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Executive Summary 
 

The advent of the Sharing Economy and associated access-based consumption activities 

has been a key change in many Western countries’ economies over the last decade. This 

profound change in models of consumption has influenced the development of new 

business models like Product-Services-Systems (PSSs), exemplified by the Dutch bicycle 

leasing company Swapfiets. This paper has focused on the study of a specific segment of 

Swapfiets’ consumers: the Millennial generation, who show more familiarity with the Sharing 

Economy and have made access-based consumption activities part of their everyday lives. 

Through this thesis, the author has aimed to get insights into the values that motivate and 

are extracted from access-based consumption by Millennials residing in Denmark. 

Conclusively, this paper presents theoretical and practical implications which can be inferred 

from the research carried as part of this study. 

 

The research question and sub-questions have been interrogated from a Consumer Culture 

Theory perspective by applying theories on self-identity construction and community feeling 

concerning the perceived values extracted by Millennials from access-based consumption 

and the use of PSSs. For that, a qualitative method has been followed where eight semi-

structured in-depth interviews have been conducted. The data collected through the 

interviews has been analysed by applying an abductive approach in which theory and 

previous literature has been used in a deductive way alongside the exploration of new 

conceptual frameworks which characterise inductive methods. 

 

Three main conclusions can be drawn from this analysis of the research. First, Millennials 

seem to base their decision to use PSSs on the functional and financial benefits they 

perceive they will get from choosing to use Swapfiets’ service. Second, once they 

experience access-based PSSs, there are hedonic and symbolic values extracted from the 

experience which help them develop their self-identity projects and feel part of the Danish 

cycling community. Third, those hedonic and symbolic meanings can boost Millennials’ 

empathy and openness towards future access-based consumption activities in other 

markets. Overall the demographic group studied were unconcerned about not owning a 

product; instead, they find other aspects of the experience, such as the service which comes 
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together with accessing a product more important. Additionally, it is relevant to mention that 

these outcomes might vary depending on the type of product accessed. 

 

The results of this study provide insights into the ways in which Millennials perceive access 

vs. owning and the ways in which they derive value from products without the necessity of 

ownership. Millennials have a markedly different understanding of and approach to what 

consumption means. They do not pay for a product; they pay for a service or an experience. 

These insights may be applied by existing and future companies operating in the field of 

access-based consumption to gain insights into Millennial consumers.   

 

Finally, this study is based on explorative research focused on Millennials living in Denmark 

and using the bicycle leasing company Swapfiets. Thus, there are some limitations in terms 

of generalizability and transferability as the findings might be different when applied to other 

fields and segments. Therefore, it would be interesting to do further research regarding other 

markets and generations.  
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1. Introduction 
 

Climate change is one of the most significant challenges the world is currently facing, 

because without drastic intervention on a global scale, it represents a considerable threat to 

the whole of humanity. As people have become aware of the different risks the planet and 

the entire global population are exposed to, there has been a change in the way different 

societies are acting as people slowly move towards more sustainable behaviour and 

solutions (Sjåfjell, 2019). Many human activities cause damage to the environment, with 

transport causing particular pollution problems, as it is an activity that releases considerable 

amounts of greenhouse gases to the atmosphere (Eftestøl-Wilhermsson, 2019). 

Consequentially, there is a global imperative to source and develop low-emissions mobility.  

  

The moving of people and goods within cities has been termed “urban mobility” (Gabrielli et 

al., 2014). There exist significant costs associated with urban mobility that are not just 

carried by the citizens, who have to pay taxes, parking tickets, fuel etc. or by the 

governments, who are in charge of building proper infrastructure. Beside those costs, urban 

mobility can have significant impacts on society, health and environment – by fostering 

“transport poverty”, local air pollution, greenhouse gas emissions, contaminations and so 

on.  

 

Urban mobility represents more than 23% of Europe’s greenhouse gas emissions according 

to the European Environment Agency (EEA, 2019), who have set ambitious targets to 

reduce these emissions by two thirds by 2050. This is one of the reasons why many 

communities and institutions are moving towards more sustainable forms of urban mobility 

– for example encouraging walking, cycling or using public transport as cleaner, healthier 

and more socially equitable modes of transportation within the city (Golub, 2016). There is 

also an associated push to get citizens to reduce or avoid the use of individual motorised 

vehicles like cars (Gössling, 2013) to help achieve the reduction of green-house emissions 

(EEA, 2019). 

  

By heavily promoting cycling as a desired form of urban mobility, Denmark, together with 

the Netherlands and Germany, has been one of the leading countries promoting the daily 
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use of bikes within the city and pushing an associated reduction in car ownership (Pucher 

& Buehler, 2008). According to The Cycling Embassy of Denmark (2016), 90% of Danish 

people own a bicycle; cycling accounts for 26% of all the trips shorter than 5 kilometres and 

16% of the total number of trips. This data is interesting when compared to the use of cars; 

while 9 out of 10 people own a bicycle, just 4 out of 10 people own a vehicle (See Appendix 

1). 

  

As a direct result of the move towards “greener” forms of transport, new forms of 

consumption and business models are emerging as a consequence of the different changes 

and challenges society is facing. “Product-Service Systems” (PSSs) are a new form of 

business model which have been developed to minimise environmental impact by providing 

consumers with the use of services instead of or in addition to owning products. As 

consumers reimagine and renegotiate the meaning of ownership, an increasing number of 

companies are adding value to their products through the provision of services, 

customisation of goods or continuous innovation, instead of focusing on the product itself 

and the production of significant amounts of standardised goods (Mont, 2002). Some of the 

trends related to this system are: the use of the product as a service instead of the sale of 

the product itself; the increase of leasing instead of buying; and the rise of repair, re-use and 

recycle instead of throwing-away concepts (Mont, 2002). These trends have also been 

reflected in the bicycle market in Denmark, where an increasing number of people have 

decided to access a bike instead of owning one. 

  

Product and service innovation in Europe’s bicycle market is changing the way consumers 

access bicycles. Some companies are creating new forms of business models in which 

customers do not need to acquire their bikes by purchasing them. Swapfiets is a prime 

example of this shift. The central business concept is based on offering a product (bicycle) 

with complementary services like reparation, exchange if necessary or access to a new bike 

in case of theft. The company runs a subscription model with customers paying a monthly 

fee to have use of their own bike, and the opportunity to get them fixed or swapped any time 

they need (Bedford, 2020). 
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Swapfiets began its business repairing old bikes and offering them to consumers. Over time, 

its business model gradually evolved, ending up as one of many new hybrid companies 

offering both product and service: they now design and produce their own bikes as well as 

providing a maintenance service for them. The company was founded in the Netherlands 

and gradually expanded into Germany, Belgium and finally Denmark, where it has grown 

exponentially since then (Bedford, 2020). 

 

Most of the research on PSS business models has focused on environmental and economic 

benefits; however, there is a gap in current research on PSSs and the way consumers 

perceive, give and extract value from consumption. These perceptions of value are 

influenced by the different options consumers have and the socio-cultural context 

surrounding them. The relation between the socio-cultural environment and the consumer 

was studied by Arnould and Thompson (2005) who developed what they called Consumer 

Culture Theory (CCT). They defined Consumer Culture as “a social arrangement in which 

relations between lived culture and social resources, and between meaningful ways of life 

and the symbolic and material resources on which they depend, are mediated through 

markets” (p: 869). Globalisation, market capitalism and the advent of a digitally 

interconnected world mean cultures overlap and intersect. CCT offers a broad and 

complicated framework to understand consumers’ behaviour within a culture-specific 

context, allowing for the intersection of different influences. Consumers are no longer 

assumed to be homogeneous within different societies or demographics. Social 

heterogeneity means values, meanings, ways of living and consuming are not necessarily 

shared by everybody within the same culture (Arnould & Thompson, 2018).  

 

In the current study, there is a focus on two of the main dimensions of CCT, namely the 

construction of self-identity and the way consumers create a feeling of community with 

others through their consumption experiences (Arnould & Thompson, 2018). These 

consumers belonged to a specific generation of Millennials (between 20 and 30 years old) 

and were at the time of the study living in Denmark.  
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1.1. Research question 
 

The main objective of this paper is to interrogate how consumption has changed and its 

relation to consumers’ construction of self-identity and community feelings. It will, 

specifically, focus on the bicycle market in Denmark where an increasing number of people 

are leasing bikes instead of owning them. The main target of the study is Millennial, a 

generation that shows a certain tendency towards experiencing and accessing products 

rather than owning them. The values they perceive and how they are used to create their 

identities and feel part of a community are the main aspects under study in this paper. That 

brings us to develop the following research question, which is also divided into two sub-

questions: 

  

From a CCT perspective, what are the different perceived values extracted by Millennials 

from access-based consumption experiences? 

 

- What are the roles of the different perceived values in the consumers´ self-identity 

construction projects? 

- What are the roles of the different perceived values in the consumers´ feeling of 

community?  

 

1.2. Delimitations 
 
The aim of this study is to get an insight into the relationship between self-identity and 

community construction which comes from the experience of leasing a product. This will be 

compared to the experience of owning, sharing and renting the same and other products. 

There are some facts and delimitations that need to be mentioned and explained in this 

chapter to get a better understanding of how the results of this research can or cannot be 

used.  

 

Firstly, this research focuses specifically on the PSS business model of Swapfiets, which is 

a bicycle leasing company. Therefore, it can be difficult to extrapolate the results to the wider 

rental / service provision market, as they might not be applied in the same way to other 
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markets or sectors. Nonetheless, some outcomes related to other markets and industries 

have been found through the process, and the interviews included questions regarding that 

topic that show how people feel about using the same or similar systems in other sectors.  

 

Secondly, this paper focuses on people based in Denmark’s capital city Copenhagen, who 

are aged between 20 and 30 years old. The findings from this study cannot therefore be 

automatically applied to other age groups or demographics. In addition to the above points, 

much of the research for this paper occurred during the 2020 lockdown as a result of the 

Covid-19 pandemic. This inevitably impacted on data collection and made it more 

challenging. The recruitment of participants and the interview process have been 

complicated as people were asked to stay at home and most of the institutions and business 

were closed. Therefore, probably in normal circumstances, the process would have been 

more comfortable and faster, and there would have been more chances to connect with a 

wider range of participants.   

 

Thirdly, this research aims to make a comparison between owning, renting and leasing. 

Nonetheless, it has only collected data about those who were leasing a bike at that time. To 

get insights of how customers feel about other ways of consumption, they were given some 

premises and scenarios about owning, sharing or renting where they were asked about 

which options they would choose and based on which aspects.  

 

Conclusively, it should be mentioned that this is an explorative research and there are some 

limitations on generalizability and transferability. Therefore, findings are used to provide 

inputs for future research or managerial implications in the context and field under study.  

 

1.3. Terminology 
 

Below I propose simple definitions of some of the commonly used terms mentioned 

throughout this paper in order to clarify meaning and minimise confusion.  

 

Sharing Economy: A concept evolving from “sharing” in which objects or products are not 

just exchanged based on social reciprocity and altruistic behaviour. Instead, there is a 

monetary profit expected from it. A Sharing Economy arises with those new market 
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exchange combinations, commons-based sharing and capitalist profit-seeking (Arvidsson, 

2019). 

 

Access-based consumption: Characterised by market transactions which occur despite 

the fact that there is no transfer of ownership. Through the present study, the different 

dimensions of the access-based consumption proposed by Bardhi and Eckhardt (2012) 

have been mentioned: temporality, anonymity, market mediation, consumer involvement, 

type of accessed object and political consumerism. 

 

Product-Service-Systems (PSSs): Defined by Mont (2002) as “a system of products, 

services, supporting networks and infrastructure that is designed to be: competitive, satisfy 

customer needs and have a lower environmental impact than traditional business models” 

(p: 239). There are eight different types of PSSs proposed by Tukker (2004), but this study 

will put particular emphasis on two of them: leasing and renting/sharing. 

 

Leasing: A type of PSS in which the provider keeps the ownership of the product and is 

often responsible for its maintenance, repair and control. At the same time, the lessee has 

unlimited and individual access to it by paying a regular fee (Tukker, 2004). This study 

identifies Swapfiets as a bike leasing company; therefore, this term is used when the 

researcher refers to the use of Swapfiets. Nonetheless, the maintenance and repair of the 

bicycles in the case of Swapfiets are carried by the company and not by the users, so it is 

important to keep in mind that difference between the official definition and the way the 

concept leasing is used in this paper. 

 

Renting/Sharing: This type of PSS is similar to leasing, with the main difference that 

consumers have limited access to the product, which can be sequentially used by other 

people (Tukker, 2004). In this study, renting is associated with Donkey Republic, which is a 

big competitor of Swapfiets with the difference that the bikes are public (can be used by 

other customers) and the consumers do not have longitudinal access to the product.  

 

Ownership: This is related to the concept of possession of objects, which was related by 

Belk (1988) with the creation of consumers´ identities. This concept is continuously 
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compared through this paper to leasing and renting. Additionally, it is sometimes used in 

association with “purchasing” or “buying”, in which it is assumed that people get the 

ownership of the product. On the other hand, the terms “sense of ownership” or “perceived 

ownership” are used in relation to how consumers feel about the products they have access 

to by leasing or renting them.  

 

1.4. Thesis Outline 
 
The outline of this thesis is shown in the following figure: 

 
Fig. 1 - Thesis Structure1 

 

 

 
1 Self- created Outline 
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As Figure 1 shows, this paper has been divided into seven sections. The first section 

consists of an introduction of the topic under research as well as the formulation of the 

research questions. In the second and third chapters, there is a review of the existing 

literature relevant for this study as well an introduction to the Consumer Culture Theory that 

shed light to this study. Thereafter, there is an introduction about the chosen methodology 

as well as an explanation of the data collection tools, recruitment of participants and analysis 

methods used for the research.  

 

In the fifth section, the findings of the analysis are shown divided into five parts: 1) Functional 

Values; 2) Financial Values; 3) Hedonic Values; 4) Symbolic Values; and 5) Comparison 

with other accessed products. After that, the Discussion part is based on a summary of 

results and their relation to the previous literature and theory. Finally, there is a proposal of 

potential managerial implications for organisations as well as possible further research in 

Section 7. 

2. Literature Review  
 

This section provides insights from previous discussions and literature regarding the topic 

of this study. First, I introduce the literature regarding the Sharing Economy, which is 

considered the primary base in which access-based consumption and PSSs business 

models are rooted. After that, the paper provides an overview of existing literature 

concerning the different perceived values people extract from consumption.  

 

2.1. Sharing, Pseudo-Sharing and Sharing Economy. 
 

“Sharing is the allocation of economic goods and services without calculating 

returns, within an intimate social group, and patterned by the general role 

structure of that group. It is an economic behaviour with a heavily weighted 

social dimension.” (Price, 1975; p:5) 

 

Price (1975) defined sharing as a primary economic behaviour that has existed for hundred 

thousands of years. However, this concept has evolved through time, generating different 

practices in which things are not shared in terms of social reciprocity, but due to monetary 
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exchange (Akbar, 2019). Thus, Belk (2014) argued that this practice should be called 

“pseudo-sharing”, as there are profit motives and an expectation of reciprocity rather than 

community feelings related to an everyday lifeworld or the reproduction of social relations. 

Through this paper, I use the term “sharing”, rather than “pseudo-sharing”, when referring 

to “sharing economy”. 

 

Benkler (2006) argued that sharing has become a vital feature of the new communities; 

however, some authors agree that this contemporary “sharing economy” has lost the 

essence of what sharing means, and, as it has been mentioned before, the main motive of 

doing it is based on profit-seeking. The feeling of community might be no longer present as 

there exists a clear expectation for reciprocity in sharing (Belk, 2014). Alternatively, authors 

like Parigi and Cook (2015) argued that some sharing networks like Couchsurfing or Airbnb 

rely on digital mediated reputation and reinforce interpersonal trust. In those cases, the 

collaboration is not seen just as a way of sharing but also as a form of accumulating 

transferable social capital as a mean of reputation (Arvidsson et al. 2016). In conclusion, the 

“sharing economy” arises with those new market exchange combinations, commons-based 

sharing and capitalist profit-seeking (Arvidsson, 2019). 

 

Belk (2007) defined sharing as an alternative to owning, in which people together enjoy the 

benefits or costs of products. In that way, what it used to be “mine” or “yours” now becomes 

“ours”. Furthermore, this sharing can go from a tangible product – like a car or a house – to 

non-tangible things – like knowledge or responsibility. Materialism in combination with the 

conviction that self-identity is developed by possessing things might inhibit sharing as a 

practice (Belk, 2007). Nevertheless, some authors (Iglehart, 1981; Pine & Gilmore, 1999) 

have argued that we are in a post-materialism era, and people are starting to value “doing” 

over “having”. Consequently, businesses are following the path towards the decrease of 

ownership and materialism (Belk, 2007).  

 

As it has been mentioned before, different reasons motivate people to participate in the 

Sharing Economy. In the following, some of the existing literature related to that topic is 

presented. 
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2.2. Literature on Access-Based Consumption 
 

Bardhi and Eckhardt (2012) defined access-based consumption as those transactions that 

can be market mediated without implying a complete transfer of ownership from the 

company to consumers. They argued that new networks and alternatives to purchasing are 

emerging, leaving behind the concept of ownership.  

 

According to Bardhi and Eckhardt (2012), consumers perceive value on “accessing” 

products without necessarily owning them. They are willing to pay for the experience of 

getting access to something temporarily. Through access-based consumption, people can 

use and enjoy products or networks that, for example, they could not afford to buy (Bardhi 

& Eckhardt, 2012). That might be the reason why access-based consumption has been 

historically stigmatised and considered a waste of money as it limits consumers’ property 

rights over the products as well as signaling lower financial power and status (Durgee and 

O´Conner, 1995). However, over the last decade, there has been a proliferation of this type 

of consumption, in which market mediated access to products has become an important 

phenomenon, and companies are starting to find new ways to monetise it, utilizing the latest 

technologies in order to do so (Bardhi & Eckhardt, 2012).  

 

In the following, there will be an introduction to different research into access-based 

consumption compared to traditional consumption and ownership.  

 

Chen (2009) studied art consumption behaviour from two different perspectives: possession 

(collection) and access (exhibit visits) to a product (artwork). She proposed that consumers 

can have different types of relationships with the object and “experiencing” them can reduce 

the necessity of possession. Her research was based on in-depth interviews conducted with 

116 participants who were “collectors” (people who owned pieces of artwork and never 

resold them), and “visitors” (people who visited art exhibits but never purchased artwork). 

By comparing collecting versus experiencing, she found that the type of consuming is 

underlined by different consumer desires and helps to shape their perception of values. She 

concluded that the value of possessions is not the only initiator of the extended self-

construction; instead, people can provide that value to the extended self through 
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experiences which develop memory formation and enrich each individual’s human 

experience (Chen, 2009). 

 

Bardhi and Eckhardt (2012) noted that there was a lack of literature about “what the nature 

of consumption under conditions of sharing looked like” (p: 881) and so decided to extend 

their knowledge of access through the study of car sharing. In their article, they argued that 

access-based consumption is a unique form of consumption. However, there was still a lack 

of understanding of its features and complexities. Using their specific case study of car-

sharing, they explored different consumer-product, consumer-consumer and consumer-

marketer relationships taking into account the socio environment (Bardhi & Eckhardt, 2012) 

 

One of the main differences between possession and access in terms of consumer-product 

relations is based on the fact that, in ownership, consumers have total property rights. That 

means that they can deny access to others, sell, modify, and profit from their goods etc. 

Additionally, with ownership, the relationship between consumers and the product they own 

is clear as well as the boundaries with other consumers. However, in access-based 

consumption, these relations can become blurry (Bardhi & Eckhardt, 2012). 

 

Access-based consumption can be similar to the term “sharing”; however, they differ in the 

perceived sense of ownership. That means by accessing a product, there is no transfer or 

joint of property; instead, the consumer gets access to something in a non-altruistic way 

(Bardhi & Eckhardt, 2012). Through the current study, access-based consumption has been 

considered a concept framed within the Sharing Economy.  

 

Bardhi and Eckhardt (2012) studied access-based consumption from six different 

dimensions: temporality; anonymity; market mediation; consumer involvement; type of 

accessed object, and political consumerism. In their research about Zipcar, they found that, 

generally, consumers do not experience perceived ownership or identification with the 

product accessed. They argued that car-sharing is considered a market exchange where 

self-interest and utilitarianism play the central role. Furthermore, they demonstrated that 

consumers usually engage in opportunistic behaviours with the company and the other 

customers and look out for their own interest at the expense of the object they are using. 
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Finally, they also found that consumers did not engage in community building and did not 

feel any identity connection with the company apart from the market exchange. That means 

that, for Zipcar customers, the main motivations to engage with car-sharing were primarily 

utilitarian (Bardhi & Eckhardt, 2012). 

 

2.1.1. Access-Based Consumption Dimensions 
 

After exposing the reasons why Access-Based Consumption works in different markets and 

how consumers perceive it, it is interesting to mention how the different types of access can 

be distinguished from one another. Bardhi and Eckhardt (2012) proposed six different 

dimensions, where various types of access can be situated along:  

 

Temporality. Consumption happens to be more temporary in access, rather than the long-

term interplay that characterises ownership (Chen, 2009). Within this dimension, the access 

consumptionscapes can vary in two different ways. On the one hand, an object can be short 

term or have longitudinal duration, which means that the access to the product can happen 

as a one-time transition – short term – or it can be based, for example on a membership 

which has a different longitudinal duration. Conversely, the length of the object’s usage can 

vary from long-term use, for instance, by leasing something consumer is going to use for 

one year, to extremely limited use like in hourly usage models (Chen, 2009).  

 

Depending on this dimension, there are implications for both object-consumer and 

consumer-consumer relationships. One example is the sense of ownership the consumers 

develop during long-term usage. As consumers have more time with the object, 

appropriation practices and behaviours emerge, for example, as consumers get to know and 

enjoy controlling or investing themselves in the object (Belk, 1988). 

 

Anonymity. This cluster is related to the relationship and the behaviour between 

consumers. Anonymity can be manifested in two different ways: interpersonal or spatial. 

Interpersonal manifestation relates to the extent to which the access of a product is public, 

happening in a social context and consumers share with others; or private, when the 

consumer gets exclusive access, and there are clear boundaries between him/her and the 
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others. In such cases, social connections play an important role as consumers might show 

clear signs of caring for the others and the shared products they mutually access (Bardhi & 

Eckhardt, 2012). 

 

Spatial manifestation relates to the proximity between the product accessed and the 

consumer. Access can be motivated by convenience when the product is, for example, near 

consumer’s home or can be accessed by getting to a store or a hub which is a less intimate 

context and therefore, consumers might experience less of a sense of ownership (Bardhi & 

Eckhardt, 2012). 

 

Market Mediation.  This dimension varies from for-profit to not-for-profit. This last one is 

mainly characterised by the fact that the access happens in a public sphere, for example, 

between people who exchange and share in an altruistic way. On the other hand, for-profit 

access-based consumption is mediated by the market, and there is a search for economic 

benefits. Depending on the level of market mediation, the relationships between consumers 

and products, and the exchange rules can vary (Bardhi & Eckhardt, 2012). 

 

Consumer Involvement. In this case, the level on which consumer is involved in the 

process of accessing the product can vary from limited (e.g. full-service provided by the 

company) to extensive (e.g. self-service). In the last one, the consumer might be involved 

in the process of co-creation, a fact that has some implications on consumer’s commitment 

or identification with the product accessed (Bardhi & Eckhardt, 2012).  

 

Type of Accessed Object. The nature of the object accessed might vary depending on two 

distinctions: if the product is experiential or functional; and material or digital. On the one 

hand, accessing an art museum would be experiential (Chen, 2009), while renting a car 

would be functional. On the other hand, leasing a CD would be material while using online 

music platforms would be digital. The sense of ownership consumers experience might vary 

depending on the category of the product as well as their willingness to share it with other 

people (Bardhi & Eckhardt, 2012). 
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Political Consumerism. This dimension is related to ways in which consumers choose one 

way of consumption or another based on their personal ideology and how that way of 

consumption becomes a political tool for them. An example of that is seen in the intersection 

of consumers’ environmental concerns and the resulting ways they decide to access a 

product or service rather than buying it outright as a way of saving resources. In that way, 

the political aspect of accessing a product or a service might be related to how consumers 

identify themselves and show it to others (Bardhi & Eckhardt, 2012). 

