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Abstract

The fashion industry has received harsh criticism about its increasing environmental
footprint. As a result, formal clothing swapping has evolved into collaborative sharing
practices, sometimes leading to circular social and economic developments. In either
case, it transforms how individuals behave around possessing and sharing clothes for
what it can bring to them and their collective well-being. This study explores what fac-
tors (e.g., economic, hedonic, environmental, and activism) motivate individuals to swap
their clothes and why culture may be an important moderating factor to consider. An
online Amazon Mechanical Turk (MTurk) survey comprised of the NextGen (individuals
between 18 and 35), 51.6% of workers, and 28% of students (n = 279) from various
countries analyzed through ANOVA regressions led to clear evidence of the moderating
effects of culture on motivating factors in swapping behavior for clothes: (1) economic
motives are stronger in masculine cultures; (2) hedonic motives are stronger in collectiv-
ist cultures; (3) environmental motives are stronger in collectivist, low power distance,
and indulgent cultures; (4) activist motives are relatively strong in collectivist, feminine,
low power distance, low uncertainty avoidance, and indulgent cultures; (5) the collectivist
culture had a moderated influence due to hedonic, environmental, and activist motives
as in this culture, greater mental emotions may be aroused. This study highlights eco-
nomic and hedonist motives as influential variables that correspond to more actual con-
sumer needs. Results also indicate specificities on NextGen culture identity and
motivations to push forward a shift in up-swapping systems, engaging decision-makers

for more transparent, sustainable efforts.

growing, leading individuals to join collective social practices. This, in
turn, helps develop the circular economy morphology and underlines

individual and collective political acts. Swapping behavior must also

The negative press on the fashion industry, the awakening to restore
the natural ecosystem, and consumer willingness to shift behavior
have brought attention to swapping behavior, a phenomenon fueling
consumer awareness evolution and shifting the individual behavior to
collective behaviors and practices. Furthermore, new ecosystems are
shaped as we observe the evolution of swapping behavior (B2B, B2C,
C2C). Moving from the traditional materialism of consumption, con-
sumers favor a hybrid model of property and enjoyment of goods with

the enjoyment of experiences; the global cultural phenomenon is

be examined in scrutinizing the contextuality around the empirical

evidence.

1.1 | Swapping behavior phenomena
Although one of the most significant fashion players “in the Fall of
2022, launched a pre-owned service ... the first step into resale and

repair... and, since 2016, installed clothing-donation bins in stores,”
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and forecasting that by 2024, “to have reached net zero emissions
across the entire value chain” (Ellison, 2023), the fashion industry still
receives negative press regarding its unsustainable practices, remain-
ing on the podium as the second most polluting industry after oil and
gas (GENeco YTL group, 2023; McFall-Johnsen, 2020). Furthermore,
although a systematic literature review in understanding customer
behavior sustainably highlights three research themes (customer, busi-
ness, circular, and sustainable perspectives) (Arrigo, 2021), there is a
need to do more cross-cultural research with adequate theoretical
grounds (Busalim et al., 2022).

As exposed by multidisciplinary experts (Brooks et al., 2017), “the
utopian project of finding a different way of organizing society seems
more vital than ever in the context of global environmental changes,
and yet the answer lies not only in the technological innovation but
also in transforming culture, economics, and politics and creating new
sustainable ideas and propositions for living differently” (p. 499). They
argue that closed-loop recycling follows the same flawed logic if we
do not address the fundamentals of enabling ourselves to restore nat-
ural ecosystems. Interestingly, Kirmani et al. (2023), through a four
stages study where data was collected in New Delhi (an Indian metro-
politan city), using the food-leftover sharing intention context, indi-
cate that subjective norms, attitude, and perceived behavioral control
influence customer intentions to share food leftovers. In this study,
the cultural context highlighting religiosity, moral obligation, and envi-
ronmental concerns were predictors of attitude toward food-leftover
sharing. Through exploratory research, addressing themselves to old
and young Millennials and collecting data in a university setting to
capture true sharing economy participants, Alonso-Almeida et al.
(2020) identified a new pattern of consumer materialism. Their find-
ings indicate that traditional models (using goods and resources) shift
toward sharing objects and material lifestyle, emphasizing a better bal-
ance between property, goods enjoyment, and experiences.

Furthermore, by using an online survey in the USA with partici-
pants (users of the most prevalent sharing-economy sites, e.g., Airbnb,
Uber, or Lyft), Nadeem et al. (2023), concluded that customers are
willing to co-create value in response to ethical marketing, indicating
they want true care benefits from the organization exercising the
sharing economy principle toward stakeholders. Overall, these empiri-
cal studies that touch upon the sharing economy demonstrate a dif-
ferent vision of what sharing value means, considering the cultural
context, the motivational factors of the respondents, and the purpose
of the study itself. The term sharing economy is often interchanged
with collaborative economy, depending on the context. Collaborative
economy platforms (CEP) have also been used in various instances,
demonstrating the need for theory development and management
practice (Ertz & Sarig6llli, 2022). Some factors may be more critical
regarding intention to use or willingness to pay a premium price.

1.2 | Swapping behavior shaping ecosystems

The sharing economy has taken another role in the fashion industry,

such as the swapping behavior pattern. For instance, individuals and

communities are reviewing their fashion behavior patterns, from infor-
mal cloth swapping with family and friends (Laitala & Klepp, 2017,
2018), to a more organized swapping-in of clothes through organized
social events (Matthews & Hodges, 2016), and collaborative con-
sumption economic practices (Arrigo, 2021; Botsman & Rogers, 2010)
leading toward a global economic, cultural, social, political, and ecolog-
ical spin. For example, studying second-hand clothing activities by
Humana People to People in Sweden and Estonia, Farrant et al.
(2010) assessed two products (a cotton T-shirt and a trouser of poly-
ester 65%/cotton 35%). The authors found a net benefit of reuse-
clothing-environmental design as a way to reduce the environmental
burden of clothing. Slaten and Pookulangara (2022) investigated the
secondary sneaker market, demonstrating the uniqueness of reselling
sneakers using social mechanisms of interest (popular culture and
social media) to influence customers' purchase behavior and positive
attitudes.

There is no doubt that, as different stakeholders rethink the com-
plex fashion ecosystem, swapping has become a global cultural phe-
nomenon around organized experience events, whether designed
through fashion conglomerates or through different activist communi-
ties; in each case, the actors define their economic, social, ecological
footprint, and political meanings. In 2022, Initiative and UnButton
Fashion joined forces to introduce the Imaginal World Record, one of
the most impactful clothes swaps for climate (Lagi, 2022). Unbutton
Fashion is becoming a global movement and is working on creating a
massive open-line course (MOOC) on fashion and sustainability
(SDGN, 2023). Swap for the Earth (2023) structures teams and
designs how to delegate duties to organize events worldwide, from
planning the day to tasks after the Swap Day.

The global collective phenomenon comes from intertwined eco-
systems. The swapping-in clothes is a voluntary behavior based on
individual characteristics (e.g., values and consumption patterns) influ-
enced by motives of how to “dispose of” the clothes (Albinsson &
Yasanthi Perera, 2009). The authors found that self-concept, self-
extension to goods, role models, and family patterns were instrumen-
tal in the voluntary disposition behavior of clothes. They identified
what drives swappers; the experience with a community facilitates
the structure and the initiatives (Albinsson & Yasanthi Perera, 2012).
The swapping phenomenon can be related to individual motivation
factors (e.g., ease of use, financial, and emotional) that lead to positive
or negative perceptions (Armstrong et al., 2015). Individuals initiate
and organize sharing events in different venues for people to bring
and trade clothes with others (Armstrong et al., 2015). It is practical
and gratifying to clean the closets and ensure a second life to the
clothes (Matthews & Hodges, 2016). Individual factors (use, financial,
social, and emotional) create new ways of exchanging using digital
platforms to develop organized social
etal, 2015).

The individual practices lead to organized competencies, such as

practices (Armstrong

renting, reselling, and developing clothes-swapping categories
(i.e., label, fabric quality, or utility). The “citizen-customers” collec-
tively design new business ecosystems and sustainable practices with

different stakeholders creating a swapping-out phenomenon that is



ARMOUCH ET AL.

WILEY_L_3*

slowly changing the morphology of the fashion domain as customers/
individuals and collectivities become actors and partners in the supply
and demand ecosystem (Henninger et al., 2019). Leaders recognize and
monitor these global individual and collective cultural practices to show-
case fashion innovation and sustainable strategy with partners. For
example, since the launch of its sustainable strategy in 2001, Inditex and
its stakeholders became a signatory of the United Nations Global Com-
pact with the desire to demonstrate that transformational thinking is
possible while recognizing the many challenges ahead (Ellison, 2023). As
Henninger et al. (2019) observed in the U.K,, Finland, and Germany, the
swap-shops collaboration is fluid to counterbalance the actors and
resource tensions in fashion. It pertains to a new flexible design of
business-to-business fashion design systems. Individuals (actors) change
roles multiple times, becoming retailer-suppliers-shopper-stylists, using
money or not to sell, donate, or exchange.

The swap-social phenomenon has developed into a circular eco-
nomic and social practice while upstreaming solutions to textile waste,
returning to the basics of seasonal fashion, celebrating personal style,
and re-grounding fashion habits into sustainable practices (Camacho-
Otero et al, 2018; Camacho-Otero et al, 2020; Threading
Change, 2023). However, as Camacho-Otero et al. (2018) analyzed,
radically transforming production and consumption systems requires
acceptance by consumers. Few studies have explored the integration
of user and consumer perspectives into design processes, and cultural
barriers are a significant factor hindering the diffusion of the circular
model. To answer part of this problem, Camacho-Otero et al. (2020)
observed how clothes swapping in Latin America has broadened from
what motivates individuals to swap their clothes to developing knowl-
edge and competencies. The objective, in theory, is to slow down and
reduce the first-hand use of fabrics (Camacho-Otero et al., 2018).
Swapping in and out has shifted fashion systems and processes
toward alternative collaborations, redefining the roles of designers,
activists, and citizens (Farrant et al,, 2010; Iran & Schrader, 2017;
Zamani et al., 2017).

Combining both global and local individual and collective behav-
iors, swapping is also an act of political resistance (Tocancipa, 2008), a
way to surpass an economic crisis (Gatti, 2009), a cultural-political
identity toward environmental and life principles (Camacho-Otero
et al, 2020; Gatti, 2009; Swap for the World, 2023; Threading
Change, 2023; Tocancipa, 2008). The context grows with organized
platforms such as DSNY-Textile drop (DSNY-Textile drop, 2023) that
categorize products and foster collaboration amongst stakeholders
from public associations and private retailer entities (e.g., ThredUP,
Give Back Box, Nordstrom, or Ann Taylor), and other groups such as
GENeco (GENeco YTL Group, 2023) that develop awareness with dif-
ferent stakeholders to reconsider their fashion habits and conse-
quences on the natural ecosystem leaving plastic waste and other
components that cannot disaggregate, or global organizations that
strive to educate the NextGen (SDGN, 2023).

Within this fast-moving complex ecosystem comprising of new
designs of business-to-business, business-to-customer, and customer-
to-customer interrelationships shifting from buying new clothes to

sharing and returning to the cycle, this study aims to understand the

NextGen (18-35 years of age) views on motives for clothes swapping,
while paying attention to cultural differences that may explain varia-
tions in behaviors across different contexts. The NextGen is directly
concerned with decision-makers' global efforts in transitioning toward
sustainable alternatives to overcome environmental threats. Accord-
ing to the ThredUP report (2019), Generation Z (Gen Z) and Millen-
nials are driven by the development of the collaborative fashion
ecosystem. Gen Z is the most environmentally conscious group,
engaging in “greener” and more sustainable alternatives rather than
relying on traditional ones (McCoy et al., 2021), especially in a collec-
tivist cultural context (Aktan & Kethtida, 2023). They place less impor-
tance on product ownership when compared to previous-generation
cohorts (Francis & Hoefel, 2018). Millennials largely contributed to
the shift from ownership to collaboration and increasingly adopted
alternative practices such as swapping, renting, and borrowing
(Godelnik, 2017). Millennials women were the first generation to pro-
mote fashion-cause-related events through social media (Salman
etal, 2016).

