time and effort for me to switch from buying to renting apparel.
3. I would lose a lot if I switched to renting.
4. Considering everything, the costs to stop buying and start renting apparel would be high.

*Environment Concerns
Please indicate the extent to which you agree or disagree with the following statement:
[1 = Strongly disagree; 7 = Strongly agree]
1. I think we are not doing enough to save scarce natural resources from being used up.
2. Natural resources must be preserved even if people must do without some products.
3. I feel angry and frustrated when I think of the ways industries are polluting the environment.
4. Consumers should care about the environmental consequences of the products they purchase.
5. Consumers should pay higher prices for products which pollute the environment.


*Mindful Consumption
Please indicate the extent to which you agree or disagree with the following statement:
[1 = Strongly disagree; 7 = Strongly agree]
1. I put emphasis on eco-friendly clothing consumption.
2. I put stress on whether a garment was produced by a moral company when buying.
3. I think it is important whether a garment was made in an eco-friendly manner.
4. I greatly consider whether the rights of a laborer were guaranteed in the production when buying a garment.
5. I try not to buy a garment violating the intellectual property right.
6. I emphasize on whether production was involved in unnecessary animal killing when making purchases.

Before we move to the last demographic questions, we would like to ask your perspectives regarding “SWITCHING FROM BUYING TO RENTING” apparel.

*Switching Intention 
In the future,
[1 = Strongly disagree; 7 = Strongly agree]
1. I can consider switching from buying to renting apparel.
2. The chance of switching from buying to renting apparel is high.
3. I am willing to switch from buying to renting apparel.
4. I am determined to switch to renting apparel.

*Gender
What is your biological sex?
1. Male
2. Female
3. Non-binary / third gender
4. Prefer not to say
5. Prefer to self-identify ____

*Race 
What is your race/ethnicity? 
1. Black or African-American
2. White/Non-Hispanic
3. Hispanic or Latino
4. Asian 
5. Native Hawaiian and Other Pacific Islander
6. American Indian and Alaska Native
7. Two or More Races
8. Prefer not to answer

*Education
 What is the highest level of education you have completed?
1. Less than high school completed 
2. High school diploma or equivalent  
3. Some college, vocational, or trade school (with 2-year degree)  
4. Associate degree (e.g. AA, AAS, AS)  
5. Undergraduate degree (e.g. BA, BS)  
6. Master's degree (e.g. MA, MBA, MPH, MS)  
7. Doctorate (e.g. DSc, EdD, PhD, MD)  
8. Other degree  

*Income 
What was your household’s total annual income before tax in 2024? ($USD)
1. Less than $30,000  
2. $30,000 to $49,999  
3. $50,000 to $69,999  
4. $70,000 to $89,999  
5. $90,000 to $109,999  
6. $110,000 to $129,999  
7. $130,000 to $149,999  
8. $150,000 or more  
*Personal Income 
What was your personal annual income before tax in 2024? ($USD)
1. Less than $9,999  
2. $10,000 to $24,999  
3. $25,000 to $49,999  
4. $50,000 to $74,999  
5. $75,000 to $99,999  
6. $100,000 to $149,999  
7. $150,000 or more  
8. Prefer not to answer


We thank you for your time spent taking this survey.




[bookmark: _Toc200387306]VITA
            Youngdeok (Young) Lee was born in Daejeon, South Korea, on September 7, 1994. He received a Bachelor of Science in Apparel Merchandising from South Dakota State University in December 2018. Then, he earned a Master of Science in Consumer, Apparel, and Retail Studies from the Bryan School of Business and Economics at the University of North Carolina, Greensboro in May 2021. Later, he decided to pursue his education and entered the doctoral program in Retail, Hospitality, and Tourism Management at the University of Tennessee, Knoxville, in the fall of 2021. He worked as a graduate teaching assistant and instructor of record at the University of Tennessee, Knoxville, from 2021 to 2025. His research interests align with sustainability, computer-mediated consumer shopping experiences, data mining, and retailing.
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