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| Sustainable Fashion Consumption

Emergence and definition
of collaborative consumption

The 215t century has seen dramatic changes in the fashion indus

try’s landscape; not only are consumers more conscious of the impact
that their clothing has on the environment (e.g. Eckhardt et al. 2010;
Hamari et al. 2016), but also media outlets globally report on a relatively
new trend in the fashion industry: collaborative consumption (e.g. Purvis &
Evrenos 2014; Hoh 2017). Although collaborative consumption is not new
per se, it thus far lacks a clear-cut definition and can best be described
as an intuitively understood, yet fuzzy concept (Markusen 1999; Codag,

none & Martens 2016). This chapter explores the current debate in the
literature on collaborative consumption by investigating its origins and pro

viding an overview of key definitions, before moving on to discuss

ing its terminologies and examining challenges associated with it, by
further providing examples.

In its simplest form collaborative consumption can be described as a
transactional exchange between parties, and thus is “as old as human
kind” (Belk 2014, 1595). Sheth et al. (2011) emphasise that consumers
participating in these exchanges seek to ‘trade up’; they aspire to gain
products better than those they have traded in, as individuals associ
ate their belongings with self-expression and self-worth (Belk 1988). As
such, trading in their own clothes for ‘better’ ones may enable individu
als to also move up the ‘social ladder’, as the items they have gaincd
may be associated with a higher social class and/or the individual’s aspi
rational group. In its early stages these exchanges have predominantly
happened in close-knit circles, among friends and family, which is often
referred to as sharing-in (Ingold 1986; Belk 2010). Today, exchanges and
sharing transactions are increasingly common among strangers and have
been described as sharing-out activities (Ingold 1986; Belk 2010). The
latter is accelerated with the emergences of new technologies and Wel
2.0, as it has facilitated the creation of sharing platforms that can be
used and accessed on a global scale. The most prominent sharing plat
forms can be found within the tourism industry (e.g. CouchSurfing,
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Airbnb, SpareRoom) or in the transportation industry (e.g. Ube
CarShare), yet the fashion landscape has also seen some success
in recent years, such as Rent the Runway, Lena the Fashion |
and Chic by Choice (Pike, 2016). However, before engaging, |
with what challenges and opportunities are arising from these o
tive consumption business models, it is vital to define the term.

Felson and Spaeth (1978, 614) define the term collaborative co
tion as “those events in which one or more persons consume ccc
goods or services in the process of engaging in joint activitics wi
or more others”. Whilst instructive, this definition has been cr
for being too broad and too inclusive (e.g. Belk 2014; Codagn
Martens 2016; [ran & Schrader 2017), as any social situation in
individuals come together and ‘share’ something, whether purpc
(e.g. arranged) or accidentally, could be described as consuming
thing collaboratively. As such, this type of consumption could b
accurately described as ‘coordinated’, whereby individuals hap
be at the same place at the same time and consuming as a col
yet the actual act of consumption is based on a marketplace exc
Thus, Belk (2014) insists that Felson and Spaeth’s (1978) definitio
a focus on acquisition and distribution of the actual resources. I3
and Rogers (2010, xv) narrow down the meaning of the conc
providing a more focused definition, which sees collaborative consi
to include “transactional sharing, bartering, lending, trading, r
gifting, and swapping”.Yet, a question that arises here is whetl
giving, sharing, and actual market transactions can and should b
bined, as each have their own characteristics (Belk 2014)? To rc
this further, gifting to someone means an item changes ownershi
one party to the next, yet this may not necessarily imply that
ple people collaboratively consume this gift. Further, the moti
underpinning gift giving can fundamentally be different to tl
collaborative consumption (Hollenbeck et al. 2006; Belk 2014; (
lani & Dalli 2014).