 

2.3. Product-Service-Systems 
 

As economic and social changes bring about the “dematerialisation” of the economy, 

“product-service-systems” (PSSs) have emerged as a way of fulfiling consumers’ needs 

through the provision of more dematerialised services, often associated with a change in 

the ownership structure (Mont, 2002). PSS has been defined as “a system of products, 

services, supporting networks and infrastructure that is designed to be competitive, satisfy 

customer needs and have a lower environmental impact than traditional business models” 

(p: 239).  

 

As part of a gradual cultural shift towards different business models and changing patterns 

of consumption, an increasing number of companies are embracing the PSS business 

model to add value to their products.  From both consumers and producers’ perspectives, 

PSSs signal changing consumer attitudes towards property rights, as they are focused on 

the product use instead of its ownership (Mont, 2002). Using the six dimensions Bardhi and 

Eckhardt (2012) proposed, Catulli, Cook and Potter (2017) studied the use of infant car 

seats, provided via PSS by a car seat manufacturer. The car seats were promoted to parents 

and carers by National Childbirth Trust (NCT), in which the consumers got to use the infant 

car seats for six months without owning it.  

 

The reasons why Catulli et al. (2017) decided to research that field were based on two 

factors. Firstly, the seats were usually discarded before they were unserviceable and 

secondly, it was challenging to resell them due to safety fears. They collected data via 26 
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semi-structured interviews, then they analysed and identified five primary outcomes 

following the six dimensions of access-based consumption referred to above.  

 

In contrast to Bardhi and Eckhardt (2012), Catulli et al. (2017) found that there was a partial 

identification of consumers with the PSS, in which there is a lack of appropriation of the 

product. However, users identified with the PSS through which the seats were provided. The 

subsequent analysis also revealed a complex interplay of both functional and symbolic value 

in the PSS consumption. Consumers were seeking not just functional value, but also some 

symbolic benefits related to safety, health, parental pride, etc. In terms of brand assurance 

and product quality, Catulli et al. (2017) found that consumers look for quality assurance 

from both the PSS company and the NCT. The non-profit status of NCT was essential to 

establish credibility about the company. Additionally, consumers placed quality assurance 

on the service elements – like customer service, information or guidance, insurance, etc.  

 

In their 2012 study into Zipcar, Bardhi and Eckhardt found that consumers did not want to 

be associated directly with the brand (Bardhi & Eckhardt, 2012). In contrast, Catulli et al.  

(2017) argued that users of baby care products see themselves as members of a 

community. Moreover, participants did not want to be anonymous; instead, they wanted to 

share their experiences with other people in their same circumstances – meaning the shared 

communal experience of being new parents became a defining part of scheme’s users wider 

emotional relationship to the product and experience of use, with the scheme speaking to 

people’s personal emotional experiences as well as their values. 

 

Finally, in terms of risk and trust, the participants of Catulli et al.’s study (2017) argued that 

PSS helped them manage the risk of buying inappropriate baby products, as they could test 

the seats for size and functionality before having to commit to using them. The participants 

showed a lack of trust in the baby-care market, and the authors extrapolated that there could 

be a rise of political consumerism since the scheme’s users could use PSS as a viable 

alternative to the baby care products they might otherwise feel coerced to buy. Suddenly 

the rental option was a real alternative to for-profit markets as a reputable and well-known 

non-profit started challenging traditional companies and offering a different business model 

which appealed on a practical and emotional level to consumers (Catulli et al., 2017). 



 

21 
 

 
 

  

Roy et al. (2009) studied the acceptance of PSS from a consumer perspective. They argued 

that most of the research about PSS was made from environmental or commercial 

perspectives, exploring the potential of the Business-to-Consumer market. However, there 

was a gap in the study of how PSS would be beneficial for consumers. They developed a 

study in which participants, through semi-structured in-depth interviews and focus groups, 

were presented with hypothetical PSS offers. The results of the study suggested that, in 

contrast to the importance of property for consumers that other researches had previously 

found, participants emphasised the activities associated with accessing something, rather 

than owning it. Furthermore, they discovered a lack of trust in the hypothetical PSSs 

suggested in the study. They seemed sceptical about the contents of certain offers, due to 

the association with previous experiences like “package-deals”. Consequently, they also 

showed that it was vital for them to have references from their families, friends and media 

when considering those offers. 

 

2.3.1. Types of Product-Service-Systems 
 

Tukker (2004) proposed a classification of PSS business models based on distinctions made 

between three categories: product-oriented services, use-oriented services and result 

oriented services. He also divided those three categories into eight different sub-categories: 

(1) product related, (2) advice and consultancy, (3) product lease, (4) product 

renting/sharing, (5) product pooling, (6) activity management, (7) pay per service unit, and 

(8) functional result. 

 

In the first category, product-oriented services, the business models still mainly attempt to 

sell a product but add extra services or benefits to it. The value in this category is put onto 

product content and its tangible benefits (Tukker, 2004). 

 

On the other hand, use-oriented services still place importance on a product but selling it 

does not play the central role; instead, the ownership reminds with the provider who makes 

the product available to the consumer in different ways. In these models, there is a balance 
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between the tangible and intangible benefits provided and a mix between the service and 

product contents (Tukker, 2004). 

 

Finally, when there is not a central product involved but an agreement on a particular result 

from both provider and client, that is a result-oriented service business model. This model 

is purely based on the provision and consumption of a service and places all the added 

value on the intangible benefits (Tukker, 2004). 

 

Fig. 2 – Main categories and sub-categories of PSSs.2 

  

According to Tukker (2004), product-oriented services encompass product-related as well 

as advice and consultancy services while result-oriented services incorporate activity 

management, pay per service unit and functional result services. Focusing on use-oriented 

services, Tukker (2004) suggested three different sub-categories, which are product lease, 

product renting or sharing and product pooling. The main differences between the three of 

 
2 Tukker (2004) 
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them are in the type of access, limited/unlimited or individual/collective which customers 

have to the product.  

 

The current study pays special attention to the product lease and product renting/sharing as 

business models. In the first case, the provider keeps the ownership of the product and is 

often responsible for its maintenance, repair and control. At the same time, the lessee has 

unlimited and individual access to it by paying a regular fee. In the second case, the product 

is also owned by the provider, who is responsible for the maintenance, control and repair, 

with the main difference that consumers have limited access to the product, which can be 

sequentially used by other people (Tukker, 2004). 

 

2.4. Perceived values 
 

Consumers extract different values from the products, services or brands they use. To put 

this in context, I will discuss the literature regarding the different values obtained from 

consumption experiences as well as an introduction on how they have evolved through time.  

 

According to Holbrook (1999), products and services are related in the sense that the 

offering of products can be seen as performing a service in the process of conferring 

customer value. In addition to that, Helkkula et al. (2012) stated that “within the 

contemporary discourse around service-dominant logic, phenomenologically (experientially) 

determined value has been placed at the centre of value discussion” (p.59). That can be 

translated into the fact that, in the marketplace, both products and services are 

complementary. Hence, intangible values are added to tangible products as well as tangible 

values are added to (intangible) services (Nilson, 1992).  

 

Those facts imply that there is a need for more research on the service-value relationship. 

Several authors have explored the concept, components and relationship between the 

different types of value (Holbrook, 1994, 1999; Holbrook & Corfman, 1985; Lin et al., 2005; 

Gallarza & Gil-Saura, 2008; Sánchez-Fernández et al., 2009). They started from the 

underlying conceptualisation of value as a balance between benefits and costs (e.g. Cronin 

et al., 2000; Lin et al., 2005). However, that was questioned by later authors who believed 
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this two-dimensional perspective of values does not include further aspects that might be 

intrinsic to the benefits or costs perceived by consumers (Oliver, 1999). 

 

Later authors consequently argued for a more fluid and interchangeable understanding of 

the concept, in which values were perceived as “dynamic, interactive, non-linear, and often 

unconscious processes” (Payne et al., 2008, p. 86).  Finally, a later approach started 

considering the experiential perspective on value by not only focusing on the utilitarian, and 

more objective meanings of consumption, but also on the hedonic, symbolic, and more 

subjective aspects of consumption (Holbrook & Hirschman, 1982; Holbrook & Corfman, 

1985). This experiential approach is no longer considered new since the dual concept 

“utilitarian/hedonic” has been of interest for academics for a few decades now (Gallarza et 

al., 2017). That might be a consequence of the fact that the line between products and 

services has become somewhat blurry, and new ways of offering and consuming have been 

born.  

 

The utilitarian value (which might also be termed “functional value”) involves the objective 

benefits of the consumption experience, usually related to the efficiency, complexities or 

irritations in the process of reaching the consumption goal. On the other hand, the less 

rational hedonic value is related to the multi-sensory and emotional meanings of 

consumption (Hwang & Griffiths, 2017). 

 

In their study about Millennials and collaborative consumption, Hwang and Griffiths (2017) 

argued that there are three main types of values relevant to this segment of consumers and 

their decision to use collaborative services: utilitarian, hedonic and symbolic.  

 

In terms of economic and utilitarian values, collaborative consumption provides consumers 

with cost-saving and practical benefits that are one of the critical elements motivating 

willingness and feelings of satisfaction towards the sharing economy (Möhlmann, 2015). 

However, those services also involve the offer of new experience and entertainment, so the 

economic savings are offered alongside other tangible benefits to the consumer. Those 

aspects are related with the hedonic value of the service, which is at the same time 

connected with some positive social interaction between consumers engaging in the 
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practice of consumption (Hwang & Griffiths, 2017). Finally, the symbolic value of 

consumption is linked to the positive outcome of consumers´ behaviour and their awareness 

about the importance of sustainability and other topical social issues like climate change, 

ethical sourcing, and transparent corporate social responsibility.  

 

According to Hirschman & Holbrook (1982), the hedonic part of consumption is “related to 

the multi-sensory, fantasy and emotive aspects of product usage experience”. In contrast to 

the functional and financial aspects of consumption, the hedonic value is considered to be 

more subjective and be related with entertainments: the “fun” and “playful” part of 

consumption (Babin, Darden & Griffin, 1994). Therefore, the perceived hedonic value of 

consumption is not related to maximising utility or tangible product benefits. Instead, it is 

associated with satisfying emotional wants (Hirschman & Holbrook, 1982). 

 

Some authors (Ditcher, 1960; Maslow, 1968) have argued that hedonic desires can 

dominate the utilitarian motives when people make choices in consumption. However, 

previous research on consumer behaviour has neglected the study of hedonic responses 

associated with consumption and didn’t consider the sensory aspects of the consumption 

experience like aesthetics, enjoyment, pleasure, feelings arising from use, etc. (Holbrook & 

Hirschman, 1982). 

 

For the present study, I have considered four central perceived values extracted from 

consumption: functional, financial, hedonic and symbolic, based on the division Hwang and 

Griffiths (2017) used in their study. It is critical to emphasise that functional and financial 

value are exposed as separated aspects in the present study. Furthermore, symbolic value 

is considered individually, even though many authors (Holbrook & Hirschman, 1982; 

Chandon et al., 2000) have recognised it as a part or sub-aspect of the hedonic value.  

 

2.5. Case: Swapfiets 
 

The company Swapfiets was founded by a group of friends in 2014 in the Netherlands, and 

now operates in 49 cities in four different countries: the Netherlands, Belgium, Germany and 

Denmark (Swapfiets.dk, n.d.). The company is based on a subscription model that offers 
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bicycles together with maintenance service that makes sure the customers have their bikes 

repaired or replaced with a new one within 24 hours should problems arise. 

 

In order to get started using Swapfiets, customers need to sign up through an app or 

webpage and decide where they want their bike delivered. After that, they can start using it 

and contact the company through an app, phone or e-mail if there is any problem with their 

bike. If there is a problem, the company fix or swap the bike for another working one in less 

than 24 hours (See Figure 3). 

 

Fig. 3 - How Swapfiets works3 

 

The bicycles Swapfiets offers can be recognised by the blue front tire and the logo of the 

company. They offer three types of bikes - “Original”, “Deluxe 7”, and the “Power 7”- which 

go from a bike with more basic features to an e-bike. However, the e-bike is still not available 

in Denmark. The company started as a Business-to-Consumer model but has started to 

expand into Business-to-Business territory by offering their services to companies´ 

employees and hotels (Bedford, 2020).  

 

Swapfiets is based on a use-oriented PSS which offers a bike together with repairing or 

swapping service. Based on the types of PSSs proposed by Tulkker (2004), Swapfiets is 

considered a leasing model in which the consumers have unlimited and individual access to 

a bike without owning it, and it is the company who is in charge of its maintenance.  

To get a better understanding about how consumers perceive access-based consumption, 

the participants have been asked about one of the other types of PSS proposed by Tukker 

 
3 Extracted from Swapfiets.dk webpage (2020) 
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(2004), renting/sharing, as well as a traditional form of consumption based on ownership. 

Donkey Republic has been included in the study as an example of a renting/sharing 

business model. This differs from Swapfiets in the type of access offered to consumers, as 

it is unlimited and shared with other customers. Participants were also questioned about the 

option of purchasing a bike – the traditional consumption model which brings exclusive 

ownership and total responsibility for maintenance. 

 

3. Theoretical Foundation: Consumer Culture Theory 
 

The Consumer Culture Theory (CCT) is used in this paper to provide insights into the 

adoption of PSS by consumers. From the late 70s onwards, various researchers (Belk, 

1975) have discussed the need for new perspectives on Consumer Behaviour research (Joy 

& Li, 2012) that take into account the cultural and social complexities of consumption 

(Graeber et al. 2011).   

 

Arnould and Thompson introduced the concept of Consumer Culture Theory (CCT) in 2005, 

defined as a multidisciplinary approach to enable the study of the “dynamic relationship 

between consumers actions, the marketplace and cultural meanings” (Arnould & Thompson, 

2005; p: 868). CCT focuses on the contextual, symbolic and experiential aspects of 

consumption, breaking the cycle of consumption down into different aspects including 

acquisition, consumption itself, possession and disposition processes. These phenomena 

were then analysed using macro-, meso- and micro-theoretical perspectives (McCracken, 

1986).  

 

Arnould and Thompson (2005) studied the relationship between socio-cultural environment 

and the consumer and defined Consumer Culture as “a social arrangement in which 

relations between lived culture and social resources, and between meaningful ways of life 

and the symbolic and material resources on which they depend, are mediated through 

markets” (p:869). Consumer culture is affected by the interplay of different cultures 

intersecting in a globalised world driven by market capitalism. This theoretical framework 

provides a broad and complex way of interrogating consumers’ behaviour, with the 

underlying assumption of consumer diversity within different groups and contexts.   
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Arnould and Thomson’s (2005) stated that CCT research is based on four interrelated 

theoretical dimensions: (1) Consumer Identity Projects; (2) Marketplace Cultures; (3) Socio-

Historic Pattering of Consumption; and (4) Mass-Mediated Marketplace Ideologies and 

Consumers’ Interpretive Strategies.  

 

The first cluster, Consumer Identity Projects, interpret CCT informed by cultural studies 

about identity and the negotiation of cultural contradictions through the marketplace along 

with the commodification of cultural rituals and emotions. After that, CCT added the use of 

marketplace resources to the initial focus on consumer experiences and their practices of 

identity construction. That is based on how socio-cultural structuration affect is affected by 

individual and collective consumption practices and identity projects (Arnould & Thompson 

2018). The interest in exploring the previously mentioned relations generated the three other 

strands mentioned below.  

 

The second cluster, Marketplace Culture, explores anthropological studies on culture and 

how institutional forms of social and familiar solidarity are created by consumers’ rituals and 

practices. The third cluster, Socio-Historic Patterning of Consumption, focuses on 

sociological and historical research and how class, gender, age and ethnicity affect and are 

affected by marketplace behaviour. In the final cluster, Mass-Mediated Marketplace 

Ideologies and Consumers’ Interpretive Strategies, the emphasis is on how consumers 

create and reconstruct mass media and advertising in ways that often differ from the 

corporate encoded meanings (Arnould & Thompson 2018). Work in this area focuses on 

how consumers reach identity goals through practical and narrative dialogue with the 

cultural frames imposed by dominants commercial ideologies. Consumer Identity Projects 

and Marketplace Cultures as domains of Consumer Culture Theory will be explored further 

in the following section.  

 

3.1. Consumer Identity Project and the Marketplace. 
 

Identity is a complex phenomenon which encompasses: (1) personality, the set of features 

that comprise a given person’s character, which is thought to be relatively stable and 

scaffolded by genetically determined traits; (2) self-concept, a collection of beliefs one has 
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about one’s self; (3) identity project, the strategic configuration of objects, symbols, scripts, 

and practices to claim particular identity position; and (4) self-presentation, the performance 

of an identity project within a social context (Arnould & Thomson, 2018; p. 38). 

 

Identity is not created accidentally. Rather it is created by intentions and guided by a 

purpose. Consumers usually have different identity projects that generally evolve and 

change through time and depend on the context and the multiple social roles they have. 

These social roles are groups of behaviours, rights, obligations, beliefs and norms. At the 

same time, they are also simultaneously and cyclically enacted. The social context or 

circumstances around people are the ones determining which social roles are dominant. 

(Arnould & Thompson, 2018).  

 

People’s identities do not stop evolving through time, as they continuously create “self-

narratives” that tell their unique story and are based on an on-going process that changes 

by adapting to the perceptions of the past, present and future. Additionally, there is an 

essential role of the market in the identity construction processes, since it is the market 

which sometimes supports or even enables them by providing its offers (Arnould & 

Thompson 2018). To sum up, Arnould and Thomson (2018) argued that people use 

consumption to perform their identities, which I will now examine in greater depth in the 

following chapter.  

 

3.1.2. Self-Extension, Ownership and Access. 
 

As it has been mentioned before, the market plays a crucial role in the identity construction 

process. Furthermore, consumption seems to be central to the identity expression and 

people consume to perform their identities, both individual and collective (Arnould & 

Thomson, 2018).  

 

Belk was the first researcher to explore the relation of commercial goods with consumers’ 

identity construction processes (Belk 1988). Belk argued in 1988 that “our possessions are 

major contributors to our identities” (p:139), as people unintentionally see those possessions 

as parts of themselves. He introduced the concept of “self-extension”, in which having, doing 
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and being play significant roles. Self-extension happens individually and collectively through 

consumers´ control, creation, knowledge, contamination or habituation to a product (Belk, 

1988). Arnould et al. (2005) added that consumption activities are also part of self-concept 

creation, proposing that Belk’s succinct “we are what we have” (p:139) was outdated. They 

argued that not just goods on their own could become part of our extended self, but also 

intangible things or the consumption practices themselves (Arnould et al. 2005).  

 

Belk (2007) stated that there is a trend toward less possessiveness and materialism, and 

our society is becoming an economy based more on experience, which values more “doing” 

over more “having”. By using car-sharing cooperatives as an example, Belk (2007) argued 

that people could similarly leverage their lifestyles by either belonging to an automobile 

cooperative or owning a private car. That means we can share something without losing it. 

Thus, he opened the debate on “why owning when you can share” (p: 727).  

 

Finally, Belk (2014) argued that the sharing economy and patterns of collaborative 

consumption are concepts born during the Internet era, which are still growing today. Those 

trends have given rise to new business models and consumption practices like co-creation, 

PSS, online-volunteering, access-based consumption, etc. They also challenge the 

traditional approaches to doing business, as enabling consumers to access a product or 

service without actually owning it may still influence the consumer’s sense of self. Thus, we 

might be starting the “post-ownership” economy in which the quote “you are what you own” 

(Belk, 1988; p:139) has converted to “you are what you can access” (Belk, 2014; p:1595). 

 

The current study is informed by the self-identity construction theories discussed above as 

well as their relation to new access-based consumption experiences. 

 

3.2. Marketplace Cultures: The Feeling of Community. 
 

In 2005 Arnould and Thompson argue that “Research into marketplace cultures focuses on 

understanding how consumers ‘forge feelings of social solidarity and create distinctive, 

fragmentary, self-selected, and sometimes transient cultural worlds through the pursuit of 

common consumption interests”  (Arnould & Thompson 2005; p. 873). This definition 



 

31 
 

 
 

contains two key points. The first relates to consumption as a social and cultural process; 

and the second relates to the “mean” of consumption and its value of linking consumers with 

shared interests (Arnould & Thomson, 2018). The object of consumption is not the primary 

and only aspect consumers value. Instead, there are social interactions and relations with 

other individuals which help to provide experiences that become valuable to people (Arnould 

& Thomson, 2018). 

 

Using the CCT approach, we can define marketplace cultures as sites where people create 

collective experiences. According to Arnould and Thomson (2018), the symbolic 

construction of shared experiences provides people with hedonic and emotional benefits. 

That means that consumers can transform the meanings of commercial brands into 

purposes that foster their identity or community projects through consumption. 

 

Concerning marketplaces cultures, Cova (1997) developed the concept of “linking value” 

and argued that the traditional economic value of consumption in which consumers 

extracted the utility of products in exchange for money is outdated. Instead, the concept of 

linking value operates so “the value of products lies in their ability to deliver socially 

meaningful experiences, to create communitas and sociality” (Arnould & Thomson, 2018; p. 

129). There is, therefore, a need for the consumer to experience community links, 

memberships, feelings of belonging and “we-ness” value instead of just functional benefits 

associated with consumption. Therefore, in order to add value, create loyalty and bring 

meaning to their consumers’ lives, companies should develop product, services or brands 

that create and maintain this collective sense (Arnould & Thomson, 2018). 

 

4. Methodology 
 

In this chapter, the methodology of the research will be explained, starting from the 

philosophy of scientific approach which has been followed in developing the study. After 

that, the research strategy and design, the data collection techniques and analysis 

procedures used will be described.  
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In every research project, the central aim is to develop and expand on our understanding 

and knowledge of a particular field. When researchers find gaps in the science or come 

across problems that need to be solved, they formulate questions or hypotheses that need 

to be answered. After that, they gather knowledge through different methods and techniques 

that help them to get answers to their research questions. Saunders, Lewis and Thornhill 

(2016) designed a “research onion” (See Figure 4) that can be used to help to understand 

the different branches of philosophy which guide research, as well as the different 

approaches to the theory development, methodologies, strategies, time horizons and 

techniques that characterises each of these branches. These authors argued that every 

layer has to be taken into consideration when developing the research, starting from the 

philosophy of science and getting to the core of the onion in which they decide which data 

collection methods are most appropriate and should be used. 

 

 

Fig. 4 – Research Onion4 

 

 
4 Saunders et al. (2016) 
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4.1. Philosophy of Science 
 

The Philosophy of Science is defined as “a system of beliefs and assumptions about the 

development of knowledge” (Saunders et al. 2016; p: 101). These assumptions can be 

related to human knowledge (epistemology), the reality found in the research (ontology) or 

the researcher’s own values that help to shape the process (axiology). The different 

research philosophies can be, therefore differentiated depending on the research 

assumptions scholars make in their studies (Saunders et al. 2016). 

 

It can be argued that in the present study, there is a mix between the epistemological 

position of Interpretivism with a subjectivist ontological assumption. The ontological 

assumption is related to Social Constructionism, which posits that social reality is created 

by social actors who develop shared meanings and realities and interact with others. On the 

other hand, the epistemological position is based on the interpretive position that reality is 

not objective. Instead it is formed by the combination of multiple subjective realities that are 

socially constructed (Saunders et al., 2016). 

 

4.2. Research Method 
 

Qualitative research is often related to Interpretivism (Denzin and Lincoln 2011), which is 

the research philosophy guiding this study. The main reason why qualitative research is 

considered interpretive is that through it, the researcher analyses and makes sense of the 

meanings that society has built and are expressed by individuals. Furthermore, in 

Interpretivism, people are considered “social actors playing a part on the stage of human 

life” (Saunders et al., 2016; p:106). This means that people, as actors, take their parts and 

roles and act under their own way of interpreting, which is guided by the meanings they give 

to social roles following their own set of meanings (Saunders et al., 2016).  