The growing popularity of social media and related channels
(e.g., Instagram, Twitter, or TikTok) suggests how consumers can be influ-
enced to engage in more sustainable fashion consumption practices
(Vladimirova et al., 2023) and open-source collaboration, revealing multi-
ple levels of consumption (Hamari et al., 2016; Park & Armstrong, 2017).
NextGen is active in online collaboration to reduce its environmental
footprint through product-service systems (Armstrong et al., 2015; Brand
et al., 2023). While there is still room to increase the understanding of
the wants and needs of the sustainable-conscious consumer (Burton &
Eike, 2023), the overall sustainability-conscious consumer has specific
motivations, values, beliefs, and norms that may go beyond the
swapping complexity to deal with garment life extension practices
(Armstrong et al., 2015; Burton & Eike, 2023; Farrant et al., 2010; Hamari
et al., 2016; Henninger et al., 2019; Laitala & Klepp, 2017, 2018; McCoy
et al., 2021) to the extent of developing a swapping culture (i.e., giving,
receiving, or socializing) (Albinsson & Yasanthi Perera, 2009, 2012;
Camacho-Otero et al., 2020; Matthews & Hodges, 2016).

1.3 | Swapping behavior contextuality: empirical
evolution

To provide a general view of the rich and complex swapping behavior
phenomenon, a few studies are summarized around the concepts/vari-
ables, samples, methods, and findings (Table 1). Motivation factors and
behaviors are essential components of swapping. Integrated perspectives
are generated by the customer, the business, and the ecosystem, devel-
oping circular and sustainable perspectives (Arrigo, 2021), and different
networks are considered to scrutinize consumer practices (Farrant
et al., 2010; Laitala & Klepp, 2018; Park & Armstrong, 2017).

Qualitative and quantitative empirical studies on collaborative
consumption are taking different contextual angles on swapping
behavior, as collectivities evolve on the subject: consumer voluntary
disposition practices in the U.K. with new swap-shops collaborative

phenomenon (Henninger et al., 2019; Pocinkova et al., 2023), the
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TABLE 1

Authors

Aktan & Kehiida (2023,
JCB)

Albinsson & Perera,
(2009; JCB)

Albinsson & Perera,
(2012; JCB)

Alonso-Almeida et al.
(2020; JRCS)

Armstrong, Niinimaki,
Kujala, Karell & Lang
(2015; JCP)

Literature Review.

Concepts/variables

Self-determination and
construal-level theories to
delineates Gen Z
consumers' collaborative
consumption tendency

Consumer voluntary lived
and experienced disposition
behaviors (USA)

Alternative consumption:
collaborative, sharing, up
consumption (upcycling,
reuse, recycling)

Identification of new
consumer materialism and
consumer profile

Innovative business models
to reduce environmental
footprint

through product-service
systems (PSS).

Variety of clothing-related
to achieve the highest
interest in clothing take-
back, swaps, and
consultancy.

Sample description

N = 455 respondents
emerging economy (Turkey)

Purposive sampling
Southwestern American
University town (mainly of
women ltaly, India, Chile,
England, Spain, Sweden,
and Puerto Rico and
diverse group of
Americans).

Range of consumers
Including clothing exchange
(CE) events

5 public and 4 private non-
monetary-based sharing
events.

36 informal and 10 formal
interviews.

Participants in sharing
economy

N = 384 (N = 126 women
and N = 258 men)

Young and old Millennials
(28 and less) with income
variation

(-20 K + 40 K)

A mixed-methods study in
Finland: 8 Focus group (n =
52) fashion-female
consumers in Helsinki
(Finland).

Methods

Non-probabilistic purposive
sampling technique.
Covariance-based structural
equation modeling

Qualitative research
methods

Literature review & six
phenomenological
unstructured interviews
Emerging themes - in-
depth interviews &
narratives to expand
consumer disposition
patterns.

Qualitative research
methods.

Purposive sampling from
the Really Rally Free
Markets (RRFMs) where
many consumer groups and
organizers use this model to
stage sharing events.

Exploratory research with
survey analyzing various
events (forums and
business courses)

5-parts: main drivers of SE;
intensity of participation,
condition of consumption
awareness of the new
materialist, social
awareness, socio-economic
profile.

Facebook recruitment and
snowball method ensuring
different women's groups.
Moderate level of interest
in a variety of
clothing-related PSS
features: the highest level
of interest in clothing take-
back, swaps, and
consultancy.

Findings

Causal relationships
between environmental
literacy, collaborative
consumption tendency,
psychological distance of
climate change, and
collectivism.

Support values and
consumption patterns
Life of self and goods,
consumer self-concept.
Role transitions (role
models, family patterns,
shared community).
Community and individual
characteristics, along with
item characteristics
(sentimentality, memories,
economic value) influence
multiple disposition
decisions.

A sense of community is
both a driver of
participation and an
outcome of events -
sharing skills, knowledge,
space, and possessions for
ideological and practical
reasons challenging notions
of exchange and
reciprocity.

Evolution toward a new
paradigm from traditional
materialism: property and
accumulation of goods
exhibition of property and
accumulation of goods
toward a hybrid model
property and enjoyment of
goods with enjoyment of
experiences.

The consumer has a greater
consumption awareness,
and dynamics of the sharing
economy are more complex
requiring different angles
and concepts analysis.

Innovative and social
approaches (renting,
swapping, and fashion
results) were perceived as
best suited for younger
consumers. In contrast,
services that emphasized
product satisfaction (e.g.,
redesign, repair/
maintenance,
customization, consultancy)
were most suited for older
consumers.
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TABLE 1 (Continued)

Authors

Brand, Jacobs, & Hanri
(2023; IJFD, T&D)

Burton & Eike
(2023; S)

Camacho-Otero, Boks,
& Pettersen (2020; SD)

Concepts/variables

Based on Collaborative
clothing consumption
model (CCC) including
renting, swapping and
buying-second hand
clothing

Motivational drivers
(hedonic, economic) and
barriers (hygiene, unfamiliar
with collaborative concept,
online trust, materialism) in
online collaborative
clothing (renting, swapping,
and buying second-hand
clothing)

Sustainable consumption
behaviors (SCB): purchasing
sustainable and fair-trade
goods, recycling household
waste, goods made with
recycled or reclaimed
materials usable for a
garment. Value-belief-norm
(VBN theory): egoistic,
altruistic, biospheric.
Pro-environmental beliefs
(PEB): a system of values
determining the individual's
environmental behavior
(attitudes and beliefs), and
social and personal norms.

Social practice perspective
(SPP) of clothe swapping
(part of the circular
economy - slowing material
loop).

Motives, barriers and
drivers, cross cultural
perceptions, benefits,
challenges, and
opportunities, driving

Sample description

Non-probability sampling
technique applied.

South African customers (N
= 766/2655 who
completed CCC practices,
urban area, 19 years and
older, mainly female (88%),
majority millennials.)

N = 14 female participants
(age 18-50) with
knowledge of garment life
extension practices (i.e.,
repurposing, mending,
sewing)

6 countries (7-USA, 1-Sri
Lanka, 1-China,
1-Denmark,1-Australia,
1-UK)

Emerging economy
(Columbia)

Seven swapping initiatives
contacted via email; three
available for the study with
differences in location,
organizers, frequency, and
fees.

Methods

Exploratory and
confirmatory factor
analyses, regression models

Exploratory.
phenomenological study,
interviews (one hour
average)

Recruitment from Facebook
groups with individuals
engaged in sustainable
conscious behaviors (SCB)
around the Guiding
Garment Life Extension
Practices (GLEP).

Case studies based on an
online review of existing
alternatives, personal
networks, and snowballing.
Exploring social practice
through interviews and
visual data to bridge
individual and structural
approaches to social
change.

Findings

Many positive and negative
perceptions of PSS
scenarios should be
considered (e.g.,
environmental, emotional
complexities, financial,
design, ease of use, trust,
etc.).

Collaborative lifestyle only
driver for renting.
Swapping is positively
affected by hedonic
dimensions, collaborative
lifestyle, and economic
benefits, negatively
impacted by hygiene issues,
unfamiliarity with the
concept and materialism.

Poor fit between
motivating factors (sense of
control and empowerment),
clothing (fit, longevity of
use, creativity), and
participants' beliefs (waste
and resources, fashion
clothing, GLEPs).
Participants' values were
altruistic and biospheric
oriented, and had personal
norms (general clothing
norms, GLEP norms,
clothing disposal norms,
general environmental
norms).

Need to explore further
connection between
creativity and mental
wellness, and update
consumer behavior models
to increase the
understanding based on the
wants and needs of the
sustainability-conscious
consumer.

Social swapping practice
links tangible (good quality
of material and clothes,
people) with intangible
elements (image, meaning,
skills, competence, other
practices).

Social influence and
significance of the practice
is critical: participant's

(Continues)
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(Continued)

Authors

Farrant, Olsen &
Wangel (2010; IJLCA)

Guiot & Roux (2010;
JR)

Concepts/variables

forces, organization, value
characteristics.

Comparing the impacts of
the life cycle of 100
garments directly disposed
by incineration after
consumer use with the life
cycle of 100 garments
collected and sorted to be
reused.

Scale of second-hand
shopping motivations to
identify shopper profiles:
critical motivations
(avoidance of conventional
channels, ethical and
ecological dimensions, anti-
ostentation), experiential
motivations (originality,
nostalgic pleasure, self-
expression, congruence)
linked to channel

Sample description

N = 236 consumers in
second-hand shops
N = 31 Danemark

N = 73 Sweden
N = 132 Estonia
N = 4 Africa

One group meeting and 15
individual interviews to
grasp the context.

First data collection (N =
224)

Second data collection

(N =484)

Methods

Rich description to allow
the practice of swapping to
emerge from recruiting
practitioners into swapping,
to how clothe swapping
comes together.

Quantitative evaluation of
the replacement of new
clothes enabled by second-
hand clothing consumption.
Environmental Design of
Industrial Products (EDIP
methodology) life cycle
assessment.

Two products: cotton
T-shirt and trousers (65%
polyester/35% cotton)
considering scenarios
(direct disposal, second-
hand shops, recycling
scenarios for cotton
T-shirts).

Qualitative and quantitative
studies using confirmatory
factor analysis.

Scale validation using two
methods to validate the
typology: dynamic cluster
analysis, verification of the
homological and predictive
validities

Findings

network, histories, capitals
in connections to other
practices.

People participate in cloth
swapping for economic,
environmental, and
innovative reasons. Three
elements are required:
material elements (clothes
and place), skills for
selecting and preparing the
clothes for exchange, and
rules regarding materials
and behaviors during the
event, images, and
meanings. Findings can
serve to redefine the B2B
aspect of fashion/garment
from a sustainable circular
economic perspective.

Diverting used clothes from
the waste stream: Net
environmental benefits
through the disposal of
used clothing through
charities - second-hand
sales and contribute to
reducing the environmental
burden of clothing, saving
between 60 and 85 new
garments depending on the
place of reuse.

Collecting, processing, and
transporting second-hand
clothing impacts the
environment in comparison
to savings achieved by
replacing it with new
clothing. The reduction of
impacts resulting from the
collection of 100 used
garments ranges from a
14% decrease in global
warming for the cotton
T-shirt to a 45% reduction
in human toxicity for the
polyester/cotton trousers.