Belk (2014) indicates that the definition of collaborative const
needs to be inclusive, yet narrow at the same time. For him colla
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in recent years, such as Rent the Runway, Lena the Fashion Library,
and Chic by Choice (Pike, 2016). However, before engaging further
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Felson and Spaeth (1978, 614) define the term collaborative consump-
tion as “those events in which one or more persons consume economic
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Martens 2016; Iran & Schrader 2017), as any social situation in which
individuals come together and ‘share’ something, whether purposefully
(e.g. arranged) or accidentally, could be described as consuming some-
thing collaboratively. As such, this type of consumption could be more
accurately described as ‘coordinated’, whereby individuals happen to
be at the same place at the same time and consuming as a collective,
yet the actual act of consumption is based on a marketplace exchange.
Thus, Belk (2014) insists that Felson and Spaeth’s (1978) definition lacks
a focus on acquisition and distribution of the actual resources. Botsman
and Rogers (2010, xv) narrow down the meaning of the concept by
providing a more focused definition, which sees collaborative consumption
to include “transactional sharing, bartering, lending, trading, renting,
gifting, and swapping”. Yet, a question that arises here is whether gift
giving, sharing, and actual market transactions can and should be com-
bined, as each have their own characteristics (Belk 2014)? To reiterate
this further, gifting to someone means an item changes ownership from
one party to the next, yet this may not necessarily imply that multi-
ple people collaboratively consume this gift. Further, the motivations
underpinning gift giving can fundamentally be different to those of
collaborative consumption (Hollenbeck et al. 2006; Belk 2014; Corcio-
lani & Dalli 2014).

Belk (2014) indicates that the definition of collaborative consumption

needs to be inclusive, yet narrow at the same time. For him collaborative
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consumption 1s defined as “people coordinating the acquisition and dis-
tribution of a resource for a fee or other compensation” (ibid. 1597).
Although he recognises that acquisition and distribution of a resource
takes place, through fee payment or other compensations, Belk (2014)
broadens the definition to include transactions that entail a non-
monetary exchange, such as bartering, trading, and swapping. This
chapter follows Belk’s (2014) definition when discussing examples of

collaborative consumption within the UK fashion industry.

Characteristics and terminology
of collaborative consumption

The emergence of Web 2.0 and the creation of peer-to-peer platforms
have enabled collaborative consumption to flourish, whereby individu-
als can make use of their idle capacities by simply exchanging them or
renting them out, and thus, extending, in this case, the garment’s useful
life and average time of wear (Kaplan & Haenlein 2010; Hamari et al.
2015). An example of this is Facebook Marketplace, which has boomed
in popularity since its inception in 2016, whereby consumers can sell,
giveaway or exchange any items, including clothes, shoes or accessories,
to people in their local area. This has various implications for the indus-
try in that consumers now no longer need to actually purchase gar-
ments and accessories, but can instead rent, swap, or exchange these in
any other way (Bardhi & Eckhardt 2012; Benoit et al. 2017). It may thus
not be surprising that collaborative consumption and its associated business
models have previously been described as disruptive, as they are break-
ing the rules and norms of existing business practices. Although often
said to be inferior to established business models, disruptive innovations
provide alternative benefits that may attract consumers (Christensen &
Raynor 2003; Markides 2006). For example, swap shops allow individ-
uals to exchange their garments without having to make a monetary
transaction, enabling consumers to change and revamp their wardrobe,