 

Quantitative research has been generally associated with positivism and the use of 

structured data collection techniques. In contrast, qualitative research is usually related to 

the inductive approach in which theory is formulated after the data analysis (Saunders et al., 

2016). Followers of an inductive approach believe that any “cause-effect” link between two 
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variables must be studied with an understanding of how human beings interpret their social 

world. Therefore, the context in which events happen has a significant role in the inductive 

approach, especially when human behaviour is under research. Furthermore, they are 

critical with deductive methods, which are based on the assumption that theory comes 

before the data collection and the research is being used for existing theory verification or 

falsification usually following quantitative research methods (Saunders et al., 2016). 

 

In some studies, the research goes back and forth from theory to data and vice versa. Thus, 

both inductive and deductive approaches are combined in what is called the abductive 

method. This approach usually starts with the observation of a surprising fact; then, 

theoretical frameworks are reviewed to shed light on how and why that surprising fact has 

occurred. Those theories will help in discovering more surprising facts that can happen 

through the process of conducting the study (Saunders et al., 2016; Van Maanen Sørensen 

& Mitchell, 2007). The current research has been defined based on previous concepts and 

theories taking a deductive approach, but it is trying to explore a particular phenomenon and 

create a new conceptual framework and patterns, an inductive approach, rather than 

verifying or refuting a theory. It can, therefore, be argued that this paper follows an abductive 

approach.  

 

The differences between quantitative and qualitative research are significant, with 

differences seen in the research tools used as well as the way the results are analysed and 

interpreted (Maison, 2018). Both methods are trying to answer a research question. 

However, while quantitative analysis addresses “determinative questions quantitively 

describing the problem” (like “who” or “how often”) (p:11), qualitative research aims to 

answer “exploratory questions qualitatively describing the problem” (like “how” or “why”) 

(p:11). Moreover, different tools are used for each method, while surveys with closed-ended 

questions are used in quantitative research, interviews with open-ended questions are used 

for qualitative research. This brings the analysis to different types of results, which in 

quantitative research depend on statistics that are mainly objective, and in qualitative 

research are free, subjective and without the use of statistics. Finally, there is a big 

difference in the number of participants that are needed. In quantitative analysis, the sample 
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size needs to be larger in order to reach a representative answer to the question, whereas 

a small-sized sample is required for qualitative research (Maison, 2018). 

 

After considering the different characteristics and limitations of each methodology discussed 

by some authors (Meyrick 2006; Cavalcanti, 2017) qualitative research methodology was 

chosen for this research project as it provides a better fit for the question under 

consideration.  As Yin (2003) argued, this type of research is necessary when there is a 

need for an extensive and in-depth description of a social phenomenon. Moreover, 

according to Belk, Fischer and Kozinets (2012) qualitative research aims to provide richer, 

deeper and more detailed data than quantitative research. One of the main characteristics 

of this analysis is that it takes into consideration the context in which the data is collected. 

Thus, since this paper studies the relationship between consumption and its contextual, 

symbolic and experiential aspects, following a qualitative research approach is considered 

the best option for the present study.  

 

4.3. Data collection tool: Semi-Structured In-Depth Interviews 
 

Different tools can be chosen when using qualitative research. The most popular ones within 

the classic qualitative research methodology are focus group interviews (FGIs) and 

individual in-depth interviews (IDIs), which are essentially very similar. Nonetheless, they 

possess different characteristics that need to be taken into consideration when choosing 

one or another (Maison, 2018). FGIs are based on discussions between a group of many 

participants (around 8 people), and they are led by a moderator who is, in this case, the 

interviewer.  IDIs are conducted in a more personal context and take the format of a 

discussion between two people: the interviewer and the participant. IDIs allow researchers 

to dig deeper into the subject under consideration and get more in-depth individual 

information from participants as a result (Maison, 2018). 

 

Both of the tools mentioned above could be useful for the current study; however, there were 

different limitations in terms of time and budget which influenced the decision not to use 

FGI. Due to those limitations, it would have proved possible to conduct 1-2 FGIs, meaning 

eight to sixteen participants would have taken part in interviews. Arguably, more and better 
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qualitative data would be gathered in by focusing on the number of in-depth interviews rather 

than the sum total of participants, so it was decided to use IDIs as the main method of 

research. By interviewing individually the same amount of participants, more in-depth 

information and contextual understanding of the answers would be reached. 

 

Additionally, as the research was conducted during the quarantine lockdown caused by the 

corona virus pandemic, the data collection process had to be restructured as the Danish 

Government were urging people to limit their personal and social interactions. Doing FGIs 

with groups of at least eight people stopped being an option. Therefore, it was decided that 

IDIs would be conducted with seven to ten participants, with interviews done online through 

video calls instead of face-to-face discussions due to the ongoing quarantine situation.  

 

The researcher has conducted semi-structured interviews with open questions following an 

interview guide (see Appendix 2) designed by the researcher. In general, the researcher 

has designed the interviews based on relevant topics and theoretical concepts that would 

help to answer the research questions. In more specific terms, the researcher has aimed to 

get insights into how respondents decided on using Swapfiets instead of buying a bike or 

renting it from another company as well as how they experience this way of consumption 

from a CCT perspective.  

 

The researcher has made sure there is some free space for interviewees to express 

themselves. Moreover, the interviewer was also able to add and improvise new questions 

based on the different answers given by respondents. It is essential to mention that the 

structure and questions of the interview have evolved through the process of data collection 

as new topics appeared, and also varied (depending on the answers given) from one 

participant to another.  

 

4.3.1. Sampling 
 

This study aims to understand some of the differences that people perceive about using 

Swapfiets as a PSS instead of buying a bike. This is related to how they made the decision 

to use the service, and how consumers have perceived their consumption experience. 
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Study participants were aged between 20 and 30 years old and were born between 1990 

and 2000 – a group of young people who have been dubbed Millennials (or the Millennial 

Generation). There are two main motives that influenced the researcher’s choice to use this 

age range for the sampling. First, according to Moore (2012), this generation seems to be 

most attracted by using access as a way of consuming products, services and resources 

without purchasing or owning them. Furthermore, they are receptive and open to trying new 

alternative forms of consumption. This is heavily influenced by the fact that they are born as 

“digital natives” (Bess & Bartolini, 2011) in a time where technologies, smartphones and 

social media are intrinsic parts of their daily lives. They experience continuous access to 

and sharing of information in which there is no need for ownership to be able to enjoy the 

use of something (Hwang & Griffiths, 2017). Hence, it is not surprising that the main segment 

of Swapfiets users are Millennials and the average age of customers in Copenhagen is 27 

years old (Bedford, 2020). Therefore, interviewees needed to be people in their twenties 

living in Copenhagen. 

 

The sample size was initially set at between seven and ten interviews. The process of data 

collection stopped after the eighth interview when saturation point seemed to be reached as 

the information was no longer relevant (Dworkin, 2012) and similar answers were given 

repeatedly by the different participants (Fusch & Ness, 2015).  

 

4.3.2. Recruitment of Participants and Data collection 
 

The sampling group comprised four female and four male respondents who are all based in 

Copenhagen but who come from a range of different countries: Argentina, Denmark, Italy, 

Poland, Portugal, The Netherlands and Uzbekistan. Most of them are students working part-

time or have recently graduated and work full-time. Furthermore, most of them are planning 

to stay in Denmark for at least half a year more (See Table of Participants in Appendix 3) 

 

The recruitment of participants was initially made via social media and the researcher’s 

personal networks. After that, it continued through the “snowball” sampling method, in which 



 

38 
 

 
 

the researcher was referred by informants or participants of the study to other potential 

respondents within their social network who could contribute to the study (Mack, 2005). 

 

The process of collecting data started on the 20th of March and lasted around two weeks. 

Once the respondents were contacted, they were sent a small brief and introduction to the 

topic so they would be able to decide if they wanted to participate, and in that case, be 

familiar with the subject of the interviews. All of the meetings were conducted in English from 

home via Skype. They started with small talk to break the ice and make the participants feel 

comfortable. Most of the interviewees mentioned that they were interested in the topic, and 

they looked and sounded enthusiastic when answering the questions. Each session lasted 

around 45-60 minutes, and they were voice recorded and transcribed afterwards for data 

analysis.  

 

4.3.3. Data Analysis 
 

Each interview was transcribed by the researcher as soon as it was conducted. It was a 

time-consuming process, and the researcher wanted to avoid the build-up of audio 

recordings. Furthermore, doing the transcription right after the interview made the process 

faster, since the interviewer was familiar with what the respondent had just said (See 

Interviews Transcriptions in. Appendix 4). 

 

Once the interviews were transcribed, the researcher proceeded with the categorisation 

process in which the data was classified in meaningful categories by using codes or labels 

that would help to group and organise the data (Saunders et al., 2016). The process of 

coding was defined by Creswell (2002) as “reducing data into meaningful segments and 

assigning names for the segments” (p.148). Nvivo software was used to code the data from 

the interviews. 

 

The process of coding started with selecting different labels that were expected to be found, 

based on previous literature review. Through the process, the researcher noticed new sub-

codes that emerged through the data and could fit within the leading predetermined labels. 

These sub-codes were not pre-established like the main ones; however, they were not totally 
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independent from the literature itself. These are the reasons why it was previously argued 

that an abductive approach was followed since there is a mix of inductive and deductive 

techniques.  

 

This can be explained from the fact that this study aims to explore how previous literature in 

Consumer Culture Theory applies to new ways of consumptions in which something as 

important as ownership does not seem to be in the centre of self-identity construction 

anymore. Although there are previous theories on which this study is based, here they are 

being applied to new and emerging concepts which have not yet been studied in-depth in 

existing academic literature.  

 

Finally, it is interesting to mention, that, at the beginning of the coding process, there was 

just going to be a focus on perceived values of consumption (functional, financial, hedonic 

and symbolic) as the main structure. Nonetheless, the researcher noticed then that some of 

the six dimensions of access-based consumption proposed by Bardhi and Eckhardt (2012) 

were also present in the interviews, so it was decided to include them in the coding process, 

as well as other self- created codes. In order to give the reader a better understanding on 

how the coding has been done, a coding tree has been created (See Appendix 5). 

 

4.3.4. Limitations of the research method 
 

Concerning the sampling chosen, some limitations should be mentioned. Firstly, the focus 

was on the Millennial Generation, which means it might not be possible to extrapolate these 

findings to other generations or demographics of consumers. Secondly, the Covid-19 

lockdown made it more difficult to recruit participants. At the beginning of the process, it was 

planned to personally recruit participants at the Swapfiets store and interact with customers 

directly there. However, that became impossible as the store had to close. Thus, the 

participants were found through Social Media and referrals from people the researcher knew 

or other participants in the study. That might have reduced the variety of people’s profiles 

who ended up taking part in the research.  
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The process of conducting the interviews also had to be adapted as a result of the Danish 

lockdown. Although doing video call for the meetings made the process faster, the 

researcher has missed the opportunity of interviewing them face-to-face. This could affect 

some aspects like the way the interviewer and interviewee interact and build a relationship 

(Saunders et al., 2016). 

 

4.4. Ethical Considerations 
 

According to Saunders et al. (2016), while research is being performed, it is important to 

follow a code of ethics. That means the researcher “is provided with a statement of principles 

and procedures for the conduct of the research” (p.179). For this particular research, all the 

participants were informed in advance about the purpose of the study. They were also asked 

if they agreed with being voice-recorded and if they were offered the possibility of being 

anonymous in the paper. They all agreed to keep their names visible and permitted the use 

of their interviews for the analyses as well as sharing them with Swapfiets. Finally, they were 

given a choice not to answer a question if they did not feel comfortable with it. By clarifying 

all these aspects in advance, the researcher wanted to avoid any misunderstandings and 

make sure the respondents did not feel concerned about anything and were willing to share 

their information. 

 

5. Analysis and Findings 
 

In this section, I will interrogate the different values extracted by Millennials from 

consumption of Swapfiets bikes as a PSS. The participants either perceived these values 

as primary motivators for the decision before starting to lease their bike; or after their 

experience of using it. Based on that, I will then explore how consumers use those values 

to develop their self-identity projects and different feelings of community.  

 

In order to explore how those values differ depending on different ways of consumption 

(owning and sharing) as well as different types of products – e.g. cars, housing, clothes – 

some of the six dimensions proposed by Bardhi and Eckahardt (2012) have been used.  
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The structure of the analysis will be look at functional, economic, hedonic and symbolic 

values participants associate with using a bike in this way. Some of these values will then 

be further sub-divided into more specific aspects that participants considered important. 

 

5.1. Functional Value  
 

Participants’ answers to the different questions in the interview have shown that they highly 

value the utilitarian benefits of using Swapfiets. These functional benefits were some of the 

most important aspects consumers took into consideration when they decided to use 

Swapfiets. A significant proportion of the participants mentioned that they decided to use a 

Swapfiets bike based on the guarantee that any repairs required would be carried out within 

24 hours. As one participant stated: 

“ ...and the reparation service – they also change the bike if necessary – and 

you pay 175DKK, 150DKK if you are a student. They even come and fix your 

bike at your place if you need it, so you are never without a bike. I think it was 

a good choice!” (P2, lines 279-282) 

 

Another participant who worked delivering food with his bike made the same point. He liked 

the practicality of being able to get his bike repaired or changed at any time. That aspect of 

the service was an essential selling-point for him as his bike required regular maintenance 

due to heavy use:   

“I thought Swapfiets was so convenient and I was going to use my bike to work, 

that meant, it could break more often and having a bike from Swapfiets meant 

I did not have to worry about getting it fixed or changed in some bike shop for a 

lot of money.”. (P2, lines 283-286) 

 

Consumers of Swapfiets also agreed on the fact that the bike served its purpose well, and 

they considered it a good-quality product. As one of the respondents said, “I just wanted to 

mention the fact that by using Swapfiets, you get a good quality bike and that was also part 

of my decision” (P7, lines 1514-1515). Another respondent also talked about the bike value-

for-money: “Swapfiets was an option to get a nice bike for quite a little money.” (P5, lines 

919-920). Participants overall were happy with the service they received and felt that the 
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product met their expectations: “I can say that the bike works totally perfect, so I can’t really 

complain about anything” (P2, lines 335-336). 

 

Surprisingly, the study revealed that for many consumers, their Swapfiets bike is actually 

their second bike: many users still own their previously used bikes. For example, one 

participant mentioned: 

 

“In my case, the main reason why I chose Swapfiets was based on laziness 

because I already have a bike. I just left my bike at home for the entire winter 

and then, when I wanted to use it again, it was all rusty, the chain could not 

move at all, etc. so I tried to fix it, but I didn’t succeed. Then I decided to sign 

up for Swapfiets” (P3, lines 509-512). 

 

The participant explained that it was just so easy to get a bike from Swapfiets instead of 

having to spend his time fixing it at home. He also mentioned that, by leasing his bike with 

the company, he would not have to worry about fixing his bike by himself again.  

 

Another respondent mentioned that she had already had two second-hand bikes which she 

had acquired during her stay in Copenhagen, but she was not happy about how often they 

broke down and required repairs. She was also tired of having to go to a bike store every 

time there was a problem with her bike: “I believe paying 150 DKK per month is not a lot and 

at least I don’t have to overcome constant problems with my bike any more” (P1, lines 134-

136).  The process of buying a second-hand bike and then reselling it is time-consuming 

and frustrating for consumers. The same participant continued: “Honestly, my choice of 

Swapfiets was rather affected by (…) not wanting to keep looking for my third second-hand 

bike” (P1, lines 113-116). Another interviewee also added that he also found important the 

time-saving aspect of leasing his bike: 

 

“you have the option of acquiring something temporarily, with a low cost and 

afterwards, when you don’t need it anymore since you are not the owner, you 

don’t have to care about re-selling it to another person. You don’t lose time in 

re-sell or fix it, because they already offer you that service.” (P2, lines 320-323). 
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Several participants agreed on the fact that they feel more secure about their bikes getting 

broken or stolen when using Swapfiets. Even though users of the service have to pay a 

certain amount of money if the bike gets stolen, some of the people interviewed mentioned 

that it was important for them to be able to get a new bike fast if it got stolen. They would 

just need to inform the company, pay the fee and then they would immediately get a new 

one. One of the interviewees outlined how using the Swapfiets bike had also made her worry 

less about getting her bike stolen: “In the beginning it was a huge concern for me, but now 

everybody told me that people don’t usually steal Swapfiets bikes. So yeah, I am more 

relaxed now.” (P6, lines 1236-1238). She also acknowledged that by using Swapfiets she 

could “have some security (in terms of getting a new bike) if it gets stolen” (P6, line 1170). 

 

Participants were also asked about how they felt about using Swapfiets compared to owning 

a bike or using Donkey Republic. The findings are explored and discussed below.  

 

5.1.1. Leasing Vs. Owning 
 

“I am not planning to stay here for a long time, if I bought a bike, then I would 

have to sell it, I would get some money in return at the end, yes, but I would 

have to fix it myself if it got broken. So, I preferred to stay with Swapfiets and 

keep the repairing service they offer” (P2, lines 286-289). 

 

This statement from one of the respondents summarises many participants´ feelings about 

owning versus leasing a bike. For many, their decision to use the service was be related to 

three main points: temporality, product involvement and convenience. 

 

Temporality relates to the time participants are planning to stay in Denmark. All but one of 

the participants in the study were foreigners in Denmark and came from different countries, 

and most planned to stay here for the short to medium-term rather than move to 

Copenhagen on a permanent basis. Most mentioned at some point during their interview 

that one crucial factor influencing their decision about whether to own or lease a bike was 

the fact that they are here temporarily. As one interviewee mentioned, “I think that I am 
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renting a bike also because I have the idea that I am not going to be here for a long time.” 

(P5, lines 1082-1083). 

 

Participants were also influenced by temporality when asked if they would buy a bicycle if 

they decided to stay in Copenhagen. While short term stays were linked to the choice to hire 

a bike, when consumers were asked about remaining long term, many changed their 

answers. One participant responded, “I feel like, in the long term, if there is something I am 

going to use every day I prefer to buy it and if I don’t use it anymore I can always sell it” (P6, 

lines 1191-1192). Moreover, another respondent, who is planning to stay here for an 

extended period, mentioned that “I think that, at some point, I will get myself my own bike” 

(P3, lines 596-597). 

 

In terms of product involvement and convenience, participants made clear points about 

having to invest time and effort on fixing or getting their bikes fixed if they possessed them. 

According to one respondent, by using Swapfiets, “you pay a decent amount of money, it is 

not too much, and then you don’t have to worry about all these little things you have to when 

you have your own bike” (P3, lines 519-520). Another participant who had owned two bikes 

previously commented: “I believe paying 150 DKK per month is not a lot and at least I don’t 

overcome constant problems with my bike any more” (P1, lines 134-136). 

 

Some of the respondents agreed that if they chose to buy a bike, they would need to spend 

more time and effort finding the right bicycle as well as someone to buy it from them when 

they did not need it anymore. The same would happen if their bike got stolen, they would 

then need to dedicate time and effort to find a new bike and buy it. By choosing to use 

Swapfiets, participants ensured their access to a new bike if theirs was lost or stolen with 

the minimum effort on their part. As one of the interviewees pointed out, if she owned a bike, 

it would be really annoying to get it stolen “because it would take longer to find another bike, 

so it is more time, effort and money” (P4, lines 778-779).  

 
 
 
 



 

45 
 

 
 

5.1.2. Leasing vs. Renting 
 

Some of the main differences between sharing/renting and leasing have been outlined 

before. While leasing consumers have exclusive and unlimited access to the product, in 

sharing/renting, there is a public and limited use of it. Both of them are characterized by the 

fact that the ownership is not transferred to the consumer. To get insights about the main 

drivers for the consumer to use leasing over renting, I asked them if they considered Donkey 

Republic as an option and why they were eventually motivated to choose Swapfiets instead 

of Donkey Republic. One of the participants´ answer summarizes many participants’ feelings 

about using Donkey Republic’s service: 

 

”I also thought about using Donkey bikes, for example, which is also like a bike-sharing 

service, but, because it is not your own bike, every time you take it, you have to leave it 

somewhere, but then someone else can take it, and you have to look for a new one, and so 

on, and so on… So that concept was just too much hassle. I prefer to rely on my bike and 

not having to share it with hundreds of people” (P5, lines 958-962). 

 

The respondents agreed that using Donkey Republic did not seem as convenient as using 

Swapfiets. This need for convenience was a key driver in the decision-making process for 

many. Consumers wanted to be able to have reliable access to their bikes whenever they 

needed them and have autonomy. As one interviewee said: “I want to have autonomy, and 

I don’t like the fact that you have to park the bike in a specific place and then come back 

and there might not be a bike for you to use after” (P6, lines 1202-1203). The autonomy that 

respondents mentioned seems to be related to anonymity in access-based consumption. In 

this case, people prefer having exclusive access to their bicycles rather than share them 

with other consumers.  

 

Consequently, respondents mentioned that using Donkey Republic would not be a long-

term, but rather spontaneous choice in terms of temporality. As a participant mentioned 

“…maybe I can use it once if I find myself without a bike and I really need one, then I could 

use it, but I wouldn’t use it regularly” (P6, lines 1204-1205). 
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Finally, the aspects mentioned before seemed to be related to consumer involvement with 

their bikes. Some of them were clear about the fact that with Swapfiets, they feel “owners” 

and have the responsibility and control over their bicycles. Interestingly, all of the consumers 

refer to their bikes as “mine”. For example, one of the participants referred to Swapfiets 

saying that by using it, “I would feel more like I own that bike” (P4, line 747), as well as 

another person talking about her Swapfiets bike saying “I prefer to have my bike always with 

me when I need it” (P6, line 1206). 

 

5.1.3. Sub-conclusion 
 

As Mont (2002) argued, Product-Service-Systems are related to a “dematerialization” of the 

economy.  Those systems are based on the provision of services to the consumer. The 

services provided can be attached to a product, and they usually are associated with a 

change of the ownership structure. In relation to that, it is interesting to mention how the 

respondents seemed to place the functional value on the service Swapfiets provides. In 

contrast, they barely mentioned the bikes themselves as a reason for them to choose using 

Swapfiets.  

 

When deciding between owning, leasing and renting/sharing, interviewees find essential the 

fact that they have total control and independence over their bikes. They do not show a need 

for legal rights or ownership to feel responsible for their bikes, but they still value not having 

to worry about re-selling it or buying a new one if they lose it.  

 

It was interesting to see how some of the respondents agreed that they think there might be 

a social stigma associated with not owning things. However, they do not seem to share that 

point of view.  To give an example of it, one participant mentioned “I think when people have 

their own things, they feel empowered. Like, “this is mine, it belongs to me” so there is a 

“sense of ownership”, and you can show what you own” (P2, lines 398-399). When asked if 

he felt that way about his bike and he answered “No, I don’t, because I have another life 

philosophy. And I don’t mind if the bike is mine or not; it is more about convenience. And I 

don’t feel worst about not owning it.”. (P2, lines 405-406).  
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Another respondent also mentioned that he had also changed the way he sees 

consumption: “it definitely makes so much sense to me to rent something rather than owning 

it, especially for stuff that you don’t use that often or that requires too much maintenance. It 

is rather easier to rent things, and it is more convenient than spending money to buy or 

maintain them…” (P7, lines 1396-1398). 

 

Additionally, it is important to mention that temporality seems to play an essential role in the 

respondents’ decisions. One the one hand, some of them said that, if they prolonged their 

stay here, they might think about buying a bike. On the other hand, other participants 

mentioned that they might continue using Swapfiets no matter for how long they stay in 

Denmark since they consider the service really convenient. Regarding renting/sharing the 

bike, they also mentioned that they would use Donkey Republic spontaneously as a last-

minute choice if they needed a bike for a short time. 

 

5.2. Financial Value 
 

In addition to the functional aspects that participants extract from using Swapfiets, they seem 

to put special emphasis on the economic value of the product. Although financial value has 

been considered as a part of the utilitarian value in the previous literature, I found some 

clear distinctions between both of them through the present study, which is why the 

economic value is discussed separately from the functional value.  

