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Abstract
[bookmark: _Toc142291901]Blockchain technology is revolutionising the fashion industry, offering new business innovations and value propositions for consumers. Known for its decentralised digital ledger system, blockchain enables real-time tracking and secure information exchange through immutable records. This transparency and accountability can reshape consumer engagement, particularly in the fashion rental market. Recent research has explored blockchain’s potential in enhancing supply chain transparency, product provenance, and transaction security in fashion rental operations. However, its impact on consumer experiences remains underexplored. This study investigates consumers' perceived value and willingness to use blockchain-enabled fashion rental services, using the Theory of Planned Behaviour (TPB) framework. This study provides the first empirical evidence of the potential use of blockchain technology in fashion rental businesses from a consumer viewpoint, contributing to a deeper understanding of blockchain's practicality and usability within the fashion industry and the specific context of fashion rental. It aims to fill a gap in existing research and guides the creation of consumer-centric innovations in technology adoption strategies.
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Introduction 
Fashion rental has seen substantial growth recently, driven by an evolving consumer emphasis on conscious consumption and demands for sustainable, flexible, and cost-effectiveness fashion alternatives to ownership (Jain et al., 2022b; Thorisdottir et al., 2024). This trend is further reflected in the preference for casual over occasional wear, integrating rental practises more deeply into consumers’ everyday lives (Mills, 2024). Notably, the global fashion rental market is forecasted to reach a value of 6.02 billion US dollars by 2032, with an annual growth rate of 11.6% during the period of 2024-2032, underscoring an anticipated increase in consumer participation and market expansion (Factview Research, 2023). Conversely, consumers also exhibit heightened scrutiny over service expectations and the authenticity of its sustainability claims, highlighting a demand for transparency and trust in fashion rental services (McCoy and Chi, 2022). Such scrutiny has elevated consumer awareness about the provenance and quality standards of rented items, as wells as the intricate processes related to their procurement and distribution, which could influence consumer participation and fashion rental business’ growth potential (Liu et al., 2023). 
Academic literature has identified blockchain technology as a potential facilitator for enhancing security, transparency, and trustworthiness on fashion rental platforms (Choi et al., 2020; Wang et al., 2020; Liu et al., 2023) Blockchain’s decentralised and immutable ledger can provide permanent and transparent records that detail the history, authenticity, and quality of rental items, thus fostering trust between consumers and platforms. This technology offers insights into the provenance, usage, and maintenance history of rented items (Montecchi et al., 2019; Liu et al., 2023; Shi et al., 2023). Moreover, Cai and Choi (2021) illustrated how blockchain encryption methods can help maintaining data privacy while still meeting consumer demand for information sharing. Liu et al. (2023) highlighted blockchain’s role in improving transaction security, crucial for the purchasing process on rental platforms. This enhanced transparency protocol is particularly beneficial to assist fashion rental participants (both renters and lenders) in making informed decisions, streamlining transactions, and facilitating the integrity and trustworthiness of sustainable fashion practices (Charnley et al., 2022). 
Despite blockchain’s complexity and limited direct consumer interactions (Schlegel et al., 2018), its potential benefits closely align with the priorities of a growing sustainability-conscious consumer segment, particularly regarding the production process, product authenticity and transactional security on platforms (Abbate et al., 2023; Shi et al., 2023). However, the consumer voice, arguably the most influential determinant of a new technology adoption’s success, has been significantly overlooked (Jain et al., 2022a). Existing research indicates that there is a lack of consumer feedback on blockchain applications, highlighting a gap in understanding end-user perspectives and needs (Schlegel et al., 2018; Dionysis, 2023; Raddatz et al., 2023). Moreover, no studies have specifically focused on consumer attitudes towards blockchain in the fashion context. Using the Theory of Planned Behaviour (TPB) (Ajzen, 1991) as a theoretical lens, this study examines consumer perceived benefits and challenges of blockchain technology, with the goal of understanding the factors underpinning their willingness to use blockchain technology in fashion rental businesses. This study addresses the following research questions: 
1. How do consumers perceive the value (benefits and challenges) of using blockchain technology in fashion rental businesses?
2. What are the key factors influencing consumers’ willingness when deciding to use blockchain technology in fashion rental businesses?