whilst simultaneously discarding their unwanted items. Although the
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broadens the definition to include transactions that entail a non-
monetary exchange, such as bartering, trading, and swapping. This
chapter follows Belk’s (2014) definition when discussing examples of
collaborative consumption within the UK fashion industry.
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The emergence of Web 2.0 and the creation of peer-to-peer platforms
have enabled collaborative consumption to flourish, whereby individu-
als can make use of their idle capacities by simply exchanging them or
renting them out, and thus, extending, in this case, the garment’s useful
life and average time of wear (Kaplan & Haenlein 2010; Hamari et al.
2015). An example of this is Facebook Marketplace, which has boomed
in popularity since its inception in 2016, whereby consumers can sell,
giveaway or exchange any items, including clothes, shoes or accessories,
to people in their local area. This has various implications for the indus-
try in that consumers now no longer need to actually purchase gar-
ments and accessories, but can instead rent, swap, or exchange these in
any other way (Bardhi & Eckhardt 2012; Benoit et al. 2017). It may thus
not be surprising that collaborative consumption and its associated business
models have previously been described as disruptive, as they are break-
ing the rules and norms of existing business practices. Although often
said to be inferior to established business models, disruptive innovations
provide alternative benefits that may attract consumers (Christensen &
aynor 2003; Markides 2006). For example, swap shops allow individ-
uals to exchange their garments without having to make a monetary
transaction, enabling consumers to change and revamp their wardrobe,
whilst simultaneously discarding their unwanted items. Although the
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economic aspect (Akbar et al. 2016; Park & Armstrong 2017) is seen as a
draw for individuals into engaging with collaborative consumption, it is not
always guaranteed that individuals will receive high quality items and/or
have a consistent experience when embracing these disruptive business
models (Richard & Cleveland 2016). Whilst the focus of this chapter is
not on investigating the impact of disruptive innovations on the fashion
industry — as this would exceed the scope of this chapter — it is vital
to understand that these models can have both positive and negative
impacts on the economy at large (Christensen & Raynor 2003; Park &
Armstrong 2017). This, in turn, has implications for their popularity and
the acceptance of some models over others, e.g. swapping versus renting.

LUl 1 Terminology — Collaborative Consumption
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OWNERSHIP

Thus far we have only focused on collaborative consumption as an iso-

lated concept, rather than linking it to the wider field of the sharing

economy. Within the academic literature both the sharing economy

and collaborative consumption, have received an increased interest across a

multitude of different fields. It may be unsurprising that various terms

have emerged that all describe similar consumption practices, all of

which have ‘sharing’ as a common theme. An explanation could be that

‘sharing’ practices, and collaborative consumption more specifically, lack a

clear-cut definition, which implies that the lines are blurred as to what

collaborative consumption actually is. Reviewing the literature further,

collaborative consumption can be researched from a variety of different

viewpoints, which further adds to the complexity of the topic. Table 1

Renting

Lending

Borrowing

Donating

Purchasing
pre-loved
garments

REDISTRIBUTION  Swapping

le 2. Overview of collaborative consumption services
(adapted from Armstrong et al. 2015; Park & Armstrong 2017).

Yes

No

No

No

No

Temporary

Temporary
Temporary (in
some instances
return not
expected, e.g.

piece of paper)

Unlimited

Unlimited

Unlimited

Business- to
Consumer or
Peer-to-peer

Peer-to-peer

Peer-to-peer

Consumer-to-
business

Business- to
Consumer or

Peer-to-peer

Peer-to-peer

provides a brief summary of key terms used within the cos
laborative consumption. It has to be highlighted that Table 1 1
on a systematic literature review, but rather was added to il
complexity of the topic area and provide a basis of discussior

Aside from the notion of ‘sharing’, Table 1 further highligl
tainability features are dominant within the references assos
consumption practices and the viewpoints of collaborative
(Piscicelli et al. 2015). Sustainability here is defined in accor
Elkington’s (2004) Triple Bottom Line, which suggests a |
structure focusing on social, environmental and economic
reiterate this further, key to both the sharing economy, of wl
rative consumption is a part of, is the reduction of waste and t
discarding products, in this case garments, for as long as poss

Overall, it can be said that the sharing economy and colla
sumption, share two key similarities: first, consumers are abl
goods (garments, accessories) without necessarily acquiring
and second, they have thrived through Web 2.0 and the en
peer-to-peer platforms (Belk 2014).

Examples of collaborative
consumption — swapping
in the UK

Although collaborative consumption has accelerated since Web
ent business models exist that facilitate both online and offl
activities’, which allows for an inclusive approach. Hamari
started to map 254 consumption services in their study div
into two modes of exchange and multiple trading activiti
have a monetary transaction attached to them or not.Table 2
tation of their overview, with the addition of redistribution
ship discussed by authors, such as Armstrong et al. (2015) an

Armstrong (2017).
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which have ‘sharing’ as a common theme. An explanation could be that
‘sharing” practices, and collaborative consumption more specifically, lack a
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collaborative consumption can be researched from a variety of different
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'w of collaborative consumption services
mstrong et al. 2015; Park & Armstrong 2017).