 

The functional or utilitarian value is considered as the benefit of the product and service 

Swapfiets provides. One the one hand, those benefits can be related to a service (e.g. 

maintenance); on the other hand, they can be connected to a product (e.g. bicycle). At the 

same time, the perceived financial value is related to the amount of money consumers have 

to pay for the product and service they get. The association between both functional and 

financial value will be explored throughout this chapter. 
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Most of the participants mentioned that they had previously owned bikes while they were 

living Copenhagen: 

”I owned two bikes before. As I mentioned, I was simply tired of spending money 

on repairs, check-ups or new accessories like lights which were getting stolen 

from time to time” (P2, lines 133-134). 

 

Moreover, they all agreed it was not worth to spend money on constant check-ups that they 

found expensive. While some of the male participants mentioned that they usually try to fix 

their bikes themselves, many were not keen on having to regularly pay a lot of money to get 

their bikes fixed in a shop.  As a respondent commented:  

“I tried to fix my bike but I couldn’t, and it would have been expensive to bring it 

to a bike shop and get it fixed. That is why I decided to use Swapfiets, so I don´t 

have to care about reparation costs” (P3, lines 532-534) 

 

All the participants seemed to agree on the fact that it is easier for them to pay a fee every 

month and make sure they did not have to face high unexpected expenses if their bikes 

broke. Additionally, they mentioned the quality of the bike was outstanding in relation to the 

little amount of money they had to pay for it. Participants had found a balance between the 

utilitarian and financial values of the service. 

 

Throughout the next section, I compare the different outcomes in terms of perceived 

financial value regarding accessing vs. owning. 

 

5.2.1. Accessing vs. owning 
 

An important fact to mention is that many of the interviewees are students working part-time, 

meaning for many their financial situation could be severely and negatively impacted by 

unexpected costs. Additionally, they considered that paying a small monthly fee to be more 

financially manageable rather than having to make a significant investment (paying for a 

bike service) all at once. It is also interesting to note how some mentioned that if they had 

more stable jobs and higher salaries that they would think about buying themselves a bike 

outright. 
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When the participants were asked how they would feel about losing their bikes, they all 

mentioned it would be annoying to pay the 450DKK penalty. However, they suggested that 

they did not consider it a significant amount of money, and they would be happy to pay it as 

an exchange for the benefits they get. It can be seen that participants place particular value 

on the convenience and ease of use that Swapfiets offers. They also agreed that if they had 

to pay the 450DKK penalty, they would ‘erase’ the bad feeling about losing their bikes, a 

feeling that would be different if they owned it. For example, a respondent mentioned:  

 

“I would feel worse if I lost my bike. If my Swapfiets bike gets stolen, I will pay the amount 

of money, and that is all, it would be like “my way of fixing the problem”, but I would feel 

there is nothing I can do if someone steals my own bike” (P3, lines 551-553). 

In terms of consumers responsibility and personal involvement with the product, there seem 

to be contradictory thoughts about the feeling of losing their Swapfiets bike compared to 

losing a purchased bike. Some participants stated that the feeling of losing their own bikes 

would be worse than losing their Swapfiets bike, explaining that when your own bike is lost 

or stolen, “you are losing your own assets” (P7, line 1456).  

 

In terms of temporality, participants showed differing opinions. On the one hand, some of 

them agreed that in the long term they might be losing money by leasing a bike they are not 

going to own at the end. As one of the participants stated, “in the long term, I think I would 

save money by buying it.” (P6, line 1224). On the other hand, some of them felt that, by 

using Swapfiets instead of owning their bikes, they would save money in maintenance. As 

another respondent mentioned: “in a long-term perspective, if I own my bike, I would save 

money, but at some point, I would also need to get it repaired, that means more costs, too. 

So, it makes perfect sense for me to stay with Swapfiets” (P8, lines 1727-1729).  

 

Some of the participants definitely felt like they are losing their money in the long-term 

because they do not get the ownership of the bike. However other participants agreed that 

they are saving money by paying a monthly fee that ensures the maintenance of their bikes, 

so they do not have to pay every time their bikes need to be repaired, offsetting the cost of 

upkeep against the loss of ownership rights. 
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Another important fact related to the temporality of accessing instead of owning a bike is 

that participants seemed to be cost-oriented but not just focusing on the initial price they had 

to pay for the bike. For example, some of the participants mentioned they had just arrived 

in Copenhagen when they decided to lease their bikes. They said that they chose Swapfiets 

mainly because they did not want to make a big investment in a bicycle as they already had 

other significant expenses. As one participant mentioned: “it is just a bit of money every 

month and not a big amount of money that I had to pay at once” (P4, lines 729-730). 

Additionally, most of the respondents seemed to mainly be concerned about the future 

investment they would have to do on their bikes’ maintenance. As an interviewee stated: “I 

think I would stick to Swapfiets, basically because the bike is super nice, it is going well, and 

I get the repairing system also. So, I don’t see the point in buying a new one.” (P8, lines 

1725-1726).  

 

Finally, participants were asked if they believe there is some kind of cultural stigma 

associated with leasing instead of owning. One of the most interesting answers regarding 

that topic was related to the fact that people might feel like they are losing their money when 

they are renting something and not owning it at the end. That point of view is related to the 

perceived financial value of leasing instead of owning things. As one participant mentioned, 

“I used to think that people leasing or renting didn’t really care about their money, like, they 

are investing in something they don’t own yet” (P5, lines 1043-1044). However, as the same 

participant stated afterwards: “for me, it was kind of like a negative thing, like a waste of 

money. But now, I do see the benefit and convenience of it” (P5, lines 1048-1049).  

 

As some participants mentioned, that stigma could have changed through time, arguing that 

their generation does not seem to think in that way anymore. However, they still perceive a 

stigma attached to their decision to eschew ownership from other generations, including for 

many from their parents’ generation. Additionally, some of the participants mentioned that 

the culture they come from might have an impact on how they feel about leasing things, as 

well as noting that their feelings might vary depending on the type of product. 
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5.2.2. Sub-conclusion 
 

The perceived financial value seems to be crucial for consumers using Swapfiets. Most of 

the participants defined themselves as “cost-oriented” and mentioned that the price of the 

lease is one of the most important variables for them. It is interesting how they seem to be 

paying for the service of maintenance more than the bicycle itself.  

 

Furthermore, there is a strong relationship between the perceived functional and financial 

value of the product which comes across strongly in the interviews. Participants kept 

mentioning that the functional aspect of convenience which they get in exchange for a low 

price (financial) aspect was one of the main reasons why they started and decided to keep 

using Swapfiets. Participants seemed to be looking for a balance between functional and 

financial values of the PSS. 

 

Respondents agreed on the fact that even though they do not identify themselves with it, 

there might be some cultural stigma associated with paying money for something they are 

not going to ever own. Some mentioned their belief that their generation does not think in 

that way, and that they and their contemporaries are changing the way they see “access”.  

These facts will be further on explained through the analysis of access-based consumption 

in other types of products. 

 

Finally, when they talk about the fee they would have to pay if they lost their bikes, they 

mentioned that they would not be happy about it, and probably the “financial cost” would be 

higher than the “emotional cost” of losing their bikes. As one of the participants mentioned, 

this can be related to the fact that she does not think a bike is something she could get 

attached to. However, she said that the fee itself, would, at the same time, make her feel 

“less bad” about it or, would be her way to solve the problem of losing her bike. 
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5.3. Hedonic Value 
 

In contrast to the perceived functional and financial values of consumption, the hedonic 

meanings are related to the subjective and experiential perception of a product. According 

to MacInnis and Price (1987), those values can be provided, not just by purchasing 

something, but also enjoying the benefits of the product without owning it.  

 

Focusing on the current study, participants seem to put more emphasis on the functional 

and financial meanings of using Swapfiets. However, some respondents also referred to 

hedonic benefits that they associate with leasing a product. Interestingly, the hedonic 

benefits seem to be more unconscious and subjective than the previously mentioned ones.  

 

The participants were asked at the beginning of the interview how they felt about the Cycling 

Culture in Denmark. On one hand, some of the respondents were already familiar with using 

a bicycle as urban transportation, for example, two study participants who came from The 

Netherlands. On the other hand, some people were coming from countries where the 

infrastructure for cycling is not yet developed and cycling around the city is not as popular 

as in Denmark. However, all of them seemed to agree on the fact that being able to cycle in 

the town is something that they love.  

 

“When I first came here, I kind of expected that biking was going to be a big thing and I 

wanted to experience that, basically because I found cycling very relaxing and I love it.” (P8, 

lines 1544-1545). 

 

People coming from other countries also seem to use cycling as a way to identify themselves 

with the Danish culture. Additionally, they mentioned other benefits they enjoy about cycling. 

For example, some participants indicated that they find cycling very relaxing. Some of them 

even said that they do not just use their bikes as a mean of transportation but also as a nice 

way to explore the city and disconnect: 

“…sometimes I just use my bike to go around the city and explore it… you know, 

just going for a ride, especially when the weather is nice.” (P6, lines 1156-1157). 
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These hedonic facts seem to be more related to “cycling” in general, and not specifically 

with using a PSS like Swapfiets. Therefore, their impact is associated with the decision to 

start using a bike without making distinctions between owning, renting or leasing it.  

 

One of the respondents made a really interesting reflection. He mentioned that, since 

Copenhagen is a cycling city, has excellent infrastructure and people are used to cycling, it 

is normal that companies develop new ways of offering bikes. Therefore, that gives people 

more options to choose in which way they want to have access to a product. As he 

mentioned, he had seen PSS applied to other products, like cars, in his country, but cycling 

in his country was not as popular as in Denmark and therefore there were fewer choices for 

having access or buying a bike in his country. Thus, the Danish Cycling Culture might have 

an indirect impact on people deciding to lease their bikes: 

 

“I come from a country where we don’t have this kind of bike leasing companies, 

so it has been the first time I’ve seen this concept of sharing economy applied 

to bikes. (…) living here helps you adapting more to these types of technologies 

and economies. I think it is before you see they are more valuable here and 

they are as good as any other mechanism, so, you see the advantages, and 

gradually adapt to them.” (P8, lines 1596-1600). 

 

The perceived hedonic value can also be related to consumers’ social experiences. The 

access-based economy is rooted in the sharing economy, which is considered a more social 

way of consumption, especially when a peer-to-peer exchange happens. Swapfiets’ 

business model is based on a business-to-peer exchange, but this study has also aimed to 

get insights on how users felt about the other consumers and whether they felt a part of a 

community. Therefore, they were asked about the connection they felt with other Swafiets 

users and with the company itself. 

 

Firstly, participants were asked if they felt like a part of “The Blue Tire” community. They 

mentioned that they feel more a part of the cycling community in general. However, some 

of them said that some feelings are arising when they meet other Swapfiets users. For 

example, one of the participants mentioned that “it is usually fun to give a compliment to 
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someone who is riding the same brand, like: oh, what a nice bike you have” (P3, lines 567-

569). Additionally, another respondent also mentioned: “every time I see someone on a 

Swapfiets bike, I am smiling to him/her. They have the same bike, so I feel some kind of 

connections. It is like when you are wearing something, and your friend shows up with the 

same t-shirt” (P6, lines 1276-1278). Finally, some participants mentioned that they 

perceived “The Blue Tire” more like a trend that was arising, and they felt part of that trend 

rather than a social community.  

 

Secondly, participants were asked if they felt some connection with the brand Swapfiets. 

Most of them said that, even though the main reasons they chose to use the service were 

convenience and price, they have had really positive experiences with the company. They 

kept talking about how helpful and friendly the staff are, and how they made their 

experiences with the company very smooth. Most of them could not recall any bad 

experience with the company. When participants were asked if they talked to other people 

about Swapfiets, most mentioned that they usually recommend the company to other 

people, thereby contributing to word-of-mouth spread of information about the service. As 

one of the participants said: “I recommended them (friends) to use Swapfiets. I talked about 

how easy it was and how happy I was with the company and the bike. I actually convinced 

two people to start using it” (P6, lines 1257-1258). In addition, the two participants from The 

Netherlands mentioned that they felt some connection with the brand as it was created in 

their country. They said they feel proud to see people cycling around Copenhagen using the 

Dutch company’s bikes. 

 

Lastly, people mentioned that, although the aesthetics of the bikes were not one of the most 

important aspects for them (especially for male participants), they “associate having a 

Swapfiets bike with having a nice bike” (P5, line 1031). Or, as some of the respondents 

mentioned, they “would stick to Swapfiets, basically, because the bike is super nice” (P8, 

line 1725).  
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5.3.1. Sub-conclusion 
 

According to Rintamäki et al. (2006), the perceived hedonic value can be divided into three 

different categories: social, aesthetic and emotional benefits. This analysis has focused on 

finding results regarding these three main aspects that Millennial consumers encounter in 

the experience of leasing a bike. 

 

Firstly, the social value is associated with the necessity of communication with other 

individuals or the interaction with specific social groups (Arnold & Reynolds, 2003). This 

value is related to the way consumers create and express their self-identity with others 

through the product or services they use (Kazakeviciute & Banyte, 2012).  

 

The perceived social value found through this research is mainly associated with feeling part 

of the Danish Cycling Culture in general. Furthermore, there have not been distinctions 

made by participants between leasing, renting or owning a bike as a way to feel part of that 

cycling community. In terms of feeling part of a Swapfiets´ brand community, respondents 

expressed different points of view. Some felt somehow connected to other consumers as 

their bikes look similar, and all of them have the distinctive “blue tire”. However, they do not 

seem to have a strong feeling of belonging to a brand community. On the other hand, some 

interviewees mentioned that, even though the functional and financial values of the PSS are 

the most important for them, their experiences with the company service and its staff are 

really positive, and that has made them promote and recommend the brand to other people.  

 

Secondly, the emotional value is related to the feelings people experience when they 

consume. This aspect has a substantial impact on satisfaction and behavioural intentions 

(Kazakeviciute & Banyte, 2012). Through the present research, I have found that people 

feel good about cycling. Some of the participants find cycling relaxing or use that activity as 

a way to explore the city. These are positive emotional aspects that have an impact on the 

overall perceived hedonic value. They are not directly related to the use of Swapfiets, but 

rather to bike use in general. However, and in relation to the social value mentioned before, 

some participants indicated that the ease of use, the convenience and the positive 
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experiences with the company staff make them enjoy their experiences of using Swapfiets 

and feel satisfaction regarding their decision of leasing a bike.  

 

Thirdly, the aesthetic value is related to the attractiveness of the product and its design 

(Kazakeviciute & Banyte, 2012). This aspect of hedonic value does not seem to be so crucial 

for the participants of the study. However, it is interesting to see how female respondents 

seem to care more about the appearance of their bikes. The overall outcomes of the 

discussion about the design of the bikes were related to the bikes “looking really nice” (P5, 

line 1030). Participants were asked if they would like to change something about the bike or 

personalize them. All of them mentioned that it would be advantageous to have baskets on 

their bikes, which would also increase the functional value of the product. Furthermore, 

some of them also mentioned that it would be nice to have more different colours and 

designs or get stickers to make the bike look more personal.  

 

In conclusion, the perceived hedonic value for participants seems to be indirectly related to 

leasing a bike. In contrast to both functional and financial value, which have a direct impact 

on the consumers' decision-making process, the hedonic values seem to arise afterwards, 

once the consumption experience is happening. Thus, consumers seem to perceive 

different hedonic benefits related to the feelings they develop through the experience of 

cycling.  

 

5.4. Symbolic Value 
 

Many authors have considered symbolic value as a part of the hedonic value (Holbrook and 

Hirschman, 1982; Chandon, Wansink & Laurent, 2000) while other scholars have made 

clear differentiation and described symbolic value as a less product-related than hedonic 

aspects (Keller, 1993). According to Mathews, Ambroise, and Brignier (2009), perceived 

symbolic value seems to be a fundamental part of consumption experience related to the 

self-expression, social approval and some additional gratifications consumers derive from 

it.  
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According to Belk (1988), people are motivated to be seen by others in a positive way. For 

that, they usually shape the image that they want to project about themselves through 

consumption. This author also mentioned that the products consumers own - or access - do 

not just help them show who they are to others, but also shape their self-identities. Hence, 

consumers choose to use products and services in a way that shows others who they are 

and, at the same time, helps them shape who they want to be.  

 

The perceived symbolic value can affect people’s willingness to adopt sustainable 

innovations – like PSSs – without basing their decision exclusively on the instrumental 

attributes of the products they provide (Noppers, Keizer, Bolderdijk & Steg 2014). The 

symbolic value is related to altruistic or social aspects of consumption (Hwang & Griffiths, 

2017). In the case of this research, the focus is put onto the altruistic and environmental 

values attributed to the experience of leasing a bike. The perceived symbolic value of 

consumption will be related to the millennial participants’ increasing awareness of the 

importance of sustainability issues in consumption. 

 

Through the interviews, participants demonstrated awareness of the current “climate crisis” 

facing the planet and the shift that consumers need to make towards more sustainable ways 

of consumption. Respondents repeatedly mentioned that it was essential for them to use 

their bikes as an eco-friendly way of transportation. As one participant noted, even if she 

loves travelling and going back home to visit her family and friends, she does not feel good 

about the fact that taking a plane comes together with a massive carbon dioxide emissions. 

She tries to balance that with biking in Copenhagen instead of, for example, driving a car. 

Some other participants also mentioned that even if they did not do it consciously at first as 

their primary motivation to use their bikes was economic, they now feel good about cycling 

as it is a zero-emission activity.  

 

The facts mentioned before are associated with cycling as a mean of transport. People 

agreed on the fact that they were having a positive impact on the environment by reducing 

carbon dioxide emissions. However, this was related to the use of bikes in general, and 

there was no distinction made between owning, renting or leasing. As a respondent 

mentioned: 
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“...I can see there definitely is an environmental impact. However, I see it as 

something more general. Not just leasing, but also renting or buying a bike. If 

they don’t do it, they’ll probably use their cars, and that has a negative impact 

on the environment, of course.” (P4, lines 804-807). 

 

When consumers were asked if they believed that using Swapfiets had social or 

environmental impacts, most of them agreed on the same facts. For example, some 

respondents mentioned: “when someone does not need the bike anymore and ends the 

subscription, another person can start using the same bike, which at the end of its life as a 

product can be used by several persons. That means there is less useless production which 

means less impact on the environment.” (P6, lines 1283-1286). By doing that, they all 

agreed, their bikes would serve someone else as soon as they do not need them anymore, 

which would also reduce waste and the resources used to produce more bikes.  

 

It is also noteworthy that none of the interviewees considered the option of buying a new 

bicycle outright; they were all choosing between either leasing a bike or buying a second-

hand one. As a generation, millennials are familiar with more sustainable ways of production 

and consumption, not just in relation to the sharing economy but also the circular economy, 

in which they can re-use bikes that other people do not need anymore. All participants 

agreed they would consider selling their bikes afterwards so that they could be used by 

someone else.  

 

Conclusively, participants felt good about making to a positive impact on society and the 

environment when making the decision to lease rather than purchase a bike. However, most 

of them agreed on the fact that they did not consciously think about it when they decided to 

use Swapfiets. As one participant mentioned: “In my opinion, before, you feel comfortable 

about using Swapfiets, but you don’t think about the effects, and after, you start to become 

aware of the impact of what you are doing.” (P8, lines 1710-1712). Participants also 

mentioned that by using Swapfiets they felt like they are doing something right; and also, as 

one participant stated: “it shows to other that you care about the environment” (P5, lines 

1062-1063). 
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5.4.1. Sub-conclusion 
 

As Hwang and Griffiths (2017) agreed, Millennials tend to be more empathetic and aware of 

the impacts that their consumption habits have on the environment. The perceived symbolic 

value associated with owning something and thereby demonstrating social status has 

evolved into a more pro-social form of consumption, where sharing acts as a value signaller, 

showing the rest of the world that Millennials care about the planet.  

 

Through this research, I have found that Millennials’ perceived symbolic value has an impact 

on empathy towards using a PSS instead of owning something. They are familiar with these 

ways of consumption and do not seem to find any stigma associated with accessing instead 

of owning. However, even though all of the participants mentioned that their decision was 

based on other facts like price and convenience, different generations might not contemplate 

the option of leasing something instead of owning it. Additionally, they all agree that they 

feel good using a bike as a means of transport and believe they are consuming in a 

sustainable way, as they are reducing waste and unnecessary consumption and production. 

 

In terms of self-identity expression, the participants mentioned that they want to show the 

others that they care about the environment and leasing their bikes is a tool for them to do 

it. That is also related to one of the six dimensions of access-based consumption developed 

by Bardhi and Eckhardt (2012), political consumerism, in which consumers use 

consumption as a tool to promote their ideological interests. Focusing on participants of this 

study, Millennials’ decision of leasing a bike seems to fit their ideology towards sustainability, 

and they feel good to show that to the others. 

  

The present research agrees with Chen (2009) in that the value of possessions as part of 

the consumer’s extended-self can be exchanged for the benefit of experiencing a product 

or a service. The popularity of Swapfiet’s services reflects the decreasing value Millennials 

place on materiality and ownership. As participants of this study mentioned, they feel great 

about using Swapfiets and showing others that they care about the environment, and they 

do not need to own their bikes for that.  
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5.5. Comparison with other accessed products 
 

According to Bardhi and Eckhardt (2009), “the type of object being accessed plays an 

important role in the nature of access-based consumption” (p:885). These authors made 

distinctions between two main categories: if the product was experienced or functional and 

if it was material or digital. In the present research, participants were asked how they felt 

about renting other types of products.  

 

Most of the participants agreed that during the last few years, they have changed the way 

they consume. Some of the “new” sharing activities the participants affirmed they now 

participate in include renting cars, renting books, using Airbnb, buying second-hand bikes 

or clothes, etc. Participants seemed to feel comfortable about these activities even though 

they differ from the traditional ways of consumption. However, they did not perceive all 

products to be the same, and their willingness to rent something was conditional on the type 

of product on offer. 

 

For example, all interviewees expressed mixed feelings about renting clothes, a striking 

contrast when compared to their positive attitudes towards leasing their bikes. None of the 

participants had any direct experience of renting clothes, and theoretically liked it as a 

concept. However, multiple respondents stated that it was not something they would do 

regularly. Millennials are perfectly happy to rent / lease impersonal objects like bikes but 

seem to find clothes more personal, and do not feel entirely comfortable about wearing what 

they perceived as someone else’s clothes.  

 

Most of the respondents stated that they would not wholly discard the option of renting an 

outfit, for example, for a special occasion. They argue that, in terms of financial value, it 

would be a better choice to rent something that they are only going to wear once and which 

usually costs more money than “everyday” clothes. One of the participants mentioned: 

“…if I have a special event, and I need an outfit I am just going to use that day, 

I might rent it. I don’t need to buy an outfit that I am just going to wear once. But 

I wouldn’t use it with a pair of jeans or a sweatshirt, for instance.” (P2, lines 412-

414). 
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Additionally, another participant mentioned that he could see the hedonic value of renting 

clothes for other people “because they want to wear certain brands that might be expensive 

for them” (P3, lines 501-502). However, he also mentioned that it would not work for him as 

he did not worry so much about fashion and, as he stated: “I don’t think I would feel that 

comfortable wearing something that I know someone else has worn before.” (P3, lines 503-

504). One of the participants also mentioned that she could see the symbolic value of renting 

clothes in the fact that “it is a way to reduce consumption and the use of resources to 

produce clothes and that’s good for the environment.” (P6, lines 1177-1178).  

 

When respondents were asked why they thought that renting clothes was different from 

leasing their bikes with Swapfiets, there were three key aspects which they considered 

different for each product. The first aspect was the temporality of the use of the product. All 

the participants agreed that for a specific occasion, they would rent something that they 

knew they were just going to use once. However, for clothes they would wear every day, 

they would prefer to buy and own outright specific things that will last them a few years. 

Participants also mentioned that they enjoy owning the clothes and the process of choosing 

them and going shopping, which can be related to the perceived hedonic value.  Additionally, 

most of them argued that they see their clothes as something more personal than a bike, 

which meant they placed more importance on the ownership of the product in that case. 