Theoretical Lens
The TPB provides a valuable lens to explore the consumer perspective of the perceived values of blockchain technology and their willingness to use it. Ajzen (1991) established a conceptual framework of the major influences that impact behavioural intentions and actions, identifying three core antecedents: attitudes, subjective norms, and perceived behavioural control. Subjective norms are the social pressure that individuals feel from others who either approve or disapprove of the behaviour. Perceived behavioural control relates to the individual's perception of the ease or difficulty of performing the behaviour, which is influenced by past experiences and anticipated challenges. Shaping these attitudes are behavioural beliefs, which reflect the perceived outcomes of the behaviour. Normative beliefs reflect the social influences of others relevant to the behaviour and the motivation of an individual to comply with such influence. Control beliefs reflect the perceived facilitators or barriers to performing the behaviour. Collectively, attitude towards the behaviour, subjective norm, and perception of behavioural control contributes to the formation of a behavioural intention. By and large, an individual's intention to engage a certain behaviour is more likely to be stronger when they possess a more positive attitude and subjective norm, as well as a higher perceived control (La Barbera and Ajzen, 2020). Moreover, it is expected that individuals will act on their intentions when an opportunity arises if they have a substantial degree of genuine influence over their actions (Conner, 2020). Consequently, intention is often seen as the primary catalyst of behaviour. However, it is crucial to acknowledge that perceived behavioural control can have a direct impact on actual behaviour, regardless of behavioural intention, as a result of the various challenges that may arise when attempting to perform certain behaviours, which can restrict intentional control (Ajzen, 2020). This implies that individuals may engage in a behaviour even if their intention to do so is weak, as long as they perceive a high degree of control over it. Consequently, the mediating effect of the behavioural intention in question is occasionally bypassed. 
The TPB has extensively been utilised to understand consumer attitudes, motivations and behavioural intentions related to technology acceptance and usage and has been empirically supported in numerous studies across various contexts, such as fashion (online) retail. In the context of fashion retail, the TPB has been effectively employed to investigate consumer adoption of online shopping platforms, mobile commerce and sustainable fashion practises (Becker-Leifhold, 2018; Lee and Leonas, 2021). It provides insights into the underlying factors influencing consumers’ evaluation of technology’s benefits and challenges where such perceptions influence their decisions (Lee and Leonas, 2021). This comprehension is of of paramount importance to fashion stakeholders, as it allows them to develop strategies that are consistent with consumer expectations and behaviours. Hence, this theory is deemed appropriate to be used in this study as Lee and Leonas (2021) also suggested that the TPB is a valuable framework to explore consumers’ ability to use the technology where perceived behavioural control plays a crucial role in influencing consumers’ intention to use technology, with these intentions being largely shaped by their perceptions of potential failures or perceived challenges. Indeed, a recent study by Dionysis et al. (2022) regarding blockchain technology adopted this theory to understand consumer purchasing intention for products based on blockchain traceability systems. They suggested that future research could specifically investigate into how blockchain’s benefits can be transferred to the consumers and how they affect their behavioural intentions compared to what already exists in the market due to blockchain’s emerging potential. However, this study was not fashion-focused research with quantitative approach and failed to address the current study’s question regarding what fashion rental consumers perceive as benefits and challenges and the factors influencing their willingness to use blockchain technology. Therefore, there is a need for more research that specifically look into the fashion rental landscape, where no research has looked into the consumer perspective of how the use of blockchain technology can have an impact on their experience, as well as to explore potential solutions for addressing the challenges of technology usage (Lee and Leonas, 2021). 
Therefore, using the TPB as a theoretical lens, this study intends to uncover the perceived values derived from blockchain technology through consumers’ evaluation of the benefits and challenges, as well as factors influencing their willingness to use it in fashion rental businesses. By examining the consumer perceptions, this study can help guide businesses in effectively communicating the benefits of blockchain technology, addressing consumers concerns, and ultimately enhancing their overall consumer experiences. It aims to contribute to the ongoing discourse surrounding the adoption of emerging technologies in consumer markets, particularly examining how blockchain can enhance or reshape consumer experiences and satisfaction within the fashion rental market.

Methodology
This research adopts a qualitative methodology using semi-structured interviews with 25 fashion rental consumers who are aware of sustainable fashion initiatives and possess openness to blockchain technology. The choice of a qualitative approach, particularly through one-to-one interviews allows for an in-depth exploration of consumer perceptions, motivations, and considerations regarding blockchain technology adoption in fashion rental services. This method facilitates a rich, nuanced understanding of consumer attitudes and behaviors, which quantitative methods might not fully capture. 
The interviews focused on several themes, including fashion rental services usage, their understanding, and experiences with blockchain technology and the perceived values, barriers, and motivations for blockchain adoption in fashion rental. In conducting the interviews, this study aimed to explore a breadth of perspectives until no new insights were yielded to alter the overall understanding of the data being investigated. Interviews were transcribed and analysed using NVivo 12 software, following Braun and Clarke’s (2006) six-step thematic analysis.
Findings
Findings will be available at the time of conference. 
Research Implication
This study provides the first empirical evidence of the potential use of blockchain technology in fashion rental businesses from a consumer viewpoint, contributing to a deeper understanding of blockchain's practicality and usability within the fashion industry and the specific context of fashion rental. It fills a gap in existing research and guides the creation of consumer-centric innovations in technology adoption strategies.
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