Renting Yes Temporary Business- to
Consumer or
Peer-to-peer

Lending No Temporary Peer-to-peer

Borrowing No Temporary (in Peer-to-peer
some instances
return not
expected, e.g.
piece of paper)

Donating No Unlimited Consumer-to-
business
Purchasing No Unlimited Business- to
pre-loved Consumer or
garments Peer-to-peer

ON  Swapping No Unlimited Peer-to-peer

provides a brief summary of key terms used within the context of col-
laborative consumption. It has to be highlighted that Table 1 is not based
on a systematic literature review, but rather was added to illustrate the
complexity of the topic area and provide a basis of discussion.

Aside from the notion of ‘sharing’, Table 1 further highlights that sus-
tainability features are dominant within the references associated with
consumption practices and the viewpoints of collaborative consumption
(Piscicelli et al. 2015). Sustainability here is defined in accordance with
Elkington’s (2004) Triple Bottom Line, which suggests a three-pillar
structure focusing on social, environmental and economic aspects. To
reiterate this further, key to both the sharing economy, of which collabo-
rative consumption is a part of, is the reduction of waste and the delay in
discarding products, in this case garments, for as long as possible.

Opverall, it can be said that the sharing economy and collaborative con-
sumption, share two key similarities: first, consumers are able to access
goods (garments, accessories) without necessarily acquiring ownership,
and second, they have thrived through Web 2.0 and the emergence of
peer-to-peer platforms (Belk 2014).

Example s of collaborative
consumption — swapping
in the U M

Although collaborative consumption has accelerated since Web 2.0, differ-
ent business models exist that facilitate both online and offline ‘trading
activities’, which allows for an inclusive approach. Hamari et al. (2015)
started to map 254 consumption services in their study dividing them
into two modes of exchange and multiple trading activities that can
have a monetary transaction attached to them or not. Table 2 is an adap-
tation of their overview, with the addition of redistribution of owner-
ship discussed by authors, such as Armstrong et al. (2015) and Park and
Armstrong (2017).
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It is argued that although ownership of garments change hands
during swap shops, they can also be returned at any point in time and
swapped for yet another garment or swapped back by the original
owner. Thus, ownership is redistributed for an unlimited time rather
than fully transferred. As such, this mode is rather unique and provides
interesting avenues for further studies.

A key question that may emerge at this stage is why explore collabo-
rative consumption, and specifically swapping behaviour, in the UK? What
makes this topic interesting and significant? From an economic perspec-
tive the sharing economy, which includes swapping and renting, facili-
tates €28bn worth of transactions within Europe alone (ONS 2017).
This clearly highlights that this industry sector is of growing impor-
tance. The Office for National Statistics (cited in Daneshku & Vande-
velde 2016) further indicates that whilst retail shopping has seen an
increase of 4% overall, spending on footwear and clothes has decreased
by 4%.;fhis further suggests that consumers may look for alternatives to
purchasing new fashion items in traditional high street shops or online
and engage more with the collaborative consumption phenomenon, which
would link to and further support the fact that they are disruptive inno-
vations (Markides 2006).

In the UK market, swap shops are increasingly popular with web-
sites such as ‘Love your Clothes’ or ‘Swishing’ providing information on
how consumers can set up their own swaps, as well as informing them
about events happening in their local area. Clothes swapping implies
that people meet either online or in person and exchange garments,
without making any monetary transactions (Perlacia et al. 2016; Battle
et al. 2018). Yet, the latter aspect might be slightly misleading, as par-
ticipants do not have to pay for the items swapped, as they are simply
trading in their own clothes and gain new garments, however the actual
event may have a small fee attached, which allows organisers to cover
their overheads. Although consumers seem to be wary of swapping
events, as they are relatively informal and unstructured (Armstrong et al.
2013) they have been increasingly popular, especially amongst millenni-
als and during Fashion Revolution Week, which marks the anniversary

of the Rana Plaza Factory accident that saw thousands of p
their lives (Tuttle 2012; Parveen 2014). Indeed, it is events st
Rana Plaza factory collapse in 2013 that have really brought
tive side of the fashion industry to light, thrusting issues su
working conditions, low wages and other ethical issues sucl
child labour, alongside the negative environmental impac

media spotlight around the world. The increased awarene:

issues have created a more conscious consumer, particularly
the millennial generation, whereby the move for change in

tion practices is gaining momentum.