 

Another considerable difference which came up in the interviews was in relation to one of 

the main aspects of the perceived functional value of using Swapfiets: the convenience of 

the service. Interviewees noted that clothes do not need as much maintenance as a bike. 

Therefore, as one of the participants said: 

“In the case of Swapfiets, for example, I like that I don’t have to spend money 

on maintaining of fixing my bike, however, for clothes, you don’t need to 

maintain them in that way…” (P7, lines 1415-1417).  

 

When asked similar questions about their attitudes towards buying or leasing somewhere to 

live, respondents’ feelings about housing were similar to their feelings towards clothing. 

Taking a long-term perspective, they do not see the value of renting the place where they 
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are going to live. Otherwise, they would feel like they are losing their investment in 

something they are not going to own at the end. One participant stated:  

“I would prefer to own it (a house), but it is more related to money. I would rather 

buy it better than renting it and then feel like I lost the money, in some way.” 

(P4, lines 837-838). 

 

But while participants view housing and clothing as objects they would generally prefer to 

own, they are comfortable with the idea of renting or leasing a car or bikes. The familiarity 

of car-hire (whether on a short or long-term basis) also means respondents are comfortable 

with the idea of renting bikes, perceiving the two as similar:  

“It definitely makes so much sense to me to rent something rather than owning 

it, especially for stuff that you don’t use that often or that requires too much 

maintenance. It is rather easier to rent things, and it is more convenient than 

spending money to buy or maintain it…and so on.” (P7, lines 1396-1398). 

 

6. Discussion  
 

The current section is divided into three parts in which I will discuss the contributions and 

implications of the research findings. The first part is a summary of the results with a 

presentation about how the main research question can be answered. In the second part, 

the findings are related to the Consumer Culture Theory, and a conceptual model with the 

outcomes of the paper is exposed. Finally, there is a comparison between the findings of 

this research and previous literature on similar fields. 

 

6.1. Highlights of findings 
 

The main Research Question of this study states “From a CCT perspective, what are the 

different perceived values extracted by Millennials from access-based consumption 

experiences in comparison to ownership?”. The data analysis revealed that there are 

different values that either motivate participants to use Swapfiets or arise from the 

experience of using it. 
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Through the analysis of the results, four main overall aspects that consumers perceived on 

using Swapfiets have been found: functional, financial, hedonic and symbolic values. Once 

each of these values has been discussed and analysed, I have aimed to interrogate their 

relationship to two of the main dimensions of Consumer Culture Theory: self-identity projects 

and a feeling of community.  

 

Through the interviews, all participants remarked upon the importance of the perceived 

functional and financial values in their decision of leasing a bike from Swapfiets. These two 

values are strongly related as respondents mentioned continuously the importance of paying 

a low price and being able to have a maintenance service whenever they need it.  

 

In terms of functional value, the service seems to be crucial in this type of PSSs. Consumers 

do not seem to focus on the product itself, but the service that comes with it. In fact, the 

convenience of it appears to be the most mentioned and important factor. However, there 

are some other aspects participants seem to consider important about leasing a bike.  

 

Firstly, temporality seems to play an important role, since most of the respondents are from 

different countries and might not have definite plans about staying in Copenhagen. Many of 

them mentioned that, from a long-term perspective, if they decided to stay here, they would 

consider buying a bike. Additionally, consumers indicated that they value the autonomy and 

anonymity of using this PSS, in which they are the ones responsible for their bikes, and they 

do not have to share them with other people or park them in specific parking lots. Finally, in 

terms of responsibility and consumer involvement with the product, participants mentioned 

that they take good care of their bikes and treat them as they were theirs. Thus, they felt 

and behaved as if they were the owners of the bikes. 

 

Focusing on the perceived financial value, participants seem to look for a balance between 

the price and the practical value of the PSS. They mentioned that they consider themselves 

cost-oriented consumers. A relevant aspect of the financial value is related to temporality, 

and the amount of money consumers would end paying if they continued using Swapfiets in 

comparison to the cost of owning a bike.  It was interesting how, on the one hand, some 

respondents mentioned that they would save money on bike repairs by using Swpafiets. On 
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the other hand, some respondents suggested that in the end, they might be spending more 

money by using Swapfiets than if they just bought their own bike. Despite the different points 

of view regarding the financial value, it appears to be evident that the ownership of the bike 

does not play an essential role for respondents. In fact, the respondents’ concerns were 

mostly related to the financial costs of their choices. 

 

The hedonic value extracted by consumers from the experiences of using Swapfiets has 

been divided into three different subparts: social, emotional and aesthetical values 

(Rintamäki et al., 2006). It is essential to mention that the perceived hedonic meanings 

seemed to be broader as they are considered to be more subjective. Thus, the participants 

of the study might experience the use of Swapfiets in different ways from one another and 

generate different hedonic values associated with it.  

 

In terms of social value, consumers associated it with feeling part of the Danish cycling 

culture. However, they mentioned it as something general, not related to Swapfiets users 

specifically. That means they can identify themselves with other people using the Swapfiets 

bikes, and they recommended the service to others. Still, they have not developed a strong 

feeling of community.  

 

Where emotional value is concerned, participants in the study talked about feeling different 

levels of affection and satisfaction with the brand inspired by the efficient service and ease 

of use. Swapfiets’ staff were also considered to be very helpful and friendly, increasing 

consumers’ positive feelings and perceptions of value placed on the service. Moreover, 

more generally participants also enjoy using their bikes for leisure or find cycling relaxing. 

These positive emotional aspects have an impact on the hedonic value extracted from using 

Swapfiets.  

 

Concerning the attractiveness of the product used, the aesthetical value appeared to be the 

least relevant one for respondents. Overall while participants mentioned that they liked the 

way the bikes look, they considered the comfort of the bikes and how well they work more 

important than the aesthetics of the bikes. However, female participants seemed to 

appreciate the aesthetics of their bikes more than male interviewees.  
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Finally, the symbolic value experienced by Swapfiets users is related to the environmental 

and altruistic motives of consumption. The participants of the research were aware of the 

severity of contemporary environmental issues like global warming and pollution. However, 

for many, their decision to use Swapfiets was based on more egoistic reasons like price or 

convenience. They argued that using a bike for urban mobility has a positive impact on the 

environment, and they feel right about that and want to show others that they care about the 

planet. The participants seemed to be familiar and empathetic with PSS like Swapfiets and 

believe that leasing something instead of owning it is something positive that helps reducing 

waste or the unnecessary use of resources. However, those facts were not the main drivers 

of their decision of using Swapfiets. 

 

The main research question has been answered by exposing the different perceived values 

found on the experience of leasing a bicycle. Moreover, regarding the two sub-questions, it 

has been found that the perceived hedonic and symbolic values are the ones fostering the 

consumers’ self-identity projects and their community links with others. These issues will be 

further explained in the next chapter. 

 

6.2. Theoretical Implications  
 

Arnold and Thompson (2005) studied the relationship between the socio-cultural 

environment and the consumer. They stated that consumers make sense of the symbolic 

and material meanings of consumption in order to live meaningful lives. As it was mentioned 

through the data analysis, there are many relevant aspects consumers associate with 

“bicycle leasing”, either subjectively or objectively. One of the most remarkable outcomes is 

that the functional and financial benefits are not the only aspects that consumers value; 

instead, there are other essential perceived elements to consider in the study of their 

behaviour.  

 

As Belk (1988) mentioned, our possessions are strongly associated with the creation of our 

self-identity. The participants of the current study have indicated that they feel attached to 

their bikes, and even consider them as part of themselves, even though they are not the 
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owners. As Belk (2007) argued, self-extension does not necessarily have to be related with 

“having”, but also with “doing”. Furthermore, the concept of self-extension can be associated 

with intangible objects like services or experiences, and with accessing instead of owning. 

 

The group of millennials who participated in this research seem to have moved toward less 

possessiveness and materialism. That is reflected by the fact that they feel like the owners 

of their bikes even if they are accessing them instead of purchasing them. Some authors 

have argued that with the rise of the Internet era where consumption can be completely 

intangible, new business models and consumption practices have emerged (Belk, 2014). 

Swapfiets, as a PSS business model based on bicycle access, is an example of those 

consumption practices that, according to Belk (2014) are part of a “post-ownership” 

economy strongly intertwined with the concept of sharing.  

 

Additionally, millennials are considered “digital natives” (Bess & Bartolini, 2011), and that 

has had an impact on the way they experience consumption in comparison to other 

generations. Therefore, they are a segment that is more open to non-traditional forms of 

consumption. In the case of Swapfiets users, the participants mentioned that the main 

reasons why they chose leasing over ownership of a bike were the utilitarian and financial 

values of the service. Moreover, it is really interesting how they seemed to be paying for a 

service – convenience, security, swapping, etc. – rather than the product itself, and it is there 

where they perceive the value for money. 

 

Swapfiets is a PSS that has emerged as a consequence of the dematerialization of the 

economy (Mont, 2002). The company provides customers with a service of maintenance 

and unlimited individual access to a bike in exchange for a monthly fee. Nevertheless, there 

is no transfer of ownership from business to consumers, so they do not get property rights. 

Interestingly, interviewees actually appreciated the fact that they are not the owners of the 

bikes since the responsibility which comes with outright ownership (for example if the bicycle 

gets stolen) is lower. However, they still have autonomy and exclusive access to their bikes 

as well as the repair service available should they require it. Hence, the participants seem 

to have found a balance between autonomy and responsibility that make them feel 

comfortable. 
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When participants were asked about bike ownership, their answers focused on feelings of 

responsibility. They were responsible for finding another bike if their one was stolen, and 

responsible for finding a shop to repair it if it gets broken. These are costs, in terms of money 

and time, that Swapfiets users insure against by leasing their bikes. On the other hand, 

when they talked about renting a bike through Donkey Republic, they felt they would miss 

the feelings of autonomy and anonymity, as they would have to continually share the bike 

with other people. Participants viewed that lack of the sense of ownership as a negative 

feature of Donkey Republic’s service when it relates to a product they use almost every day. 

By contrast, when leasing a bike with Swapfiets, they didn’t feel like the owners of the bikes, 

but did enjoy some sense of personal responsibility and a positive relationship with the bike. 

Arguably the participants had found a perfect setup, whereby they were able to feel some 

of the emotional benefits of ownership but without any of the real-world responsibilities 

attached to actual ownership.  

 

In relation to the first research sub-question, “What are the roles of the different perceived 

values in the consumer’s self-identity construction projects?”, Arnould and Thompson (2018) 

mentioned that the consumers´ identity projects were the different symbols, practices, 

objects or scripts people use to claim their particular identity position.  

 

In the present study, it has been found that consumers, through their experiences with 

Swapfiets, are showing to others that they care about the environment. It is essential to 

mention that they do not seem to make their decision based on those facts; however, once 

they started using their bikes, they became aware of the impact of their actions, and they 

feel good about that.  

 

As Hwang and Griffihts (2017) mentioned, Millennials have a positive attitude towards trying 

new ways of consumption, and they are aware of the fact that leasing something is reducing 

the resources used on production and the waste, as well as the zero-emissions benefits that 

using a bike implies. Therefore, they unconsciously seem to be more predisposed to lease 

things instead of owning them. In terms of self-identity construction, the symbolic value for 

consumers here is related to the use of a bike rather than the use of Swapfiets specifically. 
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However there exists an “openness” to other non-traditional ways of consumption, which is 

also part of consumers’ ongoing self-identity projects.  

 

For instance when interviewees were asked about renting clothes they all mentioned that 

they liked the idea, and even if they did not feel completely comfortable they would be willing 

to try it, thus proving Yin et al.’s argument that when consumers perceived specific values 

as important, the antecedents to attitudes and intentions have an impact on their decisions 

(Yin, Qian, & Singhapakdi, 2018). That is also related to political consumerism (Bardhi & 

Eckhardt, 2012), in which consumers use their consumption habits to promote their 

ideological interests in sustainability.  

 

Additionally, it was found interesting how the participants considered themselves cost-

oriented and were proud of their choice of using Swapfiets. They kept mentioning that they 

would be spending more money on their bicycle’s maintenance and deciding to use 

Swapfiets for a small fee made them feel smart. Therefore, rather than feeling wrong about 

not owning something, they felt right about saving costs and shared that with other people 

by recommending Swapfiets.  

 

The second research sub-question was associated with the roles of the different perceived 

values and their relation to the consumers’ feeling of community. Cova (1977) introduced 

the concept of “linking value”, in which consumers, rather than just being motivated by the 

functional aspects of consumption, give importance to those values that promote social 

interactions with other individuals and cultures. This linking value is strongly related to the 

hedonic values mentioned in the analysis of results. Most of the participants in this study 

come from different cultures, but they all agree on the fact that they love the Danish Cycling 

Culture that characterizes this country. Moreover, they mentioned that using their bikes, in 

addition to the other accrued benefits, made them feel part of this wider culture. It is 

interesting to mention that they do not directly associate that feeling of community with either 

leasing, renting or owning their bikes. However, the fact that the cycling culture is so rooted 

in Denmark makes them have more choices regarding how they want to access or buy their 

bikes.  
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When interviewees were asked about their feelings towards Swapfiets as a brand, 

participants mentioned that they do not feel a strong link with other users – a “Blue Tire 

Community” – of the brand, but that there is a positive feeling when they meet other 

members. Hence, the feeling of “we-ness” mentioned by Arnould and Thomson (2018) is 

somewhat related to a feeling of belonging to the cycling community in Denmark. In terms 

of connection with the company itself, respondents mentioned that they feel some 

attachment derived from the ease of use, convenience, service and staff friendliness. 

Nonetheless, they do not consider that as an emotional connection with the brand but rather 

as satisfaction about the service the company offers. Finally, as a participant mentioned 

during his interview, there is a movement related to the use of Swapfiets (especially around 

young international students), and they felt part of that movement. 

 

In conclusion, we propose a conceptual model that summarizes the findings of this study. 

The model is based on the Social Cognitive Theory (SCT) proposed by Bandura (1977), 

who mentioned that behaviour is not just an outcome but also a determinant of other factors. 

As the author stated, “…human functioning is explained in terms of a model of triadic 

reciprocality in which behaviour, cognitive and other personal factors, and environmental 

events all operate as interacting determinants of each other” (Bandura, 1986; p. 18).  

 

Through the present study, it has been aimed to explore the different perceived values 

associated with access-based consumption of PSSs. The findings showed that the primary 

perceived values are economical and functional, and those are the ones directly affecting 

the decision-making process. That means that Swapfiets users mainly decided to start using 

the leasing based on the low price they had to pay and the convenience of the service. 

However, once the consumers started using the PSSs, they seemed to extract hedonic and 

symbolic values from the access-based experience, which helped them develop a 

community feeling and their self-identity projects – for example feeling part of the Danish 

Cycling Culture as well as establishing a connection with the company itself or other 

consumers. Additionally, the experience helped customers demonstrate to others (virtue 

signalling) that they care about the environment, which made them feel good. 
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Those perceived hedonic and symbolic values that are extracted from consumption have an 

impact on future decisions regarding access-based consumption, use of the sharing 

economy or other types of sustainable consumption. Many participants were already familiar 

with car-renting. That prior knowledge of and understanding of alternative options to 

ownership could have an indirect impact on the process of considering the different choices 

they had.  

 

Guided by the SCT from Bandura (1977) and Phipps et al. (2013), who applied the SCT 

framework to sustainable consumption, a conceptual model is that exposes the relationship 

between different perceived values and the access-based consumption experience is 

proposed. 

 

Fig. 5 – Conceptual Model based on the SCT5 

 

 
5 Self-Created model based on Bandura (1997) and Phipps et al. (2013) 
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6.3. Findings related to the literature review 
 

As was shown in the previous sections, there have been different findings which can shed 

light on previous literature about access-based and PSSs consumption from a Consumer 

Culture Theory perspective. In her study about art consumption, Chen (2009) compared 

possession with access from a consumer behaviour perspective. She found that consumers 

first form relationships with the products (artwork) based on similar desires regarding art, 

and they build consumption relationships (e.g. access or possession) based on different 

desires. This pattern can be seen in the findings of the current study in which the bicycle 

users first decide to use a bike because they want to feel part of a cycling culture; because 

it is a cheap and eco-friendly means of transportation; or simply because they enjoy using 

a bike. They then explored the different options the bicycle market offers consumers before 

deciding which one to use.  

 

Additionally, Chen (2009) challenged the previous research about extended-self and its 

relation to possession. The findings of the current study are very similar in comparison to 

Chen’s research. She proposed that “possession”, as a way of consumption, was not more 

important than the product itself. Therefore, other forms of accessing that same object could 

also provide value to the extended-self. The participants of the current study mentioned that 

they value the product and the maintenance more than the ownership of the product. 

 

Moreover, they agreed that the experiences they have with their bikes are precisely the 

same, and it does not matter whether they possess or have access to their bike. However, 

it is also important to mention that “having access” in Chen´s research (Chen 2009) is 

associated with visiting an art exhibition, while in the current study, the access is the lease 

of the bike in which people have individual and continuous access to a bike and assume a 

certain level of responsibility  for it. Finally, as mentioned before, the type of product 

accessed can make a significant difference in the way consumers feel about accessing or 

possessing something. In the same way the participants of the present study felt different 

about leasing a bike in comparison with renting clothes, leasing bikes can also differ from 

the consumption of artwork.  
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As previously discussed, consumers’ feelings towards different types of consumption are 

dependent on the type of product they are getting access to. In the current study, it was 

clear that Millennials think about leasing a car in a similar way to leasing a bike and have 

similar feelings about both setups. In fact, some of the participants mentioned in the 

interview that car-sharing or renting was one of the first ways in which they started to get 

familiar with leasing, renting and sharing. Bardhi and Eckhardt (2012) studied the access-

based consumption of cars and specifically looked at the car-sharing company Zipcar, where 

consumers can temporarily get access to a vehicle booked on an hourly basis in return for 

a monthly fee. Even though it could be assumed the current study could have similar 

outcomes to Bardhi and Eckhardt (2012) research, there are remarkable differences 

between the findings of both studies.  

 

Firstly, they found that consumers of car-sharing did not experience perceived ownership, 

and they avoided identification with the product accessed (Bardhi & Eckhardt, 2012). 

However, the participants of the present research have shown the opposite:  they do seem 

to feel like the owners of the product and identify themselves with it even though there is no 

transfer of ownership. The different feelings regarding those aspects might be a result of the 

type of access that consumers have to the product.  

 

Zipcar’s customers usually get long-term memberships characterised by dormant access of 

limited duration where the cars have public access and can be used by other customers 

when other people are not using them (Bardhi & Eckhardt, 2012). However, while Swapfiets’ 

users also have long-term membership, they get total unlimited private access to their bikes, 

and they are, in terms of involvement, the ones responsible for them. The exclusive access 

to a product as well as the clear boundaries between consumers accessing the same 

product seems to impact the consumer’s perceived feelings and interpretations of 

“ownership”. The impact of this contextual difference (with differences in temporality and 

exclusive / non-exclusive usage) can also be seen in this study’s participants’ feelings about 

using Donkey Republic as a bike-sharing option, which is substantially similar to Zipcar’s 

concept. They mentioned that they would not feel the owners of the bike, and they would 

lack autonomy and anonymity over their bike’s use. 
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Secondly, there are certain similarities in the outcomes regarding the object-self relationship 

in which Bardhi and Eckahardt (2012) found that value was mainly put into the utilitarian 

aspects of the car rather than in altruistic or hedonic values that some authors had 

mentioned before (Belk, 2010; Chen, 2009). Nonetheless, the current research has found 

that even though, functional and financial values might be the primary motivators for 

millennials to use Swapfiets, there are certain underlying hedonic and symbolic aspects of 

consumption influencing and arising from the experience of leasing a bike. 

 

Finally, in terms of “brand community”, Zipcar customers resisted engaging with the 

company or seemed not to have any kind of connection with it beyond the market exchange. 

They also argued that reasons for people to engage in car-sharing were based on utilitarian 

aspects rather than relying on trust and building of community (Bardhi & Eckahardt, 2012). 

In the case of Swapfiets, the respondents of this study mentioned that they feel more as part 

of a cycling community. However, they feel a shared identity with other customers, and they 

usually recommend the brand to others. They mentioned that rather than having an 

emotional connection with the brand, they have an attachment with the company based on 

their satisfaction about the staff, the maintenance service and the ease of use.  

 

In regards to the paper about use-orientated PSS by Catulli et al. (2017), most of the findings 

of Swapfiets users can be associated with the outcomes of their study. Through their 

research, they argued that consumers could partially identify themselves with a PSS, even 

if there is a lack of appropriation, as demonstrated in the way consumers felt happy about 

renting their infant car seats. Consequently, they shared information with other parents, felt 

responsible for the product and worried about the damage they could cause to the product 

(Catulli et al. (2017). These facts can be applied to the way Millennials seem to feel about 

Swapfiets. Additionally, the participants of the current study were talking about 

personalisation or customisation of their bikes, something that respondents from Catulli et 

al. (2017) seemed to avoid. That might be related to a strong feeling of perceived ownership. 

 

According to Catulli et al. (2017), there is an interplay between functional and symbolic value 

for consumers using PSSs. In concordance with that, this study has found different 

perceived values – functional, financial, hedonic and symbolic – that Millennials extract from 
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accessing their bikes from a PSS. It can be argued that, in line with Catulli et al. (2017), 

Millennials consider several aspects when consuming that go beyond the utility of a product. 

Furthermore, one of these aspects is related to the sense of community. As Catulli et al. 

(2017) found about the participants of their study, they did not feel part of the specific brand 

community but more as a community of baby parents in general. That sense of being part 

of a wider community was also noted in with the Millennials taking part in this study who are 

seeking to feel like a part of the Cycling Culture in Denmark rather than a brand community; 

however, they use the brand Swapfiets as a tool to achieve this aim.  

7. Conclusion 
 

This research aimed to investigate the different motivations and drivers for Millennials to use 

access-based Product-Service-Systems in Denmark. Swapfiets was used as an example of 

PSS in order to get insights from their Millennial customers. This research has followed an 

abductive approach in which eight semi-structured in-depth interviews were conducted with 

Millennials from different countries currently living in Copenhagen. The interviews were 

designed based on the various research questions and the previous literature and theory 

this study was based on.  

 

Some of the most relevant outcomes of this research are related to the different values the 

Millennial consumers perceive in access-based consumption. In the case of Swapfiets, the 

main drivers of the decision-making process were functional and financial values. Those are 

related to the price the participants pay for leasing a bike and its maintenance service. 

Additionally, there are other values that consumers encountered after their decision while 

they were experiencing the product. Those are the hedonic and symbolic values that help 

consumers develop their self-identity projects and feel part of a community. Finally, it has 

been found that after the experience, those hedonic and symbolic values might help 

Millennials get familiar with access-based consumption and therefore influence their future 

decisions regarding the use of PSSs. 

 

In the following, I propose different practical implications based on the findings of the 

research as well as some suggestions for future research in the field. 
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7.1. Managerial Implications  
 

Based on the different outcomes found through the analysis of results, I was able to identify 

different managerial implications for companies and organizations. These aspects can be 

helpful for Swapfiets and also for other existing or future access-based PSSs operating 

within the Danish market. However, as the current study focused on Millennial participants, 

it must be noted that other demographics might perceive the suggested marketing actions 

outlined below in a different way.  

 

According to the findings of this research, Millennials seem to consider the convenience of 

the service as one of the essential aspects. All the participants mentioned that their 

experiences with the service were very positive; therefore, the company should promote 

those benefits through their own customers' real experiences. They can do that by pushing 

the word-of-mouth between Millennials, which might be increased due to their active 

participation in and contributions to social media. It would be interesting to find social media 

influencers who are students from the different universities in Copenhagen or who live in 

dorms with other international students so they can promote the brand. Additionally, keeping 

the price low and giving a discount to students sound fundamental to increase the perceived 

financial value for consumers. As many users are international students, it would also be 

interesting to offer exclusive sales at the beginning of each semester or make agreements 

with organizations like Erasmus Student Network (ESN) or the different international 

students' departments of each university to promote their service.  