Expands the economic-
hedonic duality by including
the concept of second-
hand shopping motivations
predicting behaviors linked
to economic and ecological
concerns (i.e., recycling,
avoidance of waste,
recreational contexts).

New links between product
choice and channel
preference to adapt the
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TABLE 1 (Continued)

Authors

Gullstrand, Edbring,
Lehnr, & Mont (2015;
JCP)

Hamari, Sjoklint, &
Ukkonen (2016;
JAIS&T)

Concepts/variables

characteristics (social
contact, stimulation,
treasure hunting), economic
motivations (pay less, fair
price, bargains,
gratification).

Collaborative Consumption
Model (CCM) concentrating
on consumer attitudes,
motivations, and barriers
emphasis on furnishing
products: second-hand
buying, renting, or sharing
various home furnishing
products.

Technological perspective
on sharing economy, open-
source of collaborative
consumption (CC) and peer-
to-peer collaboration (i.e.,
renting swapping, or
trading). looking at
motivation (i.e., enjoyment,
sustainable and/or extrinsic
motivations based on the
Self-determination theory
SDT, economic benefits,
and reputation).

Sample description

N = 9 (3 man; 6 women,
23-29 years old, 30 min.
each)

N = 1159/5942 (20-35
years old; 85% women;
responses rate 19.5%)

N = 168 individuals
registered onto a CC site
Sharetribe Ltd., a social for-
profit enterprise in Finland.
Mission: help people
connect with their
community and eliminate
excessive waste using
assets more effectively by
sharing favoring local
community, organizations
or neighborhoods,
emphasize trust and
information access, and
decrease transactional
costs.

Methods

Interviews with

experts and qualitative
semi-structured interviews.
Online survey in
collaboration with IKEA
(furniture retailer)

Information and
communications
technologies (ICTs)
approach to online services.
Mapping 254 platforms,
191 identified as facilitating
access over ownership, 139
provided the transfer of
ownership, 76 overlap
categories.

Findings

retailing mix to different
profiles of second-hand
consumers considering
various types of motivation:
polymorphous enthusiasts-
high profile for second-
hand channels, thrifty
critics, nostalgic hedonists,
recreational motivations,
moderate frugality, need for
unigueness, propensity for
nostalgia, second-hand
outlets for “pleasure”
products, regular specialist
shoppers.

Collaborative consumption
has higher acceptance for
seldom-used products.
Attitudes toward buying
second-hand furniture and
short-term renting are
largely positive, while
attitudes to long-term
renting are negative.
Motivations for second-
hand consumption vary
from economic,
environmental, desire to be
unique, and others.
Additional motivation
factors to consider better
quality and durability,
product no longer available,
specific features/design,
fun and cool. Obstacles
relate to hygiene, pests, and
desire for new products,
desire to own, fear of
product unavailability, lack
of trust, impractical and
complicated.

Gap between attitude and
behavior. CC platforms and
services should be made
more pleasurable,
communal, and supportive
of the ideological cause
enforcing intrinsic
motivations to motivate
participants in pursuing
sharing economy through
open-source collaboration.
The activity of CC is
perceived positively but
does not necessarily
translate into action.
Intrinsic motivations
(perceived sustainability)
predict attitude to CC but
does not directly link to
behavioral intentions.

(Continues)
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Authors

Henninger, Burklin, &

ARMOUCH ET AL.

(Continued)

Concepts/variables

Explore swap-shops

Sample description

Three countries: UK
(government sustainable
agenda); Finland (design
innovation &
empowerment of
sustainable fashion);
Germany first to introduce
eco-label (Blue Angel) EU
leaders for recycling
(Europa 2017).

Swappers, non-swappers
and organizers.

Six observations of swap-
shop events.

Methods

Ground research approach:

data transcribed and
analyzed using multiple
coding cycles.

In-depth semi-structured
interviews.

Niinimaki (2019; collaboration phenomenon

JFM&M) & the consumers shift to
suppliers-impacting supply
chain management in
fashion industry and
slowing material process
through the system.

Authors Concepts/variables

Iran & Conceptualization of

Schrader collaborative fashion

(2017; consumption (CFC) in its

JFM&M) globality as part of sustainable

fashion to achieve more
sustainable clothing.

Sample description

Broad spectrum of literature
on CC and related concepts
integrating product service
systems, sustainable services,
eco-efficient services, and
forms of consumptions
(sharing, renting, using).

Methods

Address the typology of
collaborative consumption
(CFC): type, organizer,
compensation, and sub-types
linking swapping with all
aspects in different ways.

Findings

Perceived sustainability has
a small effect through
attitude to behavioral
intention. Perceived
enjoyment impact both
attitude toward CC and
behavioral intention to
participate in CC services.
Extrinsic motivation - no
impact.

Anticipate gain of economic
benefits influences
behavioral intention.

Customers are most
concerned with availability/
sizing and quality of
garments. Change role
many times through the
consumption cycle.
Organizers feel uncertainty.
Blueprints of the swapping
supply chain customers
emerge as suppliers
indicating consumption
cycles move from monetary
(e.g., selling) to non-
monetary transactions (e.g.,
swapping) relating to
fluidity of market roles with
disruptive business models
and blur boundaries
between the supply and
demand.

Findings

Sustainable fashion is
composed of three
interrelated ecosystems:
consumption (micro),
production (meso), and
legislation (macro). The
consumption level has three
stages: purchase, usage, and
post-usage. Both purchase and
post-usage are linked with
Collaborative Fashion
Consumption (CFC), which
leads to second-hand
distribution (e.g., gifting,
lending, sharing, swapping,
renting, leasing, second-hand).
The total ecological effect of
CFC requires more case
studies around the Life Cycle
Assessment (LCA) linking
consumer behavior with
widespread distribution and
business activities.
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TABLE 1

Authors

Kim & Jin
(2019;
1JCS)

Laitala &
Klepp
(2017)

Laitala &
Klepp
(2018;
SP&C)

Lang &
Zhang
(2019;
SP&C)

(Continued)

Concepts/variables

Collaborative consumption
(CC) in both intangible (e.g.,
music, space, car rides) and
tangible assets (e.g., household
items, clothes, and furniture) -
renting, swapping, trading, and
purchasing/selling included in
later.

Focus on defining reuse:
formal/public, private/
informal, non-monetary/
pecuniary (Norhway).

Consumers' motivations for
clothing reuse: choose or not
to acquire second-hand
clothing (Norway). Taxonomy
for legitimization of second-
hand clothing acquisition
behavior: economic,
environmental & wastefulness,
hygiene & health, intimacy &
personality, uniqueness &
style, fashion & trend, quality,
preference, social aspects &
reputation, experience &
context.

Motivations and barriers to
swapping clothes to address
textile wastes (China)

Sample description

First survey, N = 154 students
(average age 21.1.,
undergraduate, mostly female,
Caucasian 42.2%, 37% black
and 11% Asian, 45.5% earned
40 k or less).

Second survey (N = 313)
public sample.

Survey by phone 2007: N =
7221/2000 36% children <
age 18

Survey by Internet 2012: N =
1019 (adults' inheritance and
purchase of used clothing)
Survey by Internet 2014: N =
687/1014 (68% adults with
children inheritance of
clothing, shoes, etc.).

N = 1019 (51% men, 49%
women, < 39 years).

N = 321 (<35 years, college
graduate, household income
greater than CNY 70,000-)

Methods

Churchill's (1979) procedure
for development of a
measurement scale: Interviews
with 60 items generated scale
purification.

First survey, Likert-5 points,
49 items.

Final scale validation 15 items
for second survey.

Non-profit & commercial
actors in Northway.
Quantitative material
demonstrating different
outlets (e.g., vintage store, flea
markets, private inheritance of
clothing due to children
outgrowing).

Survey (Norwegian, TNS
Gallup) - descriptive statistics

Chinese men and women
online survey.

Structural equation modeling
(SEM)

Findings

Five dimensions of
collaborative consumption
(CC) of goods: concern-for-
sustainability, social, variety-
seeking, fun and cost-savings.
Sharing is more
environmentally friendly than
buying new products leading
to more CC alternatives. The
social dimension is attractive
in CC practices (e.g., online
platforms, marketplaces,
virtual communities). Cost-
saving attract price-conscious
consumers, variety-seeking
newly discovered aspect to
reach for discovery of
discontinued or limited-edition
items. Fun and variety relate
to hedonic value. Convenience
was not a significant
underlying dimension of CC.

Every third respondent
received used clothing (almost
twice as many as those who
had bought used clothing).
Children's wear measured
seven years apart indicates an
increase in private exchange of
clothing. Informal private
reuse is more important than
pecuniary markets. To develop
different exchange systems
and policies, private exchange
should be further investigated
as it impacts stakeholders
(store managers, charity
organizations, environmental
NGOs, policymakers, and
consumers).

Motivations factors are critical
and more relevant to private
circulation of clothes.
Environmental and economic
reasons are important for
informal clothing circulation
while uniqueness and style
relate to acquisition of used
clothing.

Contextual aspects (Hygiene,
health, and intimacy) and other
justifications explain those
who do not acquire, or
exchange used clothes.

Social shopping value and
perceived enjoyment influence
consumers' intention to swap
clothing items with family and
friend at events while negative
influences of performance
(cleanness, quality, comfort)

(Continues)
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TABLE 1

Authors

Matthews
& Hodges
(2016;
F&CSRJ)

McCoy,
Wang, &
Chi (2021;
S)

Authors

Park &
Armstrong
(2017;
JE&F)

Philip,
Ozanne, &
Ballantine
(2019;
JofMT&P)

Pocinkova,
Henninger,
Le
Normand,
& Blazquez
Cano,
(2023; SEJ)

ARMOUCH ET AL.

(Continued)

Concepts/variables

Discover the individual
benefits individuals attain in
swapping culture.

Collaborative consumption
(CC) to reduce textile waste &
pollution using Theory of
Planned Behavior (TPB):
Attitude (AT), Subjective
Norms (SNs), Perceived
Behavioral Control (PBC),
Perceived Consumer
Effectiveness (PCE),
Environmental Knowledge
(EK), Past Environmental
Behavior (PEB), Fashion
Leadership (FL), Need for
Uniqueness (NFU),
Materialism (M).

Concepts/Variables

Multilevel consumption (MC)
to understand collaborative
apparel consumption.

Social Practice Theory (SPT) to
study emerging practice in
sharing economy identifying
materials, skills, rules, and
meaning.

Consumers' voluntary
disposition practices through
swapping events organized by
community-based enterprises
(UK).

Sample description

16 in-depth interviews and
observation of five online
swap sites.

Fast fashion

US Gen Z consumers (68%
eco-friendly shoppers) driving
force for retail growth and
sustainability movement.

(N = 362, 37% female and
63% male, <23 years, 46%
college education, majority
Caucasian with different
culture groups represented).

Sample description

Explore how two major
internet-supported
collaborative consumption
modes (utility-based non and
redistribution ownership)
evolve in apparel context.

Swapping participants, 30-
150 minutes via Skype;
informants from swapping
websites until data reached
saturation, no new
information, or no longer
feasible.

UK swapping events 18 semi-
structured consumer
interviews.

Methods

Exploratory study in-person
clothing swap parties and
clothing swap web sites.

Extensive review of literature
on Collaborative Apparel
Consumption (CAC), research
model of proposed
relationships (14 hypotheses)
- with survey instrument

Methods

Metatheory approach
comparing collaborative a
traditional apparel
consumption: looking at
consumer-product
relationship, C2C and C2B
relationship.

Qualitative methodology
(theoretical generation and
exploration of phenomena)
with interviews and
observation of online
swapping websites.

Seven-step guide proposed by
Easterby-Smith et al. (2018)
using rich narrative to
understand theory and
practice evolution.

Findings

and social risk (others, own
feeling about fashion and
wear) impact swap clothing
intentions.