Although swap shops are becoming increasingly popular,
yet been reflected in mainstream research. We would, thus, lil
the opportunity to raise a couple of key questions and discuss
that may encourage future explorations in this area. When
swapping events we found that people have different ‘stra
terms of when they arrive at the event, how they search for ¢l
how long they stay for. A question that emerges here is whe
are consumer typologies emerging and whether these are alsc
in their every day behaviour. This aspect is of importance as
also shed light on sustainable behaviour and green consunipi
Young et al. (2010) pointing out that there are a variety of
green consumers, yet their study excluded fashion products.
enquiry could investigate the underpinning motivations of |
ing (or not) in swapping events. Although authors (Armsti
2015; Park & Armstrong 2017) have started to problematize (l
economy and collaborative consumption, research thus far lacks
ration into the underpinning drivers and barriers. This issuc
tant as sustainability, and more specifically sustainable consuimn

become a top global priority for the UN (2018).
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ticipants do not have to pay for the items swapped, as they are simply
trading in their own clothes and gain new garments, however the actual
event may have a small fee attached, which allows organisers to cover
their overheads. Although consumers seem to be wary of swapping
events, as they are relatively informal and unstructured (Armstrong et al.
2013) they have been increasingly popular, especially amongst millenni-
als and during Fashion Revolution Week, which marks the anniversary

of the Rana Plaza Factory accident that saw thousands of people lose
their lives (Tuttle 2012; Parveen 2014). Indeed, it is events such as the
Rana Plaza factory collapse in 2013 that have really brought the nega-
tive side of the fashion industry to light, thrusting issues such as poor
working conditions, low wages and other ethical issues such as slave/
child labour, alongside the negative environmental impact, into the
media spotlight around the world. The increased awareness of such
issues have created a more conscious consumer, particularly amongst
the millennial generation, whereby the move for change in consump-
tion practices is gaining momentum.

Although swap shops are becoming increasingly popular, this is not
yet been reflected in mainstream research. We would, thus, like to take
the opportunity to raise a couple of key questions and discussion points
that may encourage future explorations in this area. When observing
swapping events we found that people have different ‘strategies’ in
terms of when they arrive at the event, how they search for clothes and
how long they stay for. A question that emerges here is whether there
are consumer typologies emerging and whether these are also reflected
in their every day behaviour. This aspect is of importance as it would
also shed light on sustainable behaviour and green consumption, with
Young et al. (2010) pointing out that there are a variety of shades of
green consumers, yet their study excluded fashion products. A further
enquiry could investigate the underpinning motivations of participat-
ing (or not) in swapping events. Although authors (Armstrong et al.
2015; Park & Armstrong 2017) have started to problematize the sharing
economy and collaborative consumption, research thus far lacks an explo-
ration into the underpinning drivers and barriers. This issue is impor-
tant as sustainability, and more specifically sustainable consumption, has

become a top global priority for the UN (2018).
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Conclusion

This chapter provided an overview of collaborative consumption by offer-
ing an insight into current debates on its definitions and the variety
of terminology used to discuss this emerging phenomenon. Although
collaborative consumption is not as mainstream in the fashion industry as
it is in the tourism and transportation industry, it has seen some success
stories that are continuously growing, indicating that it has potential.
Further research is needed into this area in light of the recent rise in
media coverage assoclated with these disruptive innovations ranging
from safety issues (e.g. in Airbnb accommodation), assaults (e.g. towards
and from Uber drivers ), as well as recent bans of some of these plat-
forms in countries such as Denmark. There is a question of whether
any of these issues will affect the fashion industry, seeing as many of the
issues raised relate to the close proximity of the user and those provid-
ing the good and/or service, yet this is slightly different for the fashion
industry, therefore requiring future research.
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