 

Another possible course of action would be for Swapfiets to partner with other companies to 

promote the environmental and social aspects of using their service. Most of the participants 

seem to be aware of the positive environmental impact of their choice to use the service 

once they start using Swapfiets, although that does not influence their choice to use 

Swapfiets vs. other offerings. However, it can be assumed that more knowledge of those 

benefits before making their choice would contribute to an increasing willingness of 

Millennials to use PSSs like Swapfiets. Emphasis should be placed on the value consumers 

derive from convenience of the service and its low price, as well as the positive impact for 

the environment, with bikes being re-used, and instead of consumers having to buy a new 
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bike the company will make sure that someone else can use it once each user no longer 

needs it (thus assuming the responsibility for reusing and recycling the product as well as 

being responsible for replacement and maintenance).  

 

Most of the respondents have mentioned that they already have a bike that is too old or 

broken to use any more, with some going further and characterizing themselves as too lazy 

or unmotivated to spend the time and money required to get them fixed. It would be 

interesting if companies offered customers a discount in exchange for their old bikes. That 

would endorse the perceived symbolic value as the consumer would be participating in the 

Circular Economy and get an economic benefit for it at the same time. Furthermore, the 

company would get material that can be re-used to produce new bikes. 

 

Regarding the feeling of community towards the Danish Cycling Culture, it would be 

interesting for Swapfiets to promote that the brand was born in the Netherlands where there 

is a strong cycling culture too. Therefore, they are not just a company that leases bikes; 

instead, they are rooted in a cycling culture and have grown within it. That could have an 

impact on consumers feeling more integrated into the culture of cycling.  

 

Focusing on the potential social stigma associated with losing money when leasing, renting 

or sharing, the company should put some emphasis on the fact that consumers are paying 

for a service that can be used for as long as the consumers want, rather than for a product 

that is not going to be possessed at the end. Therefore, consumers would see that paying 

for that service would be more expensive in a bike shop, for instance, even if, when leasing 

it, they have to pay a fee for as long as they use the bike. This fact can be applied to many 

other markets in the field of access-based consumption, since the traditional way of 

measuring the monetary cost of a product is just based on the amount of money that has 

been paid for it when it was acquired. In the case of access-based consumption, the 

products can come together with a service or, simply, there is not a product, and they are 

paying for an experience or accessing something. Therefore, managers of these companies 

must provide consumers with information about how PSSs and access-based consumption 

work and what are the benefits consumers are paying for. 
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Additionally, some participants mentioned that it would be nice to have more options in terms 

of design and colour. The aesthetics of the bikes seemed to be more important for female 

participants; however, they still did not consider it as the central aspect affecting their 

decision. At the same time, they seemed to be satisfied with how the bike looks. As a 

suggestion, it would be nice to offer more options in terms of colour or design, without 

deviating from the bicycle's characteristic appearance. 

 

Finally, I consider that it would be interesting for companies to try to get other generations 

to use access-based consumption. It has been mentioned that one of the main differences 

between Millennials and older generations are related to the openness to new ways of 

consumption. Hence, trying to reach other generations and increasing their trust and 

empathy towards these companies would be positive for the forthcoming and existing 

organizations as well as benefit the environment. 

 

The participants of this study feel great about cycling; they think it is healthy, good for the 

environment and cheap. Cycling as an activity seems to have a considerable impact on the 

participants' lifestyles, and they feel pleased about having the option of cycling any time, 

and anywhere they want. In terms of wider social policy, it would be incredibly positive for 

both governments and companies to create infrastructures that work well and boost the use 

of bicycles as urban mobility. That would have immediate positive consequences on 

people's lives, reducing traffic, pollution and greenhouse gas emissions as well as helping 

individuals derive the health benefits obtained through regular cycling.  

 

Concerning other types of accessed products, the PSSs companies operating within the 

clothing market should place more emphasis on the customer experience. Some 

participants mentioned that they enjoy the traditional way of shopping or having their own 

clothes for a few years. Furthermore, they said that the difference between using Swapfiets 

and renting clothes was that a bike needs a maintenance service and they got that with 

Swapfiets; however, clothes barely need maintenance. Therefore, it would be interesting for 

clothes renting companies to develop a whole experience or an additional service that 

comes together with renting a piece of clothes. As it happens with Swapfites, that additional 

service can boost the Millennials’ willingness to use a PSS.  
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7.2. Future Research 
 

It is considered that the present study could have a contribution to the literature regarding 

access-based consumption, Product-Service-Systems and the Consumer Culture Theory. 

Moreover, it can be used as a starting point for future research on those topics. 

 

Firstly, it would be interesting to study the older and younger generations of consumers and 

compare them with Millennials. This study has focused on Millennials; however, it can 

reasonably be assumed that younger generations (e.g. Z Generation) are even more familiar 

with buying products and accessing services digitally and should therefore also be open to 

access-based consumption, PSSs and participation in the sharing economy. Further 

research into older generations’ attitudes is also needed in order to understand the stigmas 

or trust issues they associate with these ways of consumption. 

 

The Millennials participating in this study were aware of current environmental issues, and 

that might affect their consumption decisions as well as their self-identity construction but 

they do not consider that awareness to be the main driver of their decision of using a PSS. 

However, it is believed that there is a "Green Consumer" segment within the Millennial 

generation whose decisions are made based on sustainability, the information they have 

about the Corporate Social Responsibility of the company, and so on. It would be interesting 

to study that segment of consumers and find how they feel about new ways of consumptions 

and the different values they extract from it. 

 

The current study has focused on the bicycle market and found that consumers feel 

differently about the same ways of consumption depending on the type of product they are 

accessing. It would be interesting to make a more significant comparison between different 

products in access-based consumption and discover the aspects that make people like or 

dislike the concept of leasing, renting or sharing depending on the product. 

 

In general terms, it would be interesting to find out more about ownership vs. accessing and 

how this last concept can be integrated within different societies and segments. Access-

based consumption, the Sharing Economy, the Circular Economy, the PSSs etc. can be 
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valuable ways of reducing waste, greenhouse gas emissions and using fewer natural 

resources. It is imperative on us all to take positive actions to help mitigate the current 

environmental crisis, and these novel forms of consumption can be an excellent tool for that. 

A significant global consumer shift towards responsible and “greener” modes of 

consumption could also help nations to reach the United Nations' proposed Sustainable 

Development Goals agenda regarding responsible consumption and production, 

sustainable cities and communities and climate action by 2030.  
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Appendix 1 – Cycling Statistics and Facts in Denmark6 
 

 
 

6 Cycling Embassy of Denmark (2016) 
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Appendix 2 – Interview Guide 
 

Introduction of the topic, the purpose of the study, expectations from the respondent, 

process of the interview and request for consent. All of this trying to create a friendly 

environment that encourage the respondent to answer naturally to the questions exposed. 

 

Introduction of the respondent: age, gender, occupation, nationality, time s/he has been 

living in Denmark, time s/he is planning to stay in Denmark. 

 

About the cycling Culture: 

 

• What do you think about the popularity of cycling as a way of urban mobility in Denamrk? 

Do you like it? Would you change something? 

• How is it in your country? 

• What do you think about using other means of transports? 

• How often do you cycle and with which purpose? 

 

Perceived functional and financial values: 

 

• For how long have you used Swapfiets? 

• What do you think about using companies like Swapfiets – not just for bikes, but also for 

cars, for example? 

• What do you think about the popularity of this new ways of consumption like 

sharing/renting or leasing? Have you changed your consumption habits in the last few 

years? Give me some example. 

• There are many markets that are using this business model nowadays, for example with 

clothes or shoes. Have you lease clothes before? If not, do you think you would use it at 

some point? Why? 

• Why did you choose Swapfiets instead of buying your own bike?  

• Why did you choose Swapfiets instead of renting a bike, for example, from Donkey 

Republic or public bike sharing? 

• Have you owned a bike before? Does it have any relation with your decision of using 

Swapfiets now? 

• Imagine you are planning to stay in Denmark for a long time, would you still use 

Swapfiets? Why?  

 

Perceived hedonic and symbolic values and self-Identity construction: 

 

• Tell me about a good and bad experience with the company (if you can think of one). 

• How would you feel if you lost/got it stolen? Would it be different if you owned the bike?  
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• How responsible you feel for you bike and how important you reckon your bike is for 

you? 

• Do you personally believe there is a stigma associated to leasing instead of owning? 

• Have you talked about Swapfiets with people around you? If yes, what have you talked 

about? Also, have you done it online or offline? 

• Would you like to be able to personalise the bike? 

• Do you feel like a part of a community? Do you feel like it is a more social way of 

consumption? 

• Do you believe this way of consuming (leasing) has any social or environmental impact? 

If yes, do you think that fact helped you making your decision? 

• Do you feel some kind of connection with the brand or are you just interested in the 

functionality the company provides? 

• Do you think living in a Danish Culture has had something to do with you using 

Swapfiets? Or is it something you would have done in your country too? 

• Would you like to talk about something else? Is there anything we should have talked 

about? 
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Appendix 3 – Table of participants7 
 

Participant 

 

Age 

 

Gender 

 

Occupation 

 

Nationality 

Time 

using 

Swapfiets 

 

Time in 

Copenhagen 

How long 

s/he is 

staying for 

P1 24 Female Graduate student 

at CBS, currently 

finishing her 

master’s thesis 

and working part 

time. 

Poland 3-4 
months 

More than 
1.5 year 

Minimum 
half to one 
more year 

after 
graduation. 

P2 24 Male Working for a 
food delivering 
company. On a 

work and holiday 
visa. 

Argentina 8 months 8 months 3 more 
months 

P3 24 Male Graduate student 
and part-time 

student assistant. 

Denmark 3 months Born and 
raised there 

He doesn’t 
know. 

P4 24 Female Graduate student 
at CBS, currently 

finishing her 
master’s thesis 

and working part 
time. 

The 
Netherlands 

1 year More than 
1.5 years 

She plans to 
stay after 

graduating 
and find a 

job. 

P5 23 Female Graduate student 
at CBS, currently 

finishing her 
master’s thesis 

and working part 
time. 

The 
Netherlands 
(Originally 

from 
Pakistan) 

2 months More than 
1.5 years 

Going back 
to The 

Netherlands 
after 

graduation. 

P6 22 Female Graduate student 

at CBS, on her 

first year, and 

working part time. 

 

Portugal 8 months 8 months Planning to 
go in 

exchange 
during the 

next 
semester 
and then 

come back 
to write her 

thesis. 

P7 24 Male E-commerce 
Manager. 

Uzbekistan 4 months More than 
2.5 years 

Probably for 
2 more 

years, at 
least. 

P8 24 Male Master Student 
and part-time 

internship. 

Italy 8 months 8 months Planning to 
graduate 
and then 

find a job in 
the city. 

 
7 Self-Created Table 
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Appendix 4 - Interviews Transcriptions  1 
 2 

Participant 1 (P1) 3 

 4 

Researcher’s introduction of the topic, the purpose of the study, expectations from the 5 
respondent, process of the interview and request for consent. All of this trying to create a friendly 6 

environment that encourage the respondent to answer naturally to the questions exposed. 7 

 8 

• Introduction of the respondent: age, gender, occupation, nationality, time s/he has been 9 

living in Denmark, time s/he is planning to stay in Denmark. 10 
 11 

Age: 24 12 

 13 

Gender: female 14 

 15 

Occupation: graduate student at CBS, currently finishing my master’s thesis, working part time 16 

 17 
Nationality: Polish 18 

 19 

Living in Denmark: since August 2018 (more than 1,5 years) 20 

 21 

Planning to stay in Denmark: for now, I’m planning to stay in Denmark for at least half a year or 22 

a year after graduation and see if I can find a satisfying full-time job to settle down here for longer 23 
 24 

Researcher: What do you think about the popularity of cycling as a way of urban mobility 25 

in Denmark? Do you like it? Would you change something? 26 

 27 

P1: I honestly love it. Of course, I knew that cycling is really popular here before coming to 28 

Denmark to study as I’ve been to Denmark before, but still, I was really positively surprised how 29 
it turned out to look like for me in reality. I feel like I was one of the last people who got 30 

themselves a bike after settling down in Copenhagen, I think it took me around a month, but 31 

since then that is my main mode of transport. I am one of these people who always bike, whether 32 

it is hot summer, rainy autumn, snowy winter or windy spring. Since I don’t live in the city center, 33 

but it takes me around 15-20 minutes to get there on my bike, I treat it as a really nice way to 34 

work out a bit and not spend money on public transportation. When I still had classes last year 35 

and also worked part time on the same days I sometimes used to bike 20-25 km per day and 36 

rarely complained or switched to public transportation. I really appreciate how it looks like in 37 

Denmark and that everyone bikes – no matter if you’re a student or a CEO. Would I change 38 

something? Just the weather I guess (laughing). I honestly prefer when it rains or when it is too 39 

hot than when it is windy. I hate wind, it makes me feel like I’m not able to pedal and moving 40 

backwards on my bike. Unfortunately, it’s usually impossible to know whether it’s windy or not 41 

before leaving the house, I usually find out when I’m already biking towards work/university and 42 

I just need to continue.  43 
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 44 

Researcher: How is it in your country? 45 

 46 

P1: Cycling is not that popular in Poland. Of course, we have some bike routes in bigger cities, 47 

statistics actually say it is a lot of kilometers but somehow, I don’t notice them  that often, even 48 
though I’m originally from Cracow, second biggest city in my country. I’ve never used a bike in 49 

Cracow, I only do it in my hometown, a small town nearby. Cracow is bigger than Copenhagen 50 

and there’s lots of traffic jams so I just couldn’t imagine biking there not being properly separated 51 

from the cars most of the time and just annoying them by taking a part of their lane. When I’m 52 

back in Poland, I never use a bike as a mode of transportation to e.g. go get groceries but only 53 

as a form of working out. I basically only use it from time to time when the weather is good and 54 
I can do a 20-25 km cycling trip through the forest.    55 

 56 

Researcher: What do you think about using other means of transports? 57 

 58 

P1: I honestly don’t mind any as all of them serve different purposes. When I’m in Copenhagen, 59 

I always use my bike. When I’m back home, me and my family usually drive as the public 60 

transport in our hometown is not the best and the distances to supermarkets are quite big. I also 61 

take a bus/train from time to time, usually when I travel on a longer distance. I also take flights 62 

from time to time as I really love travelling so I always look for some opportunities to do so. I 63 

also need to catch a plane when I want to go home to visit my family – it’s only an hour long 64 

flight and it would take more than 20 hours and multiple transfers in a bus. I hate the fact that 65 
flying comes together with huge carbon dioxide emissions but at the moment I’m not planning 66 

to stop it. I also believe I’m kind of balancing it by biking and not for example driving all the time 67 

in Copenhagen. 68 

 69 

Researcher: How often do you cycle and with which purpose? 70 

 71 

P1: I cycle each time when I leave the house, unless I go to the airport and I need to use public 72 

transport. I would say I cycle 5-6 days per week as sometimes I just stay home studying and 73 

don’t move anywhere. I use my bike for lots of purposes but mostly to go to work, university, 74 

meet some friends, go shopping etc.  75 

 76 

Researcher: What do you think about using companies like Swapfiets? 77 
 78 

P1: I think it’s great that there’s this opportunity to rent something for a really low price. 79 

Sometimes it just doesn’t pay off buying something or as in the case of getting a bike in 80 

Copenhagen, it can get a bit complicated. I got two bikes before finally getting Swapfiets and I 81 

have to say they always looked worse in reality than on the pictures. I also never knew if the 82 

bike wouldn’t break straight after purchasing it as there must be a reason someone is getting rid 83 
of it. I had to invest a lot in mines before they were good to be used properly. It’s also a great 84 

opportunity for someone staying in Denmark for a short period of time, like a month or two, or 85 

even a semester. I remember Swapfiets had an offer in September 2019 – the month cost just 86 

100 DKK for students, right now it’s 175 DKK I believe. 100 DKK for using a good bike for a 87 
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month is really not a lot and, in my opinion, a much better choice than struggling to find a nice 88 

bike and having to fix it every now and then. 89 

 90 

Researcher: What do you think about the popularity of this new ways of consumption 91 

like sharing/renting or leasing? Have you changed your consumption habits in the last 92 
few years? Could you also give some examples? 93 

 94 

P1: My consumption habits definitely changed a bit in the last few years. I used Donkey Republic 95 

for temporary bike renting when my friends were coming to visit, that could be one of the 96 

examples. I also use Legimi, a Polish online platform where I can rent e-books and audiobooks 97 

for a really low price. And of course, when travelling, there’s Airbnb, which I’m also a fan of as I 98 
usually get more space renting someone’s flat than by booking a hostel/hotel room.  99 

 100 

Researcher: How do you feel about leasing other kinds of products that you usually buy, 101 

for example clothes. There are many companies nowadays that are starting to lease 102 

products like clothes? would you use that? 103 

 104 

P1: I really like the idea of leasing some products but I don't think that would be a good idea with 105 

any category of products. Leasing clothes sounds great but in my view, it only makes sense with 106 

special occasion clothes like wedding dresses, carnival costumes etc. I would be willing to try 107 

leasing clothes for special occasions but not anything that I would wear daily. 108 

 109 
Researcher: Do you think this whole leasing culture has some kind of environmental or 110 

social impact? If yes, did that affect to the choice of using Swapfiets? 111 

 112 

P1: I think it will start to have a major impact both on the environment and society as long as it 113 

spreads further. I don’t think we’d be able to see any major consequences of the leasing culture 114 

now, because it’s still quite a new phenomenon, but if people keep involving in it, then we will 115 

see some positive impacts in the near future. Honestly, my choice of Swapfiets was rather 116 

affected by brand awareness and not wanting to keep looking for my third second-hand bike. I 117 

think that either leasing Swapfiets or buying a second-hand bike is more or less the same in 118 

terms of environmental friendliness. 119 

 120 

Researcher: Why do you choose Swapfiets instead of buying your own bike or using 121 
another company? 122 

 123 

P1: As I already mentioned before, I owned two bikes before getting myself Swapfiets 3-4 124 

months ago. My second bike kept breaking and I just felt like I had to invest too much in it, 125 

especially the last month of owning it, when I spend 400-500 DKK on repairs. With Swapfiets I 126 

don’t need to worry about any costs of repairing the bike. Knowing my luck, even if I bought my 127 
third bike, I would need to fix it a lot and that would be just too annoying. My first choice was 128 

Swapfiets simply because you see them everywhere in Copenhagen and I didn’t know any better 129 

alternative. I’m only aware of Donkey Republic but there you can only keep a bike for up to 12 130 



 

94 
 

 
 

hours, otherwise you pay more, and their stations, where you can get and leave a bike, are not 131 

close to my house.  132 

 133 

Researcher: Have you owned a bike before? Does it have any relation with your decision 134 

of using Swapfiets now? 135 
 136 

P1: Yes, I owned two bikes before. As I mentioned, I was simply tired of spending money on 137 

repairs, check-ups or new accessories like lights which were getting stolen from time to time. I 138 

believe paying 150 DKK per month is not a lot and at least I don’t overcome constant problems 139 

with my bike anymore.  140 

 141 
Researcher: Could you tell me about a good and bad experience with the company? If 142 

you can think of any. 143 

 144 

P1: For the good experiences, I really like their store’s location, it’s really central and close to 145 

everything. Moreover, they have friendly staff and they’re always willing to help out. I believe I 146 

haven’t had any bad experiences with them (yet).  147 

 148 

Researcher: How would you feel if you lose/break/get it stolen? Would it be different if 149 

you owned the bike?  150 

 151 

P1: I don’t remember all the conditions right now, but I believe I would have to pay a few hundred 152 
DKK if the bike gets stolen, but I still have a key. There’s also some conditions about double-153 

locking the bike, I think you need to pay more if you only used one lock but I’m not sure how 154 

would they check it? If I owned a bike, I would need to get another one and both that I owned 155 

were 1000 DKK each. In this situation, I would lose a few hundred DKK so a bit less. In case I 156 

break something, I’m always allowed to come by the store, they will fix everything for me or 157 

provide me with a new bike which is really nice.  158 

 159 

Researcher:  How responsible do you feel for you bike and how important you reckon 160 

your bike is for you? 161 

 162 

P1: I feel as responsible for it as for the other bikes that I owned. I got myself a basket for it 163 

which cost me some extra money and I know that I would need to pay in case of getting my bike 164 
stolen, so I always lock it (and always have done it with the other bikes that I owned). Locking 165 

the bike takes a few seconds, I don’t see why I wouldn’t do it for its safety. 166 

 167 

Researcher: Have you talked about Swapfiets with people around you? If yes, what have 168 

you talked about? Also, have you done it online or offline? 169 

 170 
P1: I believe I told a few people about Swapfiets or they asked me how I like it. We usually talked 171 

about if it’s comfortable, better than the bikes I owned before and how much I pay for it (as it 172 

changes from time to time). Usually I had these conversations offline, when someone saw me 173 

with my Swapfiets so that was an incentive to start a conversation. 174 
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 175 

Researcher: Do you feel like a part of a community? Do you feel like it is a more social 176 

way of consumption? 177 

 178 

P1: Well, to feel like a part of some community I would need to know more people renting 179 
Swapfiets or there would need to be something done by the company trying to connect its 180 

consumers. As far as I know, they don’t really do much in terms of socializing on their social 181 

media and the app is really simple as well. I also don’t feel like I’m any better or more special 182 

than people on other bikes – most of the people in Copenhagen get their bikes second-hand 183 

anyway so it’s all good for the environment. And using any bike is a zero-emission activity, not 184 

only Swapfiets, so I feel like it doesn’t matter at all. Overall, I would say I can feel like a part of 185 
daily cycling community in Copenhagen but not Swapfiets community in particular.  186 

 187 

Researcher: Do you feel some kind of connection with the brand or are you just interested 188 

in what the company provides? 189 

 190 

P1: I would say I’m rather interested in their product only as it provides me a way to get anywhere 191 

I want. I think that a bike is this kind of product that you don’t really get too attached to, at least 192 

if it’s second-hand or rented so the majority of the ones you find in Copenhagen. Also, Swapfiets 193 

allows me to perform another routine, daily function – and I also don’t feel any connection to the 194 

brands of the other daily products that I use.   195 

 196 
Researcher: Do you think living in a Danish Culture has had something to do with you 197 

using Swapfiets? Or is it something you would have done in your country too? 198 

 199 

P1: It definitely had an impact on me trying Swapfiets as I saw so many of their bikes all around 200 

Copenhagen and I just assumed it could be a nice alternative in case I needed to change my 201 

bike at one point. I’m not sure if we have Swapfiets in Poland already but even if we did, I don’t 202 

think I would give it a try because as I said, Cracow is not a good place for cycling as a part of 203 

daily routine. I would be much more willing to try it out in my country if it was an hourly-based 204 

renting and I would be without my bike.  205 

 206 

Researcher: Would you like to talk about something else? Is there anything we should 207 

have talked about? 208 
 209 

P1: I don’t think so. Thank you for interviewing me ☺  210 

 211 

 212 

Participant 2 (P2) 213 

Researcher’s introduction of the topic, the purpose of the study, expectations from the 214 

respondent, process of the interview and request for consent. All of this trying to create a friendly 215 

environment that encourage the respondent to answer naturally to the questions exposed. 216 

 217 
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• Introduction of the respondent: age, gender, occupation, nationality, time s/he has been 218 

living in Denmark, time s/he is planning to stay in Denmark. 219 

 220 

Age: 24  221 

Nationality: Argentina 222 

Gender: Male 223 

Occupation: On a work and holiday Visa. Working as food deliverer for WOLT. 224 

Living in Denmark: For eight months and planning to stay at least for 3 more months.  225 

 226 

Researcher: What do you think about the popularity of cycling as a way of urban mobility 227 

in Denmark?  228 

 229 

P2: Ehm…I think it is great! It is a fast and easy mean of transportation. It is also eco-friendly 230 

and it doesn’t require high maintenance or expenses and, for me, it is one of the most suitable 231 

way to move around the city, despite the weather. 232 

 233 

Researcher: Okay, perfect! Also, would you change or add something to the Danish 234 

infrastructures or cycling systems? 235 

 236 

P2: I could think about something, maybe a bit crazy, but it could be cool to build underground 237 

bike paths. 238 

 239 

Researcher: Okay, that sounds really cool actually! And how is the cycling culture in your 240 