Swapping culture is contingent
upon giving, receiving and
socialization broadening the
traditional consumption cycle
as swaps allow acquisition and
disposal simultaneously.

Attitude, subject norms,
perceived consumer effect,
past environmental behavior,
and fashion leadership impose
positive and significant impact
on Gen Z consumers' intention
to use apparel rental services
which increases if family and
friends use the apparel rental
services which increases if
Gen Z are educated on the
sustainable benefits of using
these services, and they
perceive their contribution to
environmental protection, feel
that it can be satisfying to try
something new, be trendy and
unique.

Findings

CB scholars need to develop a
better understanding around
collaborative consumption
(CC) especially in digital area.

Online swapping practices
requires to understand the
social context taking into
consideration that the carrier
should enhance the overall
digital service design
experience (enabling swapping
match, clarify objects to swap,
develop mobile applications,
enhance pictures and
descriptions of objects and
online feedback) and relate
further the deep meaning, the
necessary skills, and rules.

Community-based enterprises
leads to implicit social contract
between enterprises and
swappers and influence
clothing brought to swapping
clothes. Peer-pressure (P2P)
impact consumers'
participation. Decision-making
process shifts with swapping,
and strategies are linked to
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TABLE 1 (Continued)

Authors Concepts/variables

Prathibhani Evaluation of Motivation

& Lakshika factors (Sri Lanka): sensation/

(2023; anticipation, social evaluation,

AJMM) ability/simplicity to swap
clothes with sustainable
behavior disposition (reuse,
swapping, secondhand
purchase) and trigger variables
(time, cost, economic).

Ramtiyal, Collaborative Consumption

Johari, (CC) using the Theory of

Vijayvargy planned behavior (TPB) and

& Prakash marketing mix impact (price,

(2023; promotion, perceived

JGOA&SS) behavioral control) toward a
circular economy and
marketing strategies on
collaborative purchasing
behavior (India)

Wu, Using the theory of

Mamun, interpersonal behavior (TIB) on

Yang, & perceived values on

Masud sustainability, problem

(2023; awareness, ascription of

HSSC) responsibility, sense of

community, anticipated guilt
on reuse (sell and/or swap)
(China).

European perspective on complex design integration of pursuing an
anticipated change of consumer practices offline and online
(Armstrong et al., 2015; Hamari et al., 2016; Henninger et al., 2019;
Laitala & Klepp, 2017, 2018), the more profound understanding of
consumers' self-motivations and construal-levels in specific cultural
context (Aktan & Kethiida, 2023), and the social acceptance and peer
support to bring stakeholders general awareness for policy and

Sample description

N = 366 Sri Lanka

(18-55 years of age, majority
undergraduate education,
income higher than 25,000-)
57.4% environmentally
friendly; 81.1% never
purchase second-hand
clothes; 35.5% always repair

damaged clothes and re-wear.

Web-based survey N = 349
responses from Northern and
Central India.

N = 524 Chinese
respondents, convenient
sample (56.2% female, less

than 40 years of age, variation

in income and occupation).

Methods

Secondary data (journal
articles, books, reports,
websites to support and
define concepts).

Positivism, test and confirm
research questions.
Deductive research approach
(theory and developing
relevant hypotheses) using
quantitative methods and the
Fogg Behavior Model (FBM,
2009)

Analysis of Moment structures
using structural equation
modeling

Cross-sectional design

Findings

respective level of swapping
expertise.

Consumers' awareness of
climate change and pollution
impacts their sustainable
clothing disposing behavior
while there is a gap between
intentions and practices.
Social acceptance and peer
support influence sustainable
clothing disposing behavior
(i.e., reuse, recycling, and
repurposing). Sense of
collective responsibility,
transparent communication,
educational campaign can
create positive social norms
placing responsibilities on
different stakeholders in the
whole design of the fashion
stream at B2B levels,
government and non-
governmental organizations.

Promotion and perceived
behavior control are
characteristics that impact a
consumer's willingness to
participate in CC in India.

No distinction was made
between online and in-person
transactions.

However, perceived behavior
control highlights the critical
importance of empowering
consumers to control their
decisions to participate in CC.
Other parts of India and the
gender identity of respondents
might affect customer buying
behaviors.

Perceived value on
sustainability, ascription of
responsibility, sense of
community, and anticipated
guilt are the most critical
factors influencing reuse
intention, whereas problem
awareness is not a significant
predictor. Reuse intention
promotes reuse practices.

practice evolution (Prathibhani & Lakshika, 2023). Different theories,
methods, and measures are used to analyze the evolution of swapping
and collaborative consumption practices, whether they are centered
on the Collaborative Clothing Consumption Model (CCC), Social Prac-
tice Theory (SPT; Philip et al., 2019), Social Practice Perspective (SPP;
Camacho-Otero et al., 2020), Theory of Planned Behavior (TPB;
McCoy et al., 2021; Ramtiyal et al., 2023), Theory of Interpersonal
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Independent Variables

Motivation factors
Economic (EC)

FIGURE 1 The research
model, motivation factors, and
cultural dimensions as moderators
to swapping clothes.

Dependent Variable

Swapping Clothes
(SWAP)

A\ 4

Hedonic (HE)
Environmental (ENV)
Activist (AC)

Moderators

Masculine/Feminine (MAS)
Power Distance (PD)
Uncertainty Avoidance (UA)
Indulgence/Restraint (IND)

Hofstede’s Cultural Dimensions
Collectivist/Individualist (COL)

Behavior (TIB; Wu et al., 2023), or the overall shift in consumer behavior
perspectives moving from the “l am concerned of my benefits” to “we
are concerned about the impact of our behavior” (e.g, Aktan &
Kethtida, 2023; Albinsson & Yasanthi Perera, 2012; Alonso-Almeida
et al., 2020; Burton & Eike, 2023; Henninger et al., 2019).

2 | CONCEPTUAL FRAMEWORK AND
HYPOTHESES

Since individuals engage in clothes swaps for various reasons, social
norms and cultural values may also influence swapping behavior
(Belk, 2010; Hofstede et al., 2010). Hofstede (1980, 2001) cultural values
theory was first adopted in a business setting; since then, it has been
widely used as it shows its effects on society and the values of its mem-
bers. From the initial pool of four dimensions, it was extended progres-
sively to six dimensions (Hofstede et al., 2010). Heydari et al. (2021)
developed and validated a measure of the individual-level dimension of
indulgence (the last added dimension by Hofstede), demonstrating its
impact on hedonic attitudes and repurchase intentions mediated by posi-
tive post-purchase emotions and hedonic attitudes, respectively.

To our knowledge, previous studies on clothing-swapping behav-
ior did not examine the role of culture and its influence on swapping
motivations. By adopting five of the six Hofstede et al. (2010) cultural
dimensions using the role of collectivism, masculinity, uncertainty
avoidance, power distance, and indulgence as moderators, we explore
how individual cultural differences influence the relationship between
motivations and clothing swaps (Figure 1). The model presents four
swapping motivators, economic, hedonic, environmental, and activist
motivations, differing from individual to individual and influenced by
their respective cultural values.

21 | Motivations factors

Swapping is part of collaborative consumption economic practices
(Botsman & Rogers, 2010). It is a peer-to-peer exchange of items on a

“like-for-like” basis, usually without monetary compensation (Park &
Armstrong, 2017). Its inner motivation is one where individuals have
access to ownership of properties, such as clothes, accommodations,
cars, and other commodities in a shared way (Kim & Jin, 2019). This
definition implies transferring ownership from one person to another
by supplying items for acquisition. The rise of reuse and redistribution
markets is changing the traditional experience of “ownership,” given
that people are casting out their possessions more often and having
less permanent ownership (Nissanoff, 2007).

It is essential to gain a deeper insight into what motivational factors
drive the NextGen to shift their fashion consumption behavior pattern.
Motivations are the “drives, urges, wishes, or desires which initiate the
sequence of events known as ‘behavior” (Bayton, 1958, p. 282). Eco-
nomic reasons are essential motivations that drive individuals to obtain
second-hand clothing in market exchanges (Laitala & Klepp, 2017, 2018),
explaining why individuals attend clothing-swapping events. This activity
allows people to access new pieces of clothing without paying (Balck &
Cracau, 2015), refreshing their wardrobe at a low cost (Albinsson &
Yasanthi Perera, 2012), eliminating financial constraints while adding a
new item (Lang & Zhang, 2019), increasing clothes portfolio purchase
while not having a financial burden (Botsman & Rogers, 2010), not feel-
ing guilty if they do not wear the clothes as the exchange is without dis-

bursing money (Philip et al., 2019). Therefore, it is hypothesized:

Hypothesis 1. A higher level of economic motivation

positively influences the behavior of swapping clothes.

Furthermore, enjoyment is highlighted as an essential factor that
positively affects customers' intention to participate in collaborative
consumption (Davidson et al., 2018; Hamari et al., 2016). The role of
social shopping value is a hedonic motivation during the swapping
process (Lang & Zhang, 2019), which involves feeling happiness, plea-
sure, and enjoyment from the experience (Arnold & Reynolds, 2003).
Similarly, people engage in second-hand acquisition because they are
motivated by hedonic reasons, such as “unpredictable offerings, visual
stimulation, and excitement [...] and feelings for affiliation and social
interaction” (Guiot & Roux, 2010, p. 384). Swapping events offer an
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experience that is characterized by fun and enjoyment while looking
for products to swap. People enjoy participating in swapping products
because they find it a fun and socially engaging activity that offers a
frequent hedonic experience (Philip, 2016). Socializing is critical during
the experience of swapping (Albinsson & Yasanthi Perera, 2009,
2012; Camacho-Otero et al., 2020; Matthews & Hodges, 2016). Indi-
viduals can learn more about each other, create social bonds, and
build a community of like-minded people (Gullstrand Edbring
et al., 2015). Therefore, it is hypothesized:

Hypothesis 2. A higher level of hedonic motivation

positively influences the behavior of swapping clothes.

Camacho-Otero et al. (2020) found that people swap clothes because
they are concerned about the environment and the negative social
impacts that the textile industry produces, the lack of sustainable alterna-
tives in the market, and innovative approaches to promote sustainable
consumption. Swapping has been suggested as an alternative to pursuing
sustainable behavior (Dabrowska & Gutkowska, 2015). Clothing swaps
educate people about the environment, and sustainability practices help
them engage in more socially responsible behaviors (Albinsson & Yasanthi
Perera, 2012). One factor that positively incline people to be part of cloth-
ing swaps is the environmental benefit that they bring (Matthews &
Hodges, 2016). Swapping clothes allows people to lengthen the cycle of
an item by reusing it. Clothing swaps have environmental advantages as
they provide a second opportunity for items that would otherwise have a
short lifespan (Botsman & Rogers, 2010). Collaborative consumption,
including swapping clothes, helps reduce the environmental impact of fast

fashion (Zamani et al., 2017). Therefore, it is hypothesized:

Hypothesis 3. A higher level of environmental motivation
positively influences the behavior of swapping clothes.

Swapping offers an alternative to acquiring clothes, and that may
be referred to as “anticonsumption,” which is a type of resistance that
is “both an activity and an attitude” (Cherrier, 2009, p. 181). Anticon-
sumption has been perceived as a way to limit overconsumption or
the consumption of goods harmful to personal and societal well-being
(Albinsson & Yasanthi Perera, 2012). Purchasing second-hand clothes
might lead to a decline in the number of raw materials used in produc-
tion, but it does not reduce the number of products exchanged
(Vesterinen & Syrjala, 2022). Thus, swapping clothes aligns with sus-
tainable anti-consumerism because it reduces the need to purchase
new items. People are motivated to be part of a movement and an
“alternative consumption revolution” (Philip, 2016, p. 284). One form
of sustainability-rooted anti-consumption behavior is voluntary sim-
plicity. People simplify their lifestyles by becoming “unconsumers”
and ensuring life satisfaction, social benefits, and sustainable solutions
for environmental issues (Huneke, 2005). Individuals who voluntarily
simplify their lifestyle lessen the buying of new clothing by adopting
eco-friendly alternatives that allow them to recycle and reuse clothes,
which leads them to take part in clothing-swapping events (Taljaard &
Sonnenberg, 2019), finding an alternative way to reduce consumerism

and influence others to achieve a collective power to make a differ-
ence (Philip, 2016). Therefore, it is hypothesized:

Hypothesis 4. A higher level of activist motivation pos-

itively influences the behavior of swapping clothes.