Argentina? 241 

 242 

P2: In the last few years people have started to use the bike more often because other means 243 

of transportation have gotten more expensive due to economic situation of the country. But also 244 

people are starting to be more conscious about the environmental problems we are facing 245 

nowadays and that has had an impact on their decision to use the bike and not cars, for example, 246 
and also they reduce the traffic by doing that.  247 

In general, it has improved a lot, but cycling is not as popular as in Denmark. Also, it is so easy 248 

to use the bike here, but there are not as many bike paths in Argentina as in here. On top of 249 

that, I feel like the chances that you get your bike stolen there are higher, so I would say it is 250 

more complex and - kind of - dangerous. 251 

 252 
Researcher: Okay and what about other ways of urban transport, for example public 253 

transport, in Denmark? 254 

 255 

P2: I think they work really well. They are so efficient, punctual, clean, comfortable…I don’t 256 

know. Ah! There is also a good distribution of them around the city and they make mobility really 257 

easy, to be honest. I don’t use them that much, because I find them a bit expensive, but I like 258 

them! 259 
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 260 

Researcher: How often do you use your bike and with which purpose? 261 

 262 

P2: I basically use it for work, to do my deliveries. But I also use it to move within the city, I 263 

hardly ever walk or take public transport, I use my bike instead.  264 
 265 

Researcher: Could you maybe tell me how many kilometers you do, for example per day? 266 

 267 

P2: The maximum amount of kilometers I have done working is 80 km in one day. But I would 268 

say the average is on 40 km per day for work… If I am not working, I think I would do 5-6 km/day 269 

in average, maximum 10 km/day but that doesn’t happen very often. 270 
 271 

Researcher: So, you know I am doing my thesis in collaboration with Swapfiets and you 272 

are one of their customers, why did you decide to use Swapfiets instead of buying your 273 

own bike? 274 

 275 

P2: I decided to not buy a bike because when I arrived here I had to invest money in many 276 

things, like rent, deposit, furniture, etc. Buying a bike meant I had to spend 800-900 kr on a 277 

second hand bike…I had that money, but I preferred to save that money in case something went 278 

wrong or I needed the money for another thing.  279 

I did a little research and I found that there were two interesting companies, Swapfiets and 280 

Donkey Republic, I evaluated the options and discovered that, with Donkey Republic you had 281 
bikes distributed around the city and you can unlock one online and use it for as long as you 282 

need it, paying, I think, around 400DKK per month. But you know, the bike has just 3 gears and 283 

it is not so fast…let’s say it is kind of too simple. Then I did my research about Swapfiets and 284 

found out they offer you your own bike with 7 gears, lights – which work really well – and the 285 

reparation service – they also change the bike if necessary – and you pay 175DKK, 150DKK if 286 

you are student. They even come and fix your bike at your place if you need it, so you are never 287 

without bike. I think it was a good choice! 288 

When I started working and earned some extra money I thought about buying one, but then I 289 

thought Swapfiets was so convenient and I was going to use my bike to work, that meant, I could 290 

break it more often and having a bike from Swapfiets meant I did not have to worry about getting 291 

it fixed or changed in some bike shop for a lot of money. Also, I am not planning to stay here for 292 

long time, if I bought a bike, then I would have to sell it, I would get some money in return at the 293 
end, yes, but I would have to fix it myself if it got broken. So, I preferred to stay and keep the 294 

repairing service they offer.  295 

 296 

Researcher: How often do you use your bike and with which purpose? 297 

 298 

P2: I basically use it for work, to do my deliveries. But I also use it to move within the city, I 299 
hardly ever walk or take public transport, I use my bike instead.  300 

 301 

Researcher: Could you maybe tell me how many kilometers you do, for example per day? 302 

 303 
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P2: The maximum amount of kilometers I have done working is 80 km in one day. But I would 304 

say the average is on 40 km per day for work… If I am not working, I think I would do 5-6 km/day 305 

in average, maximum 10 km/day but that doesn’t happen very often. 306 

 307 

Researcher: Wow! You should be fit to cycle 80km in on day! haha let’s continue with 308 
more questions then. What do you think about using companies like Swapfiets where 309 

you can lease bike? 310 

 311 

P2: Basically, from my point of view, since I am in this country temporarily, I think of them as 312 

really practical options. Sorry, I don’t have an specific or elaborated answer I can give you to 313 

this question, but I state that I think, those companies that are leasing or renting things are really 314 
interesting and they can be useful when you actually don’t want to buy something – for X reasons 315 

– but you need to use it. 316 

 317 

Researcher: How do you feel about leasing other things like cars, clothes, using AirBnB? 318 

 319 

P2: I think it is a new way of consumption where it is easier to save money as well as generate 320 

new sources of income. I think it is great that you can share something you have to offer with 321 

others. I would say, it gives you new options that you would not have with “traditional” 322 

companies, if that makes sense.  323 

 324 

Researcher: Yes, I understand what you mean and it makes total sense. 325 
P2: For example, when you rent a car, you have the option of acquiring something temporarily, 326 

with a low cost and afterwards, when you don’t need it anymore, since you are not the owner, 327 

you don’t have to care about re-selling it to another person. You don’t lose time in re-sell or fix 328 

the car, because they already offer you repair service. 329 

 330 

Researcher: Okay, cool. Going back to the bike topic, have you owned a bike before? 331 

 332 

P2: Yes, but not in Denmark, in Argentina. 333 

 334 

Researcher: Nice, and did you use it for urban mobility or more like for doing some sport? 335 

 336 

P2: I used it for both things. As transportation but also to get some exercise done. 337 
 338 

Researcher: Can you remember a good and bad experience you’ve had with swapfiets? 339 

 340 

P2: Yes, of course. I can say that the bike works totally perfect, so I can’t really complain about 341 

anything. Also, I don’t think I’ve had bad experiences, I can just mention that sometimes, some 342 

components are not working as they should be but, again, you can get them repaired and/or 343 
changed, so it doesn’t really matter. 344 

 345 

Researcher: What about if you lost or got your bike stolen, how would you feel? 346 

 347 
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P2: I would feel bad, because I would need to pay a certain amount of money. 348 

 349 

Researcher: What about if the bike was yours? 350 

 351 

P2: I would also feel really bad. But I think that, when something is not 100% owned by you, you 352 
feel more responsible for it. 353 

 354 

Researcher: So do you think you look after your Swapfiets bike more than if it was your 355 

own bike? 356 

P2: Ahmmm… in some way yes. Let’s say I put special attention on not getting it stolen or lose 357 

it, but in terms of using it, I use it like if it was a mountain bike. As I have told you before, I usually 358 
do 40km per day in average when I work delivering. So it is not that I use the bike to go for a 359 

nice ride around the lakes, haha. 360 

 361 

Researcher: How important is your bike for you? 362 

 363 

P2: In general, it is really important because I use it as urban transportation. It is fast and 364 

effective… and also fun! And of course, I use it for work, so imagine, it is strongly related to my 365 

main source of income. 366 

Researcher: Okay, perfect. Let’s continue then. Do you usually talk about Swapfiets with 367 

people around you? 368 

 369 
P2: Yeah, sometimes, especially if someone asks for recommendation. 370 

 371 

Researcher: And do you usually do it online or offline? For example, through social media 372 

or in person. 373 

 374 

P2: I usually do it in person. 375 

 376 

Researcher: Do you feel part of a community, like “the blue tire community”? 377 

 378 

P2: I don’t think so. I feel that happens to me with Wolt, when you see other people delivering 379 

food, with same outfit as you and you are like ringing the bell to them or saying bye when you 380 

cross with them. Even if you don’t know them, you feel like they are your colleagues. But I don’t 381 
think that happens to me with Swapfiets. 382 

 383 

Researcher: In relation to that, do you feel any connection with the brand or are you just 384 

interested in what they offer? 385 

 386 

P2: I don’t feel I have a connection with them, I am more interested in the functionality they offer. 387 
 388 

Do you think that living in a Danish culture has had anything to do with you deciding to 389 

use Swapfiets? 390 

 391 
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P2: I use it for time and commodity matters. However, I don’t think I would have use it in 392 

Argentina because leasing or renting are not a big thing there yet. I mean, you can rent a bike 393 

in the cities in Argentina but people don’t use them as much as in here. 394 

 395 

Researcher: Uhm, interesting, how do you think Argentinian people feel about leasing a 396 
bike? Do you think there is a stigma associated to not-owning the product? 397 

 398 

P2: In Argentina, people are used to have their own bikes and I think it is the same with cars. 399 

People are not renting them that much, I guess they prefer to buy their own ones. 400 

 401 

Researcher: Why do you think that happens? 402 
 403 

P2: I think when people have their own things, they feel empowered. Like, “this is mine, it 404 

belongs to me” so there is a “sense of ownership” and you can show what you own. I think it is 405 

like renting a house and buying your own house, it is not the same. And I also think you feel 406 

more secure when you own it. 407 

 408 

Researcher: Okay, and do you feel that way with your bike? 409 

 410 

P2: No, I don’t. Because I have another life philosophy. And I don’t mind if the bike is mine or 411 

not it is more about convenience. And I don’t feel worst about not owning it. 412 

 413 
Researcher: I don’t know if you are aware about this new trend of leasing and renting 414 

clothes. People would take a pair of jeans, for example, for one month and then give them 415 

back to the shop. Would you do that? 416 

 417 

P2: I don’t think I would do it with jeans. However, if I have a special event and I need an outfit 418 

I am just going to use that day, I might rent it. I don’t need to buy an outfit I am just going to wear 419 

once. But I wouldn’t use it with a pair of jeans or a sweatshirt, for instance.  420 

 421 

Researcher: What about, housing? If you stayed for a long term in Denmark, would you 422 

aim to buy a house or just rent it? 423 

 424 

P2: Well, if I stayed here and I had the economic resources, I would rather to buy it.  425 
 426 

Researcher: Do you think these new ways of consumption we have been talking about 427 

has any environmental or social impact? 428 

 429 

P2: Yes, of course, I think in some way we are reducing dumb – sorry about the word – and 430 

irresponsible consumption.  431 
 432 

Researcher: Did that have anything to do with your choice of using swapfiets?  433 

 434 
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P2: Well, to be honest, I economic reasons are motivating me. However, I feel I am doing 435 

something good. I would not know if buying a second hand or new bike would be better for the 436 

environment, but I could not be able to sell it when I leave the country, with Swapfiets I make 437 

sure someone else is going use the bike I left and it is not going to be just abandoned in the 438 

middle of the street. 439 
 440 

Researcher: Okay, I thionkl that should be it. Do you have any question or something you 441 

would like to mention? 442 

 443 

P2: No, thank you for being so nice. It was an interesting topic. 444 

 445 
 446 

Participant 3 (P3) 447 

 448 

Researcher’s introduction of the topic, the purpose of the study, expectations from the 449 

respondent, process of the interview and request for consent. All of this trying to create a friendly 450 

environment that encourage the respondent to answer naturally to the questions exposed. 451 

 452 

• Introduction of the respondent: age, gender, occupation, nationality, time s/he has been 453 

living in Denmark, time s/he is planning to stay in Denmark. 454 

 455 

Age: 24 456 

Nationality: Denmark 457 

Gender: Male 458 

Occupation: Master student and student assistant part-time job. 459 

Time in Denmark: He was born in Denmark and has lived here since then. 460 

Time s/he has planned to stay in Denmark for: He will not necessarily stay in Denmark in the 461 

future, actually he is thinking about moving somewhere else after he finishes his studies. 462 

 463 

Researcher: My first question will be related about the cycling culture in Denmark, what 464 

do you think about the popularity of cycling as urban mobility in Denmark? 465 

 466 

P3: I think it is quite smart. Copenhagen is relatively small city and using the bike around the 467 

city is quite ideal for it. For example, it would not make sense if everybody used a car in a city 468 
where everything is prepared for you to use your bike, plus, it would not be possible or 469 

sustainable if they did. The only bad thing is that sometimes places are really overcrowded with 470 

bikes, and we even have “rush hour”, but I guess it is part of the deal. 471 

 472 

Researcher: Okay, sounds good! Would you change something about it? For example, in 473 

terms of infrastructure. 474 

 475 
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P3: I don’t think so. 476 

 477 

Researcher: Okay, let’s continue. What about other means of transport, what do you think 478 

about using them? 479 

 480 
P3: Well, I personally use public transport a lot, maybe not right now due to lockdown, but in 481 

general. Mostly because I live in Lyngby, so I am a bit out of the city so if I had to bike to CBS, 482 

for instance,  it will take me 40 minutes, which is actually the same amount of time it takes me 483 

to go by public transport, now that I think about it (laughs). But yeah, I prefer to cycle to the 484 

station and then take a train to school, it is such a long distance for me to cycle I guess, 485 

especially if the weather is bad. However, I always take the bike with me in the train so then I 486 
can move within by bike Copenhagen. 487 

 488 

Researcher: Okay, also how often do you reckon you cycle and with which purpose? You 489 

can answer just like if you were in normal circumstances, like one month ago. 490 

 491 

P3: I would say, I cycle 3 to 5 times a week on average. I basically cycle every time I leave 492 

home, usually for going to school, going to work or doing grocery shopping. 493 

 494 

Researcher: In relation to these new ways of consumptions, like renting, do you think 495 

your consumption habits have changed in the last few years? 496 

 497 
P3: I can’t think of any other thing I rent or lease except for the bike. 498 

 499 

Researcher: Okay, what about renting clothes, for example? You know there are 500 

companies that are starting to rent clothes to people for a short period of time or putting 501 

people touch so they can rent clothes from others. Do you think you could use that? 502 

 503 

P3: I can’t see myself doing that, at least any time soon. 504 

 505 

Researcher: Do you feel there is a difference between renting clothes and renting a bike? 506 

 507 

P3: Not really, actually, I mean, I think leasing or renting a bike is something that serves a big 508 

purpose. I think people usually rent clothes because they want to wear certain brands that might 509 
be expensive for them, but I don’t care that much about clothing so I would just buy my clothes 510 

and use them until I don’t like them anymore. I am not a lot into fashion or something. Plus, I 511 

don’t think I would feel that comfortable wearing something that I know someone else has worn 512 

before, however, I don’t feel the same way about knowing someone might have used my bike 513 

before. 514 

 515 
Researcher: Why did you choose Swapfiets instead of buying a bike? 516 

 517 

P3: In my case, the main reason why I chose Swapfiets was based on laziness, because I 518 

already have a bike. But I just left my bike at home for the entire winter and then, when I wanted 519 
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to use it again it was all rusty, the chain could not move at all, etc. so I tried to fix it but I didn’t 520 

succeed so then I decided to sign up for Swapfiets. 521 

 522 

Researcher: I am curious about that, did you try to fix it yourself or you brought it to a 523 

bike shop to get it fixed? 524 
 525 

P3: I tried to fix it myself, basically because it was a super cheap bike so I didn’t hat to invest 526 

money on getting it fixed. So, that is why I started using Swapfiets and I feel like it is a quite 527 

smart service. You pay a decent amount of money, it is not too much, and then you don’t have 528 

to worry about all these little things you have to when you have your own bike. 529 

 530 
Researcher: Why do you think you chose Swapfiets instead of other companies that rent 531 

bikes, for example Donkey Republic? Have you heard about that company? 532 

 533 

P3: Yes, I have. Well I prefer the fact that I can use it when I want to use it. I feel like the bike is 534 

mine, I can park it wherever I want, whenever I want and I am sure, when I want to take it again 535 

my bike is going to be there. So I didn’t really consider Donkey Republic as an option. 536 

 537 

Researcher: You said before you have owned a bike before, does it have any relation with 538 

you choosing Swapfiets? 539 

 540 

P3: Yes, as I mentioned before, I could not fix my own bike by myself and it would have been 541 
expensive to bring it somewhere and get it fixed, that is why I decided to use Swapfiets so I 542 

don´t have to care about reparation costs.  543 

 544 

Researcher: Can you think about a good experience you’ve had with the company? 545 

 546 

P3: Well, the only time I have needed them was to change my bell because it got broken. And 547 

they did great (laughs). I can’t really think about any other good experience. 548 

 549 

Researcher: What about a bad experience? 550 

 551 

P3: I haven’t have any bad experience with the company or the bike at all. 552 

 553 
Researcher: Good. How would you feel if you lost your bike or got it stolen? 554 

 555 

P3: It will suck, mainly because I would have to pay some amount of money to the company. 556 

 557 

Researcher: Do you think you will feel the same if it was your own bike? 558 

 559 
P3: Probably not, I would feel worse if I lost my bike. If my Swapfiets bike get stolen, I would 560 

pay the amount of money and that is all, it would be like “my way of fixing the problem”, but I 561 

would feel there is nothing I can do if someone steals my bike, if that makes sense. 562 

 563 



 

104 
 

 
 

Researcher: Yeah, I understand what you mean. Also, do you talk about Swapfiets with 564 

people around you?  565 

 566 

P3: Yes, usually I get a lot of questions about “why I am renting a bike if I have already my own 567 

one”. Specially from Danish people. 568 
 569 

Researcher: Has it happened online or offline? 570 

 571 

P3: Mainly offline, like in person.  572 

 573 

Researcher: Do you feel a part of a community when you use Swapfiets? 574 
 575 

P3: Not as such. I mean, it is usually fun to give a compliment to someone who is riding the 576 

same brand, like “oh, what a nice bike you have”, haha, but apart from that, it is not that I feel a 577 

great community feeling with Swapfiets. 578 

 579 

Researcher: Do you believe that this way of consumption, like leasing a bike from 580 

Swapfiets, have some kind of social or environmental impact?  581 

 582 

P3: Well, there is definitely an impact, but it is not something I have consciously thought about. 583 

 584 

Researcher: So, those facts did not affect your decision? 585 
 586 

P3: No, not really. 587 

 588 

Researcher: Do you feel any connection with the brand or are you just interested in the 589 

functionality and benefits it provides you with? 590 

 591 

P3: I would say that functionality of the product and the service are the most important facts that 592 

motivate me to use Swapfiets. For instance, if I could get the same from another company for a 593 

cheaper price, I would definitely start using the other company. 594 

 595 

Researcher: Do you personally believe there is a stigma associated to leasing, renting or 596 

sharing instead of owning something? 597 
 598 

P3: As I said before, I often get some comments, especially from Danish friends saying why 599 

don’t I just fix my bike instead of leasing one. But when I explain to them my reasons, the benefits 600 

and the pricing, they kind of understand me. So I don’t think there is a stigma associated to 601 

leasing a bike. 602 

 603 
Are you planning to stick to Swapfiets for a long time? 604 

 605 

P3: I think at some point I will get myself my own bike, but it’s not going to happen any time 606 

soon, I think.  607 



 

105 
 

 
 

 608 

Researcher: Do you think living in a Danish Culture and being Danish has had something to do 609 

with your decision of using Swapfiets? 610 

 611 

P3: I don’t think so. To give you an example, my friends and family, who are mostly Danish, 612 
almost always own their own bikes, and this is what I see around me. So, I don’t think Danish 613 

culture has something to do with my decision. And actually, I found out and eventually signed 614 

up with the company because my international friends told me about it. 615 

 616 

Researcher: Okay I think that might be all from my side. Is there something you would like to 617 

add or talk about? 618 
 619 

P3: I don’t think so. 620 

 621 

Researcher: Okay, then thank you very much and have a good day! 622 

 623 

Participant 4 (P4) 624 

Researcher’s introduction of the topic, the purpose of the study, expectations from the 625 
respondent, process of the interview and request for consent. All of this trying to create a friendly 626 

environment that encourage the respondent to answer naturally to the questions exposed. 627 

 628 

• Introduction of the respondent: age, gender, occupation, nationality, time s/he has been 629 

living in Denmark, time s/he is planning to stay in Denmark. 630 

 631 

Age: 24 632 

 633 

Gender: female 634 

 635 

Occupation: graduate student at CBS, currently finishing my master’s thesis, working part time. 636 

 637 

Nationality: Dutch 638 

 639 

Living in Denmark: since August 2018. A bit more than one year and a half. 640 

 641 

Planning to stay in Denmark: It depends on the job opportunities, but I would like to stay here 642 

and apply for jobs here after I graduate. 643 

 644 

Researcher: So my first question is how do you feel about the popularity of cycling as a 645 

mean of transport in Denmark? 646 

 647 

P4: I think it is really popular and a lot of people are cycling and not just to workout but also to 648 

move from one place to another. Ehm… I do come from the Netherlands and cycling, I would 649 

say, is even more popular in there. 650 

 651 
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Researcher: Is there something you would change? 652 

 653 

P4: Can it be related to infrastructure? 654 

 655 

Researcher: Yes, of course! 656 
 657 

P4: Well, I think it is very annoying when you, for example step out of the bus and step on the 658 

cycle lane, like it is dangerous for both cyclists and bus passengers, so I would change that. But 659 

in general I think the cycle lanes are okay.  660 

Also, I feel people should be, not scared of cycling, but cautious, for example by wearing 661 

helmets. I feel like they are not really secure when they cycle. 662 
 663 

Researcher: Can you think of some differences you find in comparison to your country? 664 

 665 

P4: I think in Copenhagen the infrastructure are really high quality but still in Netherlands, for 666 

example, the lanes are a bit more organized and separated. Copenhagen is a bit more chaotic 667 

in terms of bike lanes. I also feel like, in the Netherlands, people care more about the other 668 

cyclists, so they double check before stopping and try to be aware of what is going on around 669 

them while cycling. 670 

 671 

Researcher: Okay, how do you feel about other means of transportation? Do you use 672 

public transport? 673 
 674 

P4: I think the public transport in Copenhagen is fine. I use it quite often because I live in Amager, 675 

so if I have to go to CBS, for example, I take the metro because it is a bit far. However, I use the 676 

bike when the distances are shorter.  677 

 678 

Researcher: How often do you cycle? You can maybe tell me how many kilometers per 679 

day you usually do – just like if we weren’t in quarantine at the moment. 680 

 681 

P4: Maybe like 4 days a week, because I cycle to work and I also cycle, for example to the gym 682 

or to visit my friends… usually to places that are relatively close. And I cycle in order to go to 683 

places, I don’t usually cycle for leisure. 684 

 685 
Researcher: Okay, perfect! So now I am going to ask you some questions about 686 

Swapfiets. So, what do you think, in general, about using companies like Swapfiets? I 687 

assume you are probably familiar with similar companies from the Netherlands. 688 

 689 

P4: I think it is a good business model. However, I can use it with my bike but I don’t think I 690 

would use it for everything. There are some things I don’t wanna rent. 691 
 692 

Researcher: Okay, interesting! We will ccome back to this topic later. Let’s continue. How 693 

do you feel about the popularity of these new ways of consumption – like sharing, renting, 694 

leasing? 695 
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 696 

P4: I think, they are very popular. Or maybe, not very popular yet, but they are getting there. I 697 

think it is definitely a trend and people are not just using it with bikes. With the whole 698 

sustainability and circular economy thing, people are, for example, renting clothes and there are 699 

apps for that.  700 
 701 

Researcher: Do you feel that your consumptions habits have changed towards these new 702 

ways of consumption in the last few years? 703 

 704 

P4: No, not really. 705 

 706 
Researcher: Do you also rent other products? 707 

 708 

P4: No, at the moment I just use Swapfiets.  709 

 710 

Researcher: What about using AirBnB, for example? 711 

 712 

P4: Ah, yes! I have actually used it. I think it is very nice. There are some kind of “risks” you are 713 

taking, but at the same time it is so convenient to rent a place, for example, when you are 714 

traveling. 715 

 716 

Researcher: Okay, and what do you think about renting clothes? 717 
 718 

P4: I don’t think I like the idea. It is hard to say “I am never gonna use it” but for me, I just really 719 

enjoy, not just buying clothes, but also owning them. I know it sounds so girly. Of course, if you 720 

have a very special night, like a gala dinner and you don’t wanna buy a dress for that because 721 

you know you only gonna wear it once, then I would consider it. But then it is more about the 722 

occasion but not because I wanna use, or lease, or rent clothes. I also think that, if I really like 723 

something, I wanna keep it. 724 

 725 

Researcher: Maybe this is a bit difficult to answer, but why do you think that is different 726 

from leasing a bike? 727 

 728 

P4: I think it is a bit more personal. For instance, I bike second hand clothes sometimes and, to 729 
me, the feeling of knowing someone else has worn it before is not so nice. I don’t know, it can 730 

be super new, and it doesn’t have to be that bad, but it is about the feeling that you know you 731 

are wearing someone else’s clothes, especially if you don’t know that person. Also, I see bike 732 

more like a sort of an utility, it is different from clothes. 733 

 734 

 735 
Researcher: Okay, going back to Swapfiets, why did you choose it instead of buying your 736 

own bike? 737 

 738 
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P4: I actually have my own bike here also. When I first came here, I bought a really cheap bike 739 

and I didn’t really like it. It is working but it’s not a very nice bike. So I was a bit unhappy with it, 740 

and I thought “I wanna have a good bike” but also, I don’t wanna spend a lot of money in it cause 741 

I didn’t have a lot of money. So I thought, “okay, I can use Swapfiets and I know, eventually, I 742 

might end up paying more, but it is just a bit of money every month and not a big amount of 743 
money that I had to pay at once”. Then, I started using Swapfiets and decided to keep my other 744 

bike in case people were visiting me so they could us it.  745 

Basically I use Swapfiets because it was just the cheapest option for me and I knew I was going 746 

to get a good quality bike and also, when it breaks down, get stolen or anything, I could just get 747 

a new one. So, I thought “okay, it is easy and if, at some point, I decided to stay here for longer 748 

time, I will just cancel the subscription and get myself a new bike”. 749 
 750 

Researcher: Are you familiar with companies like Donkey Republic? 751 

 752 

P4: I’ve actually heard of it, but I don’t know exactly how it works. 753 

 754 

Researcher: Okay, so with Donkey Republic you can rent your bike for either short or 755 

long term. If you do it long term, you are able to keep the bike for maximum 12 hours, 756 

then you have to leave it at an specific spot and come and pick it up again when you need 757 

it. Yhe short term option, allows you to use the bike per hour. How would you feel about 758 

using Donkey Republic? 759 

 760 
P4: I think, I’d prefer Swapfiets. Because I can just leave my bike where I want and I can just 761 

have it at my own place. And I would feel more like I own that bike. Also you might need the bike 762 

one day and then find out there are not enough, so you don’t have access to it or you have to 763 

go to another place to find another bike. I think it is a bit more inconvenient.  764 

 765 

Researcher: Can you think of some good and bad experience with Swapfiets? 766 

 767 

P4: I don’t think I’ve had any bad experience, the opposite. For example, when I got my bike 768 

someone from the company brought it to me – he was reeeeally nice, we had a conversation 769 

and he explained everything to me - and after that I haven’t really been in contact with them. I 770 

don’t have a negative experience and the times I have had contact with them, they’ve been 771 

really nice.  772 
Also, I can think of one time, because it is an automatic payment, I didn’t have money in my 773 

bank account, or something like that happened, and they sent me an email being really nice and 774 

just telling me something was wrong with my payment. I think it is nice that they didn’t send like 775 

a mad email, for example. 776 

 777 

Researcher: Okay, cool, so have you used their service some time? 778 
 779 

P4: No, not really. Just once, when my lights weren’t working. 780 

 781 

Researcher: For how long have you been using Swapfiets? 782 
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 783 

P4: I think, I’ve been using it for around one year. 784 

 785 

Researcher: And how do you think you will feel if your bike got stolen or lost? 786 

 787 
P4: I wouldn’t really care that much… I think I would just call them and tell them what happened 788 

and they will help me then. I know I would have to pay some amount of money but I don’t think 789 

it is a big deal. 790 

 791 

Researcher: And what about if it was your own bike? Do you think you will feel different? 792 

 793 
P4: Yes, that would suck. Because it will take longer to find another bike, so it is more time, 794 

effort and money, maybe. 795 

 796 

Researcher: How responsible you feel for your bike and how important is your bike for 797 

you? I mean your Swapfiets bike. 798 

 799 

P4: I do feel responsible for it and I take care of it as if it was own bike. I just act the same way 800 

as if it was completely mine, if that makes sense. And about how important is to me, I mean, it 801 

is one of my means of transport so I feel kind of attach to it. 802 

 803 

Researcher: Do you usually talk about Swapfiets with people around you? 804 
 805 

P4: Yes, for example with a friend to whom I recommended to use Swapfiets. But apart from 806 

recommendations, it is not that I talk a lot about Swapfiets. 807 

 808 

Researcher: And have you do it in person or you usually share things about Swapfiets in 809 

Social Media? 810 

 811 

P4: No, it is mainly offline and it is also not the central topic of a conversation. Just something 812 

that comes up. 813 

 814 

Researcher: Do you feel like a part of a community when using Swapfiets? 815 

 816 
P4: No, not really. 817 

 818 

Researcher: Do you think using Swapfiets have some kind of social or environmental 819 

impact? 820 

P4: Maybe if people would otherwise use their cars, then I can see there is definitely an 821 

environmental impact, however I see it at something more general. Not just leasing, but also 822 
renting or buying a bike, if they don’t do it, they’ll probably use their cars and that has an impact 823 

on the environment, of course. 824 

 825 
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Researcher: Okay, also, do you feel some kind of connection with the brand or you are 826 

just interested in its service and product? 827 

 828 

P4: I mean, I feel some kind of connection, but that is more because of my nationality. You know 829 

that the company is Dutch so I usually feel really happy to explain to people about the company, 830 
because it is not that popular yet here in Denmark, but it is reeeeally popular in the Netherlands.  831 

I also think that is also partly why I am using it here, because I am Dutch. A proud Dutch, haha. 832 

 833 

Researcher: What about the Danish culture, do you think it has had some impact in your 834 

decision of using Swapfiets? 835 

 836 
P4: Not the Danish culture, I don’t think so. 837 

 838 

Researcher: So, would you use Swapfiets in the Netherlands? 839 

 840 

P4: No, haha, I have my own bike there. 841 

 842 

Researcher: Okay, I am going to go back to the topic of leasing and owning, do you think 843 

there is a stigma associated to leasing instead of owing things? 844 

 845 

P4: I don’t think so, because for example with cars, when someone leases a car, they get it from 846 

the company or through the company and I think it is a good thing, I don’t see there is a stigma 847 
associated to that. I think leasing a bike is a little bit more uncommon but I also don´t see that 848 

as a bad thing. So, in general, I don’t think there is a stigma. 849 

 850 

Researcher: And what about housing? If you wanted to stay in a country for a long time, 851 

would you prefer to buy or to rent a house? 852 

 853 

P4: I would prefer to own it, but it is more related with money, because I would rather to buy it 854 

and not leasing and then feel like I lost the money, in some way. But that is more difficult, 855 

because you would need to ask for a loan and all that stuff, so for a lot of people it is not possible 856 

to just buy it, so renting it is a good thing you can do. But yeah, I would prefer to buy my own 857 

house at some point in the future. 858 

 859 
Researcher: Okay, I think that should be it. Do you have any question or is there 860 

something you would like to talk about? 861 

 862 

P4: No, I think I am fine. 863 

 864 

Researcher: Lovely! Than thank you very much for your time.  865 
 866 

 867 

Participant 5 (P5) 868 
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Researcher’s introduction of the topic, the purpose of the study, expectations from the 869 

respondent, process of the interview and request for consent. All of this trying to create a friendly 870 

environment that encourage the respondent to answer naturally to the questions exposed. 871 

 872 

• Introduction of the respondent: age, gender, occupation, nationality, time s/he has been 873 
living in Denmark, time s/he is planning to stay in Denmark. 874 

 875 

Age: 23 876 

 877 

Gender: female 878 

 879 
Occupation: graduate student at CBS, currently finishing my master’s thesis, working part time. 880 

 881 

Nationality: Dutch (but originally from Pakistan) 882 

 883 

Living in Denmark: since August 2018. A bit more than one year and a half. 884 

 885 
Planning to stay in Denmark: I am probably moving away soon. Maybe after I graduate I might 886 

move back home but I am still not sure. 887 

 888 

Researcher: Okay, so I am going to start asking you some questions about cycling in Denmark 889 

and your opinion regarding some topics. 890 

 891 
P5: Okay! 892 

 893 

Researcher: So, how do you feel about the popularity of cycling as a mean of transport 894 

in Denmark? 895 

P5: I think it is really convenient. As I told you before, I am Dutch, so I am used to it, I* have 896 

spent my whole life going around with my bike, so for me it is very natural and an easy way to 897 
transport myself from A to B. I think it is very nice, especially in Denmark, where they have nice 898 

routes and they try to make them accessible for bikes, not just for cars or buses, which I didn’t 899 

know it was something happening outside of the Netherlands. 900 

 901 

Researcher: Is there something you would change? 902 

 903 
P5: Actually, I like it better how it is here compared to back home. Biking in Amsterdam, where 904 

I am from, is very, very different than in here in the sense that people actually stick to the rules 905 

here and the paths are way more nicely made for the bikes. I believe they really thought, when 906 

they designed the city, how to include the bikes. 907 

 908 

Researcher: I wanted to ask you if you also use other means of transportation in 909 

Copenhagen. 910 

 911 
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P5: I use public transport, but not that often. I try to avoid it as I really like cycling and it is my 912 

way to get some exercise done. Furthermore, public transportation can become really 913 

expensive, so I try to avoid them as much as possible. 914 

 915 

Researcher: And what about walking? 916 
 917 

P5: I don’t like walking, haha. Even if something is like 50 meters from where I am, I would take 918 

my bike instead of walking. 919 

 920 

Researcher: How often do you use your bike and with which purpose? In normal 921 

circumstances. 922 
 923 

P5: I would bike every day, quite long distances, actually, either to go to university or work. I 924 

reckon I cycle at least 10km per day in a normal week. 925 

 926 

Researcher: Now I am going to ask you some questions about Swapfiets, okay? 927 

 928 

P5: Perfect! 929 

 930 

Researcher: So, what do you think about using companies like Swapfiets? 931 

 932 

P5: I think it is really nice, since they give you the option of using a product that you won’t 933 
necessarily have the means to buy for yourself, for example. Also with sharing cars I think it is 934 

an easy way to be able to have a car for a short period of time and then, you put it back and it 935 

is out of your control again, like, you don’t possess it, so it is a way to “own something, but not-936 

owning it”.  937 

For example, I had a bike before, but I wanted a better one, and Swapfiets was an option to get 938 

a nice bike for quite little money. 939 

 940 

Researcher: About these new ways of consumption like sharing, renting or leasing, do 941 

you feel like your consumption habits have changed in the last few years? 942 

 943 

P5: Yeah, I never did that before, like, I never even considered it, because Swapfiets was, for 944 

example, already introduced in the Netherlands few years ago and my friend was working for 945 
them and she said like “why don’t you get a bike from Swapfiets?” and I wasn like “why would I 946 

need one? I already have a nice bike”. But then, when I came here, I actually saw how practical 947 

and convenient they are, so yeah, my consumption pattern has definitely changed in that way. 948 

Same goes, for example with doing sharing or renting cars, I have been using it more often, also 949 

because it has become really easy for me. I don’t know why, but I feel it is much easier to rent 950 

vehicles than it was before. 951 
 952 

Researcher: How about renting clothes or shoes, have you ever done that? 953 

 954 

P5: Uhm…no. 955 
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 956 

Researcher: What do you think about it? 957 

 958 

P5: I don’t hate the idea or anything, it is just that I don’t see the need for it. I think I would only 959 

feel the need for renting clothes, for example, if I have a special event to go to, like a wedding, 960 
that you would need a dress that you would only wear once. Otherwise, I don’t see the need for, 961 

like, renting a jacket or a t-shirt, I’d rather buying something that goes with me for few years... 962 

 963 

Researcher: Why did you choose to use Swapfiets instead of buying a bike? 964 

 965 

P5: I already have a bike… 966 
 967 

Researcher: Oh, sorry, I thought you didn’t have it anymore. 968 

 969 

P5: No, that is okay! The thing is that I had to repair my bikes so many times before and the 970 

costs were just adding up and at one point, like two months ago, the chain fell off and I thought 971 

“I’m, not going to invest more money in this bike. Specially because I might move away again 972 

soon and it doesn’t really make sense for me to put money into a bike that I am not going to 973 

keep” and I thought about getting a Swapfiets instead. Because if it breaks or something, their 974 

repair service is so good. I am not assuming that it is going to break but in case it happens, I 975 

don’t have to additionally spend more money. So, that was basically why I got it!  976 

I also thought about using Donkey bikes, for example, which is also like a bike sharing service, 977 
but, because it is not your own bike, every time you take it, you have to leave it somewhere, but 978 

then someone else can take it and you have to look for a new one, and so on, and so on… So 979 

that concepts was just too much hassle. I prefer to rely on my bike and not having to share it 980 

with hundreds of people. 981 

 982 

Researcher: You said you have started using Swapfiets, recently, right?? 983 

 984 

P5: Yeah, I think around January, so a couple of months. 985 

 986 

Researcher: Great! During these months, have you had any good or bad experience with 987 

the company? 988 

 989 
P5: Uhmmm…good experience would be how easy and quickly it is to get a bike. One day I 990 

decided I wanted to get a Swapfiets and ordered one online, something went actually wrong 991 

while ordering (I ordered two by mistake, haha) and they called me that same evening just to 992 

double check that I wanted to order two bikes and I told them I probably made a mistake and I 993 

didn’t want two bikes. So, they just changed my order and were so nice to me. And the next day 994 

I had my bike with me. 995 
I haven’t really had any bad experience. 996 

 997 

Researcher: How would you feel if you lose your bike or get it stolen? 998 

 999 
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P5: That would be really bad, because I know they have this policy and I have to pay, I think, 1000 

something like 450 DKK, I don’t remember exactly. That would be bad. But also these things 1001 

happen... I mean, it can happen to your bike or to a bike you are leasing. 1002 

 1003 

Researcher: Do you think you would feel different if it was your own bike? 1004 
 1005 

P5: Yes, in a way that I can’t resell it anymore because someone actually stole it. With Swapfiets, 1006 

I would have to pay a fee and I would get a new one and when I finish using it I will just return it 1007 

and then it is all good again. 1008 

It also depends, because the bike I own it is not really a good one, so I wouldn’t mind so much 1009 

if someone stole it, but if I had a very nice bike and it got stolen, then I would be mad. 1010 
 1011 

Researcher: How responsible do you feel for your Swapfiets bike? 1012 

 1013 

P5: I definitely take a lot of care of it. 1014 

 1015 

Researcher: Do you think you take more care than if it was your own bike? 1016 

 1017 

P5: Well, not necessarily more care, but I always make sure I double lock this one all the time, 1018 

it doesn’t matter if am just parking it for 2 minutes, I always do it, because, at the end, it is not 1019 

my own bike. Like it is mine, but not really mine. I don’t know how to explain it… I have this thing 1020 

in my head that reminds me I have to return it at some point and I can lose it. Whereas if it is my 1021 
own bike, I would kind of be more relaxed about it. 1022 

 1023 

Researcher: Have you talked about Swapfiets with people? 1024 

 1025 

P5: Yeah, definitely. 1026 

 1027 

Researcher: What have you talked about? 1028 

 1029 

P5: For example, asking others about their experiences with the company and 1030 

recommendations. Because I heard about it and I actually knew about the company, but I never 1031 

got a bike from them before.  1032 

When I came here, a lot of exchange students where using them because it was very convenient 1033 
and easy way to get an stable bike for few months and then return it. They didn’t have to buy or 1034 

sell one. It was really simple for them! So I asked some people about how it worked, and what I 1035 

had to do, and all of that. 1036 

 1037 

Researcher: Do you share things about Swapfiets in Social Media? 1038 

 1039 
P5: Yeah, maybe on Instagram or Instagram Stories, but not like I am tagging the company or 1040 

something, but I post pictures or videos where I am biking around. 1041 

 1042 

Researcher: By using Swapfiets, do you feel like a part of a community? 1043 
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 1044 

P5: Not necessarily, like a part of a community but I do kind of… I don’t know, there is something 1045 

that you are like “oh yeah, I have one of those with the blue tier too…”. 1046 

For example, when I told my parents I was renting a bike they were like “why are you renting 1047 

one?”, then I told them it was one of those with the blue tier from Swapfiets and because they 1048 
knew the company they kind of understood why I was renting that bike and they thought it was 1049 

actually cool because the bikes look really nice.  1050 

I do associate having a Swapfiets bike with having a nice bike but it is not like feel like part of a 1051 

community. 1052 

 1053 

Researcher: Would you like to be able to personalize your bike or are you happy with the 1054 
same standardized bike for everybody? 1055 

 1056 

P5: Yeah, maybe if they had an option like “girls version” and “guys version”. I was used to the 1057 

city bike and getting one that it is a bit more like a “guys version” was a bit hard to get used to, 1058 

but otherwise, I don’t mind. I think they look very nice and chick. Also stylish, I would say. 1059 

 1060 

Researcher: Going back to the consumption topic, do you personally believe there is a 1061 

stigma associated to leasing, renting or sharing instead of owning things? 1062 

P5: Before, I used to think that people leasing or renting didn’t really care about their money, 1063 

like, they are investing in something they don’t own yet. But yeah, that was my perception before. 1064 

I still kind of feel like that, but I am investing in a bike right now and I will have to give it back at 1065 
some point and that’s it, my money is gone! 1066 

Same goes with renting a house or renting clothes, for example, just spending money on 1067 

something you are not owning in the end. So, for me it was kind of like a negative thing, like a 1068 

waste of money. But now, I do see the benefit and convenience of it. 1069 

 1070 

Researcher: Do you think these ways of consumption have some kind of social or 1071 

environmental impact? 1072 

 1073 

P5: Yeah, definitely environmental, I would say. Because the same product is getting used way 1074 

more. For example, with car sharing, you can have your own car and use it once a week and 1075 

spend the rest of the week in the garage, whereas if I am sharing a car with, for example, 1076 

Drivenow, the same car is going to be used while I don’t need it by other people, therefore, there 1077 
is more use out of just one car, which is definitely better for the environment.  1078 

Same goes for clothes renting, where one piece of clothes is worn by multiple people while I 1079 

might just buy that piece of clothes and wear it once and never again. There is definitely a big 1080 

environmental impact. 1081 

About social impact, I feel like it shows to other that you care about the environment, so again, 1082 

the social will have to do with the environmental.  1083 
 1084 

Researcher: Do you think those facts had to do something with your decision of using 1085 

Swapfiets? 1086 

 1087 
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P5: For me, no, not directly, at least. For me, it was just more about convenience, I just needed 1088 

a bike that wouldn’t break every two weeks.  1089 

 1090 

Researcher: And do you think that living in a Danish culture has something to do with 1091 

your decision of using Swapfiets? 1092 
 1093 

P5: I don’t think so, I would have done it also back home if I didn’t have my own bike there. But 1094 

then again, I am from the Netherlands so I feel like the culture regarding bike renting can be 1095 

very similar. 1096 

 1097 

Researcher: Okay, perfect! If you planned to stay in Denmark for longer time, would you 1098 
still use Swapfiets? 1099 

 1100 

P5: I am not sure, I might actually invest in a bike, because then I would re-sell it and get the 1101 

money back at some point. So, I think that I am renting a bike also because I have the idea that 1102 

I am not going to be here for a long time. If I knew I was going to stay here for, at least, another 1103 

year, I would have invested in a new bike. 1104 

Researcher: I forgot one question, do you feel any connection with the brand or you are 1105 

just interested in the benefits you get? 1106 

P5: Well, yes, I feel connected with the brand because it is originally Dutch. It is maybe a very 1107 

basic thought but it does remind me the Dutch culture and how easy going everything is and, 1108 

yeah, I think the brand does a bit more to me than any other brand.  1109 
 1110 

Researcher: Okay, so is there something out you want to talk about? 1111 

 1112 

P5: No, I think I am fine, you asked really interesting questions. 1113 

 1114 

Researcher: Thank you!  1115 

 1116 

 1117 

Participant 6 (P6) 1118 

Researcher’s introduction of the topic, the purpose of the study, expectations from the 1119 

respondent, process of the interview and request for consent. All of this trying to create a friendly 1120 

environment that encourage the respondent to answer naturally to the questions exposed. 1121 

 1122 

• Introduction of the respondent: age, gender, occupation, nationality, time s/he has been 1123 

living in Denmark, time s/he is planning to stay in Denmark. 1124 

 1125 
Age: 22 1126 

 1127 

Gender: Female 1128 

 1129 
Occupation: Graduate student at CBS – on her first year – and working part time 1130 

 1131 
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Nationality: Portugal 1132 

 1133 

Living in Denmark: since August 2019 (8 months) 1134 

 1135 

Planning to stay in Denmark: Planning to go for exchange in Costa Rica for a semester and then 1136 
come back to write her thesis and looking for a job here afterwards. 1137 

 1138 

Researcher: Okay, now I am going to start asking you some questions about cycling in 1139 

Denamrk and your opinion regarding some topics. So, how do you feel about the 1140 

popularity of cycling as a mean of transport in Denmark? 1141 

 1142 
P6: I think it is the most used one. I personally only use bike and avoid using, for example public 1143 

transport because it is a bit expensive and, since I am already paying for my bike, I prefer to use 1144 

it as much as possible. 1145 

I think it is really nice that here in Denmark you can go everywhere with your bike and it is 1146 

basically so fast and all the roads and streets are prepared for us to cycle. 1147 

 1148 

Researcher: Is there something you would change? For example, in terms of rules or 1149 

infrastructures. 1150 

 1151 

P6: I think I would change the rules for scooters going on the same path, because I feel a bit 1152 

unsafe sometimes. They just appear and go supper fast and if you don’t notice them and go 1153 
slightly to your left, it can be dangerous. I think that is the main thing I would change. 1154 

 1155 

Researcher: Okay, perfect. Also, how is it in your country? 1156 

 1157 

P6: Well, I am from Lisbon and it is impossible to cycle within the city, because it is full of ups 1158 

and downs. We do have some bike paths nowadays, but it is impossible to go around the city 1159 

just using bike as a mean of transportation. It is really tough and also it is not prepared for that. 1160 

 1161 

Researcher: You said before you try to avoid public transportation, what about walking 1162 

or using a car? 1163 

P6: I barely walk. I always use my bike and when it is necessary because the place I am going 1164 

to is too far, I use train or metro. I never take bus, haha, I hate it! I also live near the center, my 1165 
work and uni, so it is not so often that I go somewhere far away. 1166 

 1167 

Researcher: Can I ask you how often you cycle and with which purpose? In normal 1168 

circumstances. 1169 

 1170 

P6: I cycle every day to go to university and work. They are usually short trips, because, as I 1171 
told you, I live near school and work. I think, in average, I do around 10km per day. 1172 

 1173 

Researcher: Do you use it to work out or for leisure? 1174 

 1175 
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P6: I don’t really use it to work out, but sometimes I just use my bike to go around the city and 1176 

explore it… you know, just going for a ride, especially when the weather is nice. 1177 

 1178 

Researcher: Now, I am going to ask you some questions about using Swapfiets. First of 1179 

all, for how long have you used it? 1180 
 1181 

P6: Since September, when I arrived. 1182 

 1183 

Researcher: What do you think about using companies like Swapfiets- to rent and lease 1184 

things? 1185 

 1186 
P6: I think it always depends on if it is long-term or short-term solution. I usually like it but I prefer 1187 

to be autonomous an prefer to have my own bike. However, here in Denmark my experience 1188 

wasn’t so good, because I had a bike, it broke and then it was super expensive to get it fixed. I 1189 

also heard about people stealing bikes. So, I thought maybe I could get rid of the expenses of 1190 

fixing a bike by renting it and have some security if it gets stolen. But I usually try to be 1191 

autonomous and completely own my things. 1192 

 1193 

Researcher: Do you think your consumption habits have changed in the last few years 1194 

towards leasing