2.2 | The moderating role of culture

Over time, Hofstede and his collaborators developed a framework
consisting of six dimensions: individualism/collectivism, masculinity/
femininity, uncertainty avoidance, power distance, long-term orienta-
tion, and indulgence/restraint (Hofstede et al., 2010). This cultural
framework has been very useful in studying the impact of culture on
almost all areas of research in general. As mentioned, we use five of

the six dimensions, we excluded long-term orientation.

221 | Individualism/collectivism

Albinsson and Yasanthi Perera (2012) highlighted that belonging to a
community, having social contacts with others, and feeling connected
to the group are essential motivators when participating in a
non-monetary sharing environment. People in individualistic and col-
lectivist cultures would be inclined to swap clothes due to hedonic
motivations. The desire to connect and collaborate with others and
belong to a community are characteristics of a collectivist culture
(Hofstede et al., 2010). Collectivism refers to the extent to which indi-
viduals tend to be more group- than self-oriented. In collectivist cul-
tures, people are tied closely together and form strong, cohesive in-
groups characterized by stable and harmonious relationships. They
are more considerate of their groups' needs and values than their own
(Bergmuller, 2013). People who belong to collectivist cultures are
interested in the welfare of others and will focus on collective goals
and collaboration. Many studies have found that individuals who
exhibit collective values are likely to engage in altruistic, cooperative,
and pro-environmental behaviors (Stern, Kalof, Dietz, & Guagnano,
1995). These societies reduce waste and support sustainable con-
sumption (Nordlund & Garvill, 2003).

Individual culture prioritizes personal achievement, private inter-
ests, and individual needs and will seek pleasure (Hofstede
et al., 2010). Members of an individualistic society first pursue their
own interests. They engage in hedonic experiences where gratifica-
tion is more important than in collectivist cultures (Heydari
et al., 2021). Therefore, it is hypothesized:

Hypothesis 5a. Higher collectivism moderates the relation-

ship between hedonic motivation and swapping behavior.

Hypothesis 5b/c. In a collectivist culture, the relationship
between on one hand (b) environmental motivation, and
(c) activist motivation, and on the other swapping behavior
are stronger than in an individualistic one.
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2.2.2 | Masculinity/Femininity

Masculine and feminine values refer to the distribution of gender roles in
society. Masculine cultures emphasize assertiveness, toughness, compe-
tition, performance, achievement, and success (Hofstede et al., 2010).
Driven by economic motivations, the essential values relate to making
and saving money and career economic achievements (Hofstede
et al., 2010). Feminine cultures value modesty, cooperation, and nurtur-
ing. They exhibit caring and solidarity features and engage in behaviors
that allow them to achieve a better quality of life for themselves and
others (Hofstede et al., 2010). Moreover, Grigsby (2004) noted that vol-
untary simplicity, a form of anti-consumption, is associated with the fem-
inine qualities of a society. Therefore, it is hypothesized:

Hypothesis 6a. Higher masculinity moderates the rela-
tionship between economic motivation and swapping

behavior.

Hypothesis 6b. In a feminine culture, the relationship
between activist motivation and swapping behavior is

stronger than in a masculine one.

223 | Power distance

Hofstede et al. (2010) defined power distance as the degree to which a
society accepts unequal power distribution. Members of a high power dis-
tance society accept the existence of hierarchical order. In contrast, a lower
level of power distance is characterized by people questioning authority
and trying to allocate power more equally. In cultures with a high power dis-
tance, the more influential people have control over less powerful ones,
whereas, in cultures with a small power distance, the power is shared and
widely dispersed. High power distance increases the focus on the self,
reduces perspective-taking, and lowers the focus on others (Galinsky
et al,, 2006; Pitesa & Thau, 2013). Societies with a lower power distance
tend to exhibit significantly greater levels of environmental sustainability
(Park et al., 2007). Dubois et al. (2015) noted that having power encourages
people to act without focusing much on others. Previous studies have
shown that low-power distance individuals encourage communal goals such
as helping others and serving the community (Rucker & Galinsky, 2017).
They prefer green alternatives over conventional ones to high-power dis-
tance cultures (Yan et al., 2019). Therefore, it is hypothesized:

Hypothesis 7a/b. In a low power distance culture, the
relationship between on one hand (a) environmental
motivation, and (b) activist motivation, and on the other
swapping behavior are stronger than in a high power

distance culture.

2.24 | Uncertainty avoidance

Uncertainty avoidance explores how people deal with daily uncer-
tainties and their future (Hofstede et al., 2010). It highlights how

society members feel threatened by unknown and unexpected events.
In high uncertainty avoidance cultures, people adopt strict behavior
codes, norms, regulations, and rules to reduce risks and anxiety is
associated with stronger uncertainty avoidance. People from low
uncertainty avoidance cultures are more open to new ideas, impose
fewer rules and encourage more freedom. In high uncertainty avoid-
ance cultures, individuals put more effort into reducing the risks asso-
ciated with natural and human forces than in a society with low
uncertainty contexts (Park et al., 2007). Participating in clothes swaps
allows people to “deconsume” and try to avoid the risks associated
with consumerism. Individuals who choose not to consume adopt
“creative” behaviors to satisfy their needs (Cherrier, 2009). Different
from mainstream consumption and by relying on new ways, anti-
consumers exhibit low uncertainty avoidance behaviors. Therefore, it

is hypothesized:

Hypothesis 8. Lower uncertainty avoidance moderates
the relationship between activist motivation and swap-

ping behavior.

225 | Indulgence

Hofstede et al. (2010) defined indulgence and restraint as the cul-
tural dimension of the level of freedom that members of a society
have in order to achieve their human goals. This dimension is highly
associated with people's attitudes toward happiness and pleasure
and the importance they attribute to fun, leisure, and entertain-
ment. People's behaviors, needs, wants, and decision-making pro-
cesses are influenced by their culture's degree of indulgence and
restraint (Heydari et al., 2021). An indulgent society is character-
ized by members who can freely fulfill their aspirations related to
pleasure and enjoyment. In contrast, a restrained society is formed
by members whose needs are controlled by regulations and social
norms (Heydari et al., 2021; Hofstede, 2011). Jacobson et al.
(2021) argue that indulgent consumption, resource scarcity, and
waste are due to the lack of environmental regulations. Thus, peo-
ple in restrained cultures, where regulations control one's actions,
may be more careful about their consumption and its environmen-
tal impact. However, in indulgent societies, individuals exhibit posi-
tive emotions related to prosocial and altruistic behaviors that
contribute to society's welfare (Guo et al., 2018). Individuals in this
context show sensitivity to environmental issues and engage in
activities aligned with their characteristics (Leonidou et al., 2022;
Ruiz de Maya et al., 2011). Swapping clothes for environmental and
activist reasons may be present in both restraint cultures (people
control their consumption) and in indulgent cultures (people exhibit
prosocial and altruistic behaviors toward the welfare of society).
Therefore, it is hypothesized:

Hypothesis 9a/b. Higher indulgence moderates the
relationship between on one hand (a) environmental
motivation, and (b) activist motivation, and on the other

swapping behavior.
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3 | RESEARCH METHODOLOGY

Figure 2. An online questionnaire was designed using Google Forms.

The data were collected over four weeks through social networking

3.1 | Data collection sites like Facebook, Instagram, and Reddit. Respondents were soli-

cited through Messenger, Whatsapp, and Amazon Mechanical Turk
The flow of the methodology and links between the questionnaire (MTurk); registered on MTurk, participants across different cultural
development, data collection, and data analysis are summarized in contexts participated and received $0.50 as compensation for each

-

—_

~

Questionnaire development

Swapping behavior

Post-swap behavior

Motivations:

a) Three-item scale (Kim & Jin, 2019) = Economic, hedonic and
environmental motivations.

b) Four-item scale (Iyer & Muncy, 2009) - activist motivation.

Cultural dimensions validated scales by Yoo et al. (2011)

Demographics and lifestyles

/

-

—_

~

Data collection

Pre-test analysis ensuring there is no ambiguity.

Random sampling.

Survey launched for four weeks on social networking sites and Amazon
Mechanical Turk.

Exclusion assessment of respondents:

a) with no swapping experience.

b) who do not belong to NextGen.

¢) who failed attention checks. /

FIGURE 2 Research
methodology flow chart.

(98]

Data analysis

One-way ANOVA: means comparison of swapping behavior and
motivation across continents and countries.

Lifestyle and post-swap behavior analysis.

Correlation analysis between psychographics and swapping behavior.
Analysis of scale reliabilities, descriptive statistics, inter-correlations
of variables, Kaiser-Meyer-Olkin Measure of the sample, Bartlett’s
test of sphericity, data distribution, multicollinearity test and
exploratory factory analysis.

Independent sample t-test analysis for independent, dependent, and
moderating variables between females and males.

Direct effects analysis = regression analysis.

Moderating effects analysis = hierarchical regression analysis.
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TABLE 2 Demographic.

Variables % (n = 279)
Gender identity
Male 33
Female 49.5
Non-binary 0.7
Agender 0.3
Prefer not to say 16.5
Age
Under 20 22
20-24 31.2
25-29 35.1
30-35 315
Home Country (Continent grouping)
Asia 36.2
Australia 11
North America 28
South America 4.6
Europe 27.3
Africa 2.8
Education
High School 8.2
College/University 58.1
Master's Degree 29
Doctorate Degree 4.3
Occupation
Disabled/Retired 0.4
Employed (Full-time) 51.6
Employed (Part-time) 8.2
Self-Employed 9
Student 28
Unemployed 2.9

valid response. Amazon MTurk was used for convenience purposes to
obtain more generalizable findings. The questionnaire was distributed
to NextGen (generation Z and millennials to reflect the young
generation audience), as this generation drives the market of
collaborative fashion. Social media platforms were chosen as they
reached NextGen, aligning with their lifestyle behavior (Paulin
et al., 2019; Salman et al., 2016). Respondents also contributed to the
success of this study, allowing us to connect with swap communities
and distribute the survey to the desired audience (individuals who
swap clothes).

The study relied on random sampling, and the countries were not
selected in a specific way. Respondents were asked where they came
from rather than where they lived. Nonetheless, we focused on the indi-
vidual rather than the national level because individuals from the same

countries might have different cultural inclinations for multiple reasons.

All participants had to agree to the information and consent
form provided at the beginning of the questionnaire. They were
free to exit the study at any time without any risk. The study fol-
lowed the research ethics throughout the entire procedure, and all
the data collected were anonymous and stored safely with the
researcher. There were no personal identifiers to recognize
participants. A pre-test was conducted before launching the
questionnaire to ensure respondents understood the questions
without ambiguity. The constructs and items are summarized in
Table 2.

3.2 | Sample characteristics

Overall, a total of 279 responses were collected to test the hypothe-
ses. The sample demographics were monitored to evaluate the repre-
sentativeness of the population. Most respondents identified as
female (49.5%), 35.1% were aged between 25 and 29 years old,
58.1% had a bachelor's degree, 51.6% were workers, and 28% were
students. The respondents were from various countries (e.g., the
United States, Canada, Ireland, India, China, Malaysia, Germany, and
the United Kingdom). A one-way ANOVA was used to compare the
means of the swapping behavior and the different motivations across
continents and countries to verify if respondents have different
behaviors and motivations according to their country origins. The dif-
ferences between continents and countries are insignificant, indicat-
ing that the practice and motivations for swapping behavior are global
trends, which confirms recent practices shared on social media and
other communication media.

The countries served as a demographic tool to understand the
sample distribution rather than a way to evaluate global cultural
dimensions. Most respondents were from Asia, North America, and
Europe, confirming the development of a collective approach to swap-
ping behavior. The home country (continent grouping) was used to
minimize the number of countries. The education and occupation
level, as well as gender identity, helped to better grasp the respon-
dents' lifestyles (Please refer to Table 3).

To better understand the psychographic characteristics, we gathered
data on lifestyles, interests, and behaviors; 132 respondents answered
these specific questions. Most individuals worked in computing, IT, busi-
ness, consultancy or management, and education, and 30% were physi-
cally active (e.g., exercising, hiking, or cycling). This information
demonstrates that swapping is wider than those working in a given sec-
tor. Almost 80% of these respondents were concerned about clothing
waste and recycling, 75% needed to replace clothes for appropriate size,
68% were interested in fashion trends, 73% needed clothes for social
events, and 68% needed business clothes (Please refer to Figure 3a).
Looking at individual past behavior after swapping clothes, most kept the
item they swapped until they no longer needed them. At the same time,
they used the swapping opportunity to redesign their fashion identity
(55%), an occasional need only (52%), seasonal need (48%), and show

their pride acquisition to others (64%) (Please refer to Figure 3b).
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TABLE 3 Constructs and items.

Construct

Economic
Motivation

Hedonic
Motivation

Environmental
Motivation

Activist
Motivation

Swapping
Behavior

Collectivism/
Individualism

Masculinity/
Femininity

Uncertainty
Avoidance

Items

e | swap clothes with others because it is
economical

e | can save money when | swap clothes with
others instead of buying

e | swap clothes with others because it benefits
me financially

e Swapping clothes is a fun activity

e Swapping clothes with others allows me to be

part of a group of people with similar
interests

e The idea of swapping clothes with others is
pleasant and sounds exciting

e Swapping clothes with others is ecological

e | swap clothes with others because it is an
environmentally friendly practice

e Swapping clothes with others means | am
reducing the load on the environment

o | swap clothes because if the world continues
to use up its resources, it will not survive

e We must all do our part to conserve the
Earth's resources

e | swap clothes because if we all consume less,
the world would be a better place

e Most people buy way too many things that
they really do not need

Clothes swaps frequency

e Individuals should sacrifice self-interest for
the group

e Individuals should stick with the group even
through difficulties

e Group welfare is more important than
individual success

e Group welfare is more important than
individual rewards

e Individuals should only pursue their goals
after considering the welfare of the group

e Group loyalty should be encouraged even if
individual goals suffer

e |t is more important for men to have a
professional career than it is for a woman

e Men usually solve problems with logical
analysis; women usually solve problems with
intuition

e Solving difficult problems usually requires an
active, forcible approach, which is typical
of men.

e There are some jobs that a man can always
do better than a woman

e |tis important to have instructions spelled
out in detail so that | always know what I'm
expected to do.

e Itis important to closely follow instructions
and procedures.

e Rules and regulations are important because
they inform me of what is expected of me.

e Standardized work procedures are helpful.
Instructions for operations are important.

Construct Items

Power e People in higher positions should make most

Distance decisions without consulting people in lower
positions.

e People in higher positions should not ask the
opinions of people in lower positions too
frequently.

e People in higher positions should avoid social
interaction with people in lower positions.

e People in lower positions should not disagree with
decisions by people in higher positions.

e People in higher positions should delegate
important tasks to people in lower positions.

Indulgence/ e |have the liberty to live my life as | please.
Restraint o | seek every chance | can to have fun.
o Feelings and desires related to merrymaking with
friends should be gratified freely.
e There should not be any limits on individuals'
enjoyment
e Societies should value relatively free gratification
of desires and feelings
e Desires, especially with respect to sensual
pleasures, should not be suppressed
o The gratification of desires should not be delayed
o Positive feelings should not be restricted

Further analysis was conducted to understand our respondents'
lifestyle—the correlations between psychographic statements and
swapping behavior. However, the analysis did not show a significant
influence on the relevance of this study. Since swapping clothes is a
relatively new phenomenon, it is interesting to know the psycho-
graphic characteristics of the respondents' activities, interests, and
opinions and what they do with their swapped items after completing
the exchange (post-swap behavior). This allows us to understand bet-

ter the entire swapping process for future research.

3.3 | Measures

Motivation factors were measured by a three-item scale developed by
Kim and Jin (2019) measuring economic, hedonic, and environmental
motivations. We added a four-item scale for activist motivation
(lyer & Muncy, 2009). The dependent variable, swapping behavior,
was measured by examining the frequency of swapping clothes.
Swapping was defined in the survey to ensure respondents knew
what we were investigating and referring to. They were also required
to have swapping experiences (If not, they were considered not eligi-
ble for the survey).

The cultural dimensions were measured by previously validated
scales (Heydari et al., 2021; Yoo et al., 2011). Hofstede's cultural dimen-
sions were examined at the individual level as at this level there is a great
variability across individuals who come from or live in the same country.
This explains why country scores were not included in this study. Con-

structs were assessed using a 7-point Likert scale (“1” for strongly
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(a) Psychographic characteristics related to AIO (activities, interests, and opinions)

| need business clothes

| need clothes for social/special events

| am interested in fashion and follow
fashion trends

I am concerned about clothing waste and
recycling

| swap clothes that are not my size
anymore to replace them with clothes that
are my size

FIGURE 3a Psychographic

characteristics related to AIO
Statistics .. . ..

M strongly Disagee (activities, interests, and opinions).

M Disagree

M Somewhat Disagree

[ Neither Agree or Disagree

[ Somewhat Agree

[ Agree

Strongly Agree

0 20 40 60

Percent

(b) Post-swap behavior

| use it to redesign my fashion identity

| show my proud acquisition to others

| keep it to fulfill an occasional need only

| keep it to fulfill a seasonal need only

| keep it to myself and wear it until | no
longer want it

3
S
-
=3

0

FIGURE 3b Post-swap

behavior.
Statistics
M Strongly Disagee
M Disagree
M Somewhat Disagree
[ Neither Agree or Disagree
[ Somewhat Agree
W Agree
Strongly Agree

Percent

disagree to “7” for strongly agree). The data were analyzed by SPSS 28.0
statistics software. Outliers were not removed, given that the responses
of those individuals were pertinent to the study. Scale reliabilities,
descriptive statistics, and inter-correlations are presented in Table 4 with
the Kaiser-Meyer-Olkin Measure of the sample (—.876) and Bartlett's
test of sphericity (Approx. Chi-Square = 8088.3, df = 1081, p < .000).
We examined Cronbach's alpha for the entire sample of 279 par-
ticipants. A value of 0.7 or over is acceptable; in this study, most mea-
surements of Cronbach's alpha have a value higher than 0.8,
indicating that all constructs are acceptable with high internal consis-
tency and acceptable for further tests. The KMO and Bartlett's test
sphericity measures the model's validity. A value of KMO higher than

0.5 is acceptable. The KMO score of 0.876 of the entire sample indi-
cates its qualification for further factor analysis. Bartlett's test was sig-
nificant (p = .000), indicating a good structural validity of the
questionnaire, acceptable for further analysis. Statistical tests were
also conducted to evaluate the data distribution (Tests of normality,
QQ plot, histogram, and box plots). The tests showed that the
answers related to the cultural dimensions are not normally distrib-
uted, which can be explained and validates the variability between
individuals; Collectivism is skewed to the right; Masculinity is skewed
to the left; Uncertainty Avoidance is skewed to the right; Power dis-
tance is skewed to the left; and Indulgence is skewed to the right.

Overall, the results are explained in the next section.
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TABLE 4 Scale reliabilities, descriptives, and correlations (n = 279).
Measure Mean SD 1 2 3
1. EC 5.40 1.36 .83%
2. HE 4.73 1.17 A4+ 77
3.ENV 5.48 1.24 A4 A7 .81
4. AC 5.43 1.34 4 .39** .83**
5. SWAP 4.54 1.67 35%* 37 .20**
6.COL 4.49 1.26 —-.03 .07 .35**
7. MAS 3.27 1.70 -.02 -.02 —.26™*
8. UA 5.13 1.07 .35* 23* 22*
9.PD 3.37 1.45 .003 .04 -.20**
10. IND 4.73 1.09 A7 A1 32**

Kaiser-Meyer-Olkin measure of sampling adequacy

Bartlett's Test of Sphericity

4 5 6 7 8 9 10
.82
A7
43" .14* .88
—.29** 19+ 13 .89
A7 32** .07 .28** .83
—.27* .24** .07 76" .28** .86
.39+ .03 32 .01 .01 35" .81
—.876
Approx. Chi-Square 8088.3
df 1081
Sig. .000

Abbreviations: AC, Activist; COL, Collectivist/Individualist; EC, Economic; ENV, Environment; HE: Hedonic; IND, Indulgence/Restraint;
MAS, Masculine/Feminine; PD, Power Distance; SWAP, Swapping; UA, Uncertainty Avoidance.

2Scale reliabilities (Cronbach Alphas) are on the diagonal.
**p < .01.*p < .05.

TABLE 5 Multicollinearity test.
Measure Tolerance VIF
Economic Motivation (EM) .69 1.44
Hedonic Motivation (HM) .66 1.50
Environmental Motivation (EVM) 26 3.79
Activist Motivation (AM) 29 3.43
Measure Tolerance VIF
Environmental Motivation (EVM) 29 3.38
Activist Motivation (AM) 29 3.38

A multicollinearity test was conducted for the four independent
variables. The results showed no multicollinearity in the model. Given
that the environmental (ENV) and activist (ACT) motivation factors
were highly correlated, a second multicollinearity test was conducted
for these two specific factors, and the results indicated no multicolli-
nearity with tolerance .29 and VIF for both measures (Please refer to
Table 5).

An exploratory factor analysis was also conducted, including the
items used for the four motivation constructs (Please refer to
Table 6). The exploratory factor analysis aimed to assess the con-
structs and identify the underlying structure of the items, ensuring
their validity and reliability. The analysis highlighted that the items
used for the economic and hedonic motivations fall into their two
respective factors, which is aligned with our model. As for the envi-
ronmental and activist motivations, the analysis uncovered that the
items that were used to measure the environmental and activist moti-
vations could have been grouped differently. This is expected given

that the activist motivation used in the model does not exclude the

environmental aspect of anti-consumption. Nonetheless, the differ-
ence between the two constructs might not have been clear to the

respondents, affecting the validity of our results.

4 | FINDINGS

4.1 | Gender differences

An independent-sample t-test was conducted to compare the means of
all four motivations (economic, hedonic, environmental, and activist moti-
vations), swapping behavior, and the five cultural dimensions
(collectivism, masculinity, power distance, uncertainty avoidance, and
indulgence) between females and males (coded as Female =0,
Male = 1). Females are more motivated by economic, hedonic, environ-
mental, and activist motivations to swap clothes. However, the gender
comparison regarding swapping behavior is insignificant. As for the cul-
tural dimensions, significant differences between females and males

were identified in the masculinity and power distance dimensions.

4.2 | Direct effects

A regression analysis was conducted to test the hypotheses related to
the four motivation factors (economic, hedonic, environmental, and
activist) on swapping behavior support. The economic (f = .43,
p < .001), (B=.53, p<.001), B=.27,
p < .001), and activist (p = .21, p = .004) motivations positively influ-

hedonic environmental

ence the swapping behavior of clothes for the entire sample support-
ing H1-H4 respectively (Please refer to Table 7).
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TABLE 6 Pattern matrix -

Factor 1 2 3 .
Exploratory Factor Analysis.

| swap clothes with others because it is economical .86

| can save money when | swap clothes with others instead .78

of buying

| swap clothes with others because it benefits me financially .96

Swapping clothes is a fun activity 73

Swapping clothes with others allows me to be part of a .92

group of people with similar interests

The idea of swapping clothes with others is pleasant and .82

sounds exciting

| swap clothes with others because it is an environmentally .78

friendly practice

Swapping clothes with others means | am reducing the load .80

on the environment

| swap clothes because if the world continues to use up its .86

resources, it will not survive

| swap clothes because if we all consume less, the world 79

would be a better place

Swapping clothes with others is ecological .60

We must all do our part to conserve the Earth's resources .61

Most people buy way too many things that they really do 76

not need

EC > SWAP HE > SWAP ENV > SWAP AC > SWAP TABLE 7 Motivation factors:

Predictors of the swapping behavior.

Hypotheses H1 H2 H3 H4

B 43** .53** 27** 21**

R-square 0.12 0.14 0.04 0.01

F 39.44** 45.76** 12.43** 8.53*

Constant 2.19** 1.67* 3.01* 3.36"*

Note: Dependent variable = swapping behavior (Motivation factors® > SWAP).

2EC: Economic; HE: Hedonic; ENV: Environment; AC: Activist; Swapping behavior: SWAP.

**p < .01; *p < .05.

4.3 | Moderating effects

A hierarchical regression analysis was done to assess the moderating
effects of culture. Only one test was conducted for each cultural
dimension to test the interaction between the cultural dimension and
the motivation for the entire sample of 279 participants. This test was
needed to understand which cultural dimensions have a moderating
effect and which do not, as this is one purpose of the study.

The moderating effects of the cultural dimensions on the relation-
ship between the different motivations and the swapping behavior of
clothes were analyzed using hierarchical regression analysis. A collin-
earity diagnostic test was conducted to ensure no collinearity
between variables. All the VIF values were below 10, indicating that
collinearity is not an issue for the regression analyses.

The interaction between hedonic motivation (HE) and collectivism
dimension (COL) was significantly positive (8 =.04, p=.002),
highlighting that the relationship between the hedonic motivation and
the individual's swapping behavior is moderated by the collectivism

culture dimension, supporting H5a. The collective culture dimension
significantly impacted the relationship between environmental moti-
vation (8 = .03, p < .001), supporting H5b, and activist motivation on
swapping behavior (5 = .11, p < .05), supporting H5c.

The interaction between economic motivation (EC) and the mascu-
line dimension (MAS) swapping behavior is stronger (8 = .07, p < .05)
than in a feminist culture, supporting Héa. In contrast, the level of activist
motivation is higher in feminist cultures, supporting H6b.

The power distance (PD) dimension had a significant negative
impact (8 = —.08, p = .05) on the swapping behavior, supporting H7a.
In a high power distance culture, the relationship between environ-
mental motivation (ENV) and the swapping behavior is significantly
negative (8 = —.12, p < .01), supporting H7b.

In a high uncertainty avoidance (UA), the relationship
between activist motivation (AC) and the swapping behavior is
significantly negative (8= —.14, p <.01), supporting H8. The
indulgence (IND) dimension impacted the relationship between

environmental motivation (8 = .12, p < .05), supporting H%a, and
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TABLE 8 Results of supported hypothesis testing from H5 to H9. Dependent variable = swapping behavior (Culture dimensions’ > SWAP).
HE-COL ENV-COL AC-COL EC-MAS AC-MAS ENV-PD AC-PD AC-UA ENV-IND AC-IND
Hypotheses  H5a H5b H5c Héa Héb H7a H7b H8 H9%a H%b
p .04** .03** A1 .07* —.14** —.08* —.12** —.14** 12¢ .18**
R-square 0.18 0.09 0.05 0.14 0.13 0.13 0.14 0.14 0.05 0.06
F 20.69** 9.04** 4.93** 19.22** 14.08** 14.41** 15.51** 15.23** 5.51** 6.55**
Constant 1.59** 2.56** 5.16** 2.68** -91 -.01 —-.73 —2.18 6.02** 7.59**

Abbreviations: AC, Activist; EC, Economic; ENV, Environment; HE, Hedonic; SWAP, Swapping.

**p < 0.01; *p < 0.05.

fcoL: Collectivist/Individualist; MAS: Masculine/Feminine; PD: Power Distance; UA: Uncertainty Avoidance; IND: Indulgence/Restraint.

activist motivation on swapping behavior (=.18, p <.01),
supporting H9b.

Overall, environmental motivation significantly interacted with
collectivism, power distance, and indulgence, supporting H5b, H7a,
and H9%a. In contrast, activist motivation significantly interacted with
masculinity, collectivism, power distance, uncertainty avoidance, and
indulgence. Five cultural dimensions moderate the relationship
between activist motivation and swapping behavior, supporting
propositions H5c, H6b-H9b (Please refer to Table 8).

5 | GENERAL DISCUSSION

This study aimed to identify the motivation factors (independent vari-
ables) influencing swapping clothes (dependent variable) and the moder-
ating role, at the individual level, of the five cultural dimensions
(Hofstede et al., 2010). The four motivations (economic, hedonic, envi-
ronmental, and activist motivations). positively relate to the NextGen
swapping behavior of clothes, supporting H1-H4. These results are con-
sistent with previous research (Albinsson & Yasanthi Perera, 2012;
Armstrong et al, 2015); people may be initially driven by financial
motives to participate in swapping activities, different from other types
of collaborative consumption, initially done without monetary transaction
and performed with a sense of community as a driver and outcome of
events (Albinsson & Yasanthi Perera, 2012). The enjoyment of goods and
experience has taken over from traditional materialism accumulation; the
customer is more aware of the dynamics of the sharing economy, from
the traditional materialism property accumulation of goods to the enjoy-
ment of experiences (Alonso-Almeida et al., 2020).

This study confirms the critical role of hedonic and economic
motivation in swapping clothes (Matthews & Hodges, 2016;
Philip, 2016). Although the environmental and activist motivations
may not be as critical in this study, all motivation factors should be
considered in the swapping experience as the swapping movement
has shifted from an individual to a collaborative consumption lifestyle
and economic benefits model (Aktan & Kethiuida, 2023; Albinsson &
Yasanthi Perera, 2009; Brand et al., 2023; Gullstrand Edbring
et al., 2015; Hamari et al., 2016; Kim & Jin, 2019; Laitala &
Klepp, 2017, 2018; Lang & Zhang, 2019; Park & Armstrong, 2017;
Ramtiyal et al.,, 2023), a sustainable consumption behavior pattern

(Burton & Eike, 2023; Guiot & Roux, 2010; Iran & Schrader, 2017;
Prathibhani & Lakshika, 2023), a social and community practice that
fuels into the circular economy (Camacho-Otero et al., 2020; McCoy
et al., 2021; Philip et al., 2019; Pocinkova et al., 2023); and a voice of
anti-consumption is rising in proposing innovative business models to
reduce environmental footprint through the redesign of product-
service systems (Albinsson & VYasanthi Perera, 2012; Armstrong
et al, 2015; Farrant et al., 2010; Henninger et al., 2019; Wu
etal., 2023).

With regards to the moderating effects of the cultural dimensions
on the relationship between the economic, hedonic, environmental,
and activist motivations and the swapping behavior of clothes
(hypotheses H5 to H9), the collectivism culture dimension positively
moderates the relationship between hedonic motivation, environmen-
tal,

H5a-H5c. The results corroborate the collectivists' value of belong-

and activists motives and swapping behavior, supporting
ingness and connection to a group (Hofstede, 2011) and support the
trend toward a collaborative consumption lifestyle and economic ben-
efits model, sustainable consumption behavior patterns, a social and
community practice that fuels the circular economy, and anti-
consumption practices and new product-service designs.

The masculinity culture dimension moderates the relationship
between economic, activist motivation, and swapping behavior, sup-
porting Hé6a and Héb. The economic benefit is predominant, as
opposed to the feminine culture, which is more likely to develop col-
lective, activist, and sustainable behaviors and anticonsumption prac-
tices (Grigsby, 2004; Hofstede et al., 2010). Although the sample size
was mainly female (49.5%), and most respondents originated from col-
lective cultures (36.2%, Asia and 27, 3% Europe), the negative coeffi-
cient from the moderated role influence can be explained by the
individualistic nature embedded in the masculine culture. Power dis-
tance negatively moderates the relationship between the environ-
ment, the activist motivation, and the swapping behavior, supporting
H7a and H7b. Low-power individuals think of society's welfare, green
alternatives, swapping clothes, and valuing the environmental and
social benefits (Rucker & Galinsky, 2017; Yan et al, 2019). We
observe that the masculinity culture is highly correlated with power
distance, which may explain the negative coefficient accentuating the
self-interest over the collective benefits related to lower power dis-
tance (Dubois et al., 2015; Galinsky et al., 2006; Pitesa & Thau, 2013).
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Uncertainty avoidance moderates the relationship between activ-
ist motivation and the swapping behavior, supporting H8. Although
the Beta coefficient decreases the impact of swapping behavior, the
activist motivation factor remains critical. Individuals voice their con-
cerns through anti-consumption to reduce their environmental foot-
print by redesigning product-service systems (Albinsson & Yasanthi
Perera, 2012; Armstrong et al., 2015; Farrant et al., 2010; Henninger
et al., 2019; Wu et al., 2023). Indulgence moderates the relationship
between environmental and activist factors and swapping behavior,
which is compatible with other studies identifying that in indulgent
cultures, individuals who are interested in prosocial and altruistic
behaviors contribute to the welfare of others and alleviate environ-
mental concerns (Guo et al., 2018; Leonidou et al., 2022).

6 | THEORETICAL IMPLICATIONS AND
CONTRIBUTIONS

6.1 | Theoretical implications

Our sample consisted of NextGen, driven by saving money to meet
their economic needs while pursuing hedonistic objectives regard-
less of cultural inclination (Godelnik, 2017; Liang & Xu, 2018). Envi-
ronmental concerns influence their behaviors around social and
environmental issues (Liang & Xu, 2018). Whether NextGen comes
from individualistic or collectivist cultures, the motivations to swap
clothes might be influenced by their age rather than culture, a con-
tributor to the motivation of swapping clothes, regardless of
culture.

The cultural context and sample characteristics may play a pivotal
role in the data collection and interpretation. Some NextGen may
favor more sustainable, responsible alternatives to manage their
finances and limit consumption. This may explain why their motivation
may be related to more than cultural dimensions. While the majority
of the sample was female, Asian, and European, the masculine dimen-
sion seems to have a strong influence on power distance. Although
our participants come from different parts of the world, they showed
similar motivations for their swapping behaviors despite cultural dif-
ferences. Even though different cultures exist worldwide, individuals
may exhibit similar motivations and behaviors no matter which cul-
tural dimension represents them. The global consumer culture is asso-
ciated with “... similar meanings with certain places, people and things”
(Alden et al., 1999, p.75). The pandemic had significant consequences
worldwide, pushing individuals to reduce their consumption and
rethink their practices (Espoti et al., 2021).

Although scholars have examined different facets of collabora-
tive consumption and the circular economy concerning swapping
clothes behavior, to our knowledge, the present study is among the
first to shed light on the NextGen motivations, combining the moti-
vation factors (activist, hedonic, environmental, economic), adding
the activist dimension to the mediator role of culture, and highlight-
ing some individual behavioral aspects (independent variables) that

may be pertinent to advance knowledge in the field of swapping

(clothes or other items, not limiting the scope to goods and include
services). More specifically, “I am concerned about clothing waste
and recycling” strongly indicates psychological characteristics
related to the consumer's activities, interests, and opinions
(Figure 2a). In contrast, post-swap behavior demonstrates different
trends, one indicating a need for affiliation and defining self-
identity and worth with others, a collective culture trait: “I show
my proud acquisition to others” and the other more pragmatic and
individualistic, “| keep it to myself and wear it until | no longer want
it” (Figure 2b). Results show that hedonic and economic motiva-
tions were predominant (Table 4), indicating that the “self” interest
was the primary motivating factor and that people were more
drawn to the immediate benefits of swapping clothes. As aware-
ness of environmental and ethical issues grows, more people may
participate in clothes swapping (or other items) for motivations
related to sustainability and activism. However, the moderating fac-
tors of the cultural dimensions of swapping behavior could further
explain this dichotomy; the hedonic (HE) and environment (ENV)
motives are predominant in collective cultures (COL), while eco-
nomic (EC), environment (ENV) and Activist (AC) motives seem to
be all closely related to masculine cultures (MAS). Activist
(AC) motives seem to relate to power distance (PD) and uncertainty
avoidance (UA) (Table 5). By applying Hofstede's cultural frame-
work, this study demonstrates that collectivism, masculinity, power
distance, uncertainty avoidance, and indulgence significantly mod-
erate the relationship between motivations and swapping behavior.
This study answered the need for further research on sustainable
customer behavior with a cross-cultural perspective and theoretical

grounds (Busalim et al., 2022).

6.2 | Theoretical contributions

This study confirms the NextGen activist motivation to swap clothes,
wishing to adopt a non-consumer lifestyle for societal and environ-
mental benefits as anticonsumption is becoming a trend (Albinsson &
Yasanthi Perera, 2012; Cherrier, 2009; Vesterinen & Syrjala, 2022),
while hedonic motivation is critical when attending clothing swaps
(Brand et al., 2023; Guiot & Roux, 2010; Kim & Jin, 2019;
Philip, 2016). Socializing facilitates the structure and the initiatives
(Albinsson & Yasanthi 2009, 2012; Camacho-Otero
et al., 2020; Matthews & Hodges, 2016). Environmental motivation

drives swapping behavior, encouraging individuals to participate,

Perera,

allowing them to recycle unwanted items, and reducing landfill waste
(Aktan & Kethida, 2023; Burton & Eike, 2023; Camacho-Otero
et al.,, 2020; Godelnik, 2017; Iran & Schrader, 2017; Laitala &
Klepp, 2018; McCoy et al., 2021; Park et al., 2007). On the other
hand, the results of the present study support the idea that economic
motivation is essential to swapping behavior (Albinsson & Yasanthi
Perera, 2009; Alonso-Almeida et al., 2020; Brand et al., 2023;
Camacho-Otero et al., 2020; Guiot & Roux, 2010; Gullstrand Edbring
et al., 2015; Hamari et al., 2016; Laitala & Klepp, 2018; Prathibhani &
Lakshika, 2023). Individuals with budget constraints engage in these



ARMOUCH ET AL.

WILEY_L %

practices to fulfill their desire for newness while not adding financial
burden or guilt (Botsman & Rogers, 2010; Lang & Zhang, 2019; Philip
et al., 2019).

Few studies explored the customer perspectives on the design
process and the cultural barriers hindering the shift toward new busi-
ness models (Camacho-Otero et al., 2018), although more context
specificities have driven the collective awareness of swapping through
collaborative consumption, the anticonsumption movement, the need
to redesign new business models alerting the institutions on the
need to shift their policies as there is a social acceptance and peer
support (i.e., reuse, recycling, and repurposing) (Please refer to
Table 1). Recent studies demonstrate the sense of collective responsi-
bility, transparent communication, and educational campaign creating
positive social norms placing responsibilities on different stakeholders
in the whole design of the fashion stream at B2B levels, government,
and non-governmental organizations (Aktan & Kethida, 2023;
Camacho-Otero et al., 2020; Farrant et al, 2010; Henninger
et al, 2019; Iran & Schrader, 2017; Pocinkova et al., 2023;
Prathibhani & Lakshika, 2023).

This article sheds light on the NextGen cultural dimensions that
drive them to participate in clothes swapping, affecting the relation-
ship between individual motivation factors and their swapping behav-
ior. Examining the moderating role of culture, we confirm that
NextGen, in a collectivist culture, is driven by hedonic, environmental,
and activist reasons to participate in clothes swapping. Belonging to a
community and connecting with others is essential, which can be
transferred to swapping behavior (Albinsson & Yasanthi Perera, 2009,
2012; Camacho-Otero et al, 2020; Hamari et al, 2016;
Hofstede, 2001; Pocinkova et al., 2023; Wu et al., 2023), as well as
adopting environmentally friendly and sustainable practices limiting
consumption to support the welfare of society (Camacho-Otero
et al., 2018; Henninger et al., 2019; Nordlund & Garvill, 2003). Fur-
thermore, compared to masculine cultures driven by economic rea-
sons, the NextGen from a feminine culture has activist motives and is
likelier to emphasize sustainable behaviors and anti-consumption
practices (Grigsby, 2004; Hofstede et al., 2010).

This article also confirms that the NextGen in low power distance
cultures is more inclined to swap clothes due to environmental and
activist motivations, which may, as other authors claim, be linked to
an act of political resistance (Tocancipa, 2008), an economic crisis
(Gatti, 2009), or cultural-political identity toward environmental and
life principles (Camacho-Otero et al., 2020). The results of this study
support previous findings showing that individuals care about helping
others, contributing to the betterment of society, and engaging in
eco-friendly and prosocial practices (Rucker & Galinsky, 2017; Yan
et al.,, 2019). Being an activist and resisting consumption requires indi-
viduals to resort to unconventional new ways (Cherrier, 2009) and
take risks, which is usually present in low uncertainty avoidance cul-
tures (Hofstede, 2001).

This article demonstrates that environmental and activist factors
drive NextGen in indulgent societies to swap clothes. Indulgent indi-
viduals have favorable emotions toward prosocial and altruistic behav-

iors that allow them to alleviate environmental concerns and provide

societal benefits (Guo et al., 2018; Leonidou et al., 2022). This article
may also indirectly shed light on a collective movement trend from
being powerless toward dynamic contextual macro factors
(i.e., pollution, ecological footprint, impact on climate changes, or
countries suffering by being assaulted with the “back-office” of fash-
jon waste) to a collective action-driven approach to collaboration
amongst stakeholders as demonstrated by organized ecosystems
(e.g., DSNY-Textile drop, 2023; GENeco YTL Group, 2023;
SDGN, 2023; Threading Change, 2023), and new business-to-business

fashion design systems (Ellison, 2023; Henninger et al., 2019).

6.3 | Managerial contributions

The negative press of unsustainable practices in the global fashion
ecosystem (GENeco YTL group, 2023; McFall-Johnsen, 2020) has
forced decision-makers (i.e., policy-makers, market distributors, fash-
ion designers, and retailers) to recognize that the swapping market is
becoming a global ecosystem organized around economic, social, eco-
logical, and political factors leading to multiple redesigns from collabo-
rative consumption to developing a close social circular economy or
both considering economic, social, and ecological footprint and politi-
cal meanings (e.g, DSNY-Textile drop, 2023; GENeco YTL
Group, 2023; SDGN, 2023; Swap for the World, 2023; Threading
Change, 2023).

Organized swapping has transformed the traditional marketplace
and is now part of the fashion strategy amongst significant players
(Ellison, 2023), as decision-makers observe the NextGen growing social
and digitally savvy awareness on activist endeavors seeking transparency
and responsible management with a collaborative cause-related
approach (Salman et al., 2016). Digitally savvy, the NextGen are ambas-
sadors of developing new communities, engaged in “greener” and sus-
tainable alternatives (McCoy et al, 2021), forcing leading fashion
decision-makers to recognize the need to adopt the United Nations
Global Compact in their business-to-business models and showing how
they transform their complex business ecosystem designs meeting chal-
lenges ahead: swapping-out, resale, repair, clothing-donation, diminishing
inventories, linking profitable retailers and NGOs to designing new circu-
lar economy around fabrics and other fashion related material
(e.g., Ellison, 2023; GENeco YTL Group, 2023).

This article can guide decision-makers to integrate into their strat-
egy multiple stakeholders' perspectives from a global perspective,
while redesigning their business-to-business ecosystem, respecting
the customer desire to have a rewarding and fun experience. How-
ever, they must seriously pay attention to the NextGen's environmen-
tal consciousness and activism motivation, avoiding green washing
with false claims between corporate and activist NGO strategies
(Ferguson et al., 2021, 2024; Paulin et al., 2019). It will require the
design of coherent practices throughout complex ecosystems while
demonstrating true and visible engagement and straightforward mar-
keting communication strategies that align “what is said with what is
lived.” As global brands may compete for similar endeavors (Holt

et al., 2004), they must pay attention to the shift of those who
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experience daily what others claim they do while not being account-
able for their inaction or omission (Ferguson et al., 2021, 2024; Paulin
et al., 2019), paying attention to the NextGen in how they view mate-
rialism and their need to balance better sharing objects and material
lifestyle with experience (Alonso-Almeida et al., 2020), making sure to
emphasize true ethical marketing practices to further co-creating
value with customers (Nadeem et al., 2023), while considering new
technology development where customers driven by self-interest are
willing to share personal information with fashion sales robots for bet-
ter service quality, enjoyment, and usefulness (Song & Kim, 2021).
More specifically, at the micro level of the exchange,
decision-makers and marketers must pay tribute to the service design
experience from a customer point of view. The NextGen, sensitive to
greenwashing and false claims, is concerned about clothing waste,
recycling, and transparency in the overall process. One should not
neglect and underestimate the sense of sharing with friends (identity
with others) as a post-swap behavior. Furthermore, as demonstrated
in this study, motivational factors (economic, hedonic, environmental,
and activist) are essential, and one should not neglect the moderating
role of cultural dimensions. Although both collective and individual
cultures may not react the same way, both are concerned with envi-
ronmental issues and are developing activist behaviors in their respec-

tive context.

7 | LIMITATIONS AND FUTURE RESEARCH
This article provides valuable insights into the swapping phenomenon;
however, there are some limitations and potential future research
endeavors. Swapping is not a new phenomenon but is further orga-
nized using social networks and technology. More studies need to
explore the role of culture using self-determined motivation theory
(SDT), a continuum of motivational regulation ranging from amotiva-
tion through controlled to autonomous motivation, and see if there is
consistency in practices between online and offline to identify whether
and where differences or similarities exist. Future research would benefit
from examining the pattern of swapping clothes among other demo-
graphic segments, psychographic lifestyles, and post-swap behaviors to
see, for example, if activists behave coherently in all aspects of their lives
or if their non-consumer lifestyle only concerns the fashion industry. The
influence of people's personality traits on swapping aligned with psycho-
logical variables might explain the individual variance in the swapping
behavior. More specifically, “being recognized” was a discovery that
merits further attention as a mediating role to the swapping behavior.
Other characteristics such as individual personality, upbringing, education,
and risk perception may be moderators that would enrich the model. We
often focus on antecedents-processes and outcomes related to consumer
behavior and short-term economic and business performance, while
neglecting how to improve individuals' behaviors by shifting their psycho-
logical orientation, which can provide innovative service designs at the
business and community levels that reflect the voice and concerns of con-
sumers and collectivities. Finally, we need to consider social media influ-

ence on (sustainable) fashion consumption from different theoretical

aspects while keeping in mind the “why” to understand the consumers'
engagement toward sustainable fashion consumption practices with more
qualitative and mixed-methods (Vladimirova et al., 2023).

Although the study focused on clothes, it would be interesting to
explore the swapping behavior among other areas of activities
(e.g., swapping houses for vacation, swapping for necessity, or political
and ecological beliefs; swapping for books, housewares, fashion
accessories, or shoes) to develop variance in contexts, understanding

particular situations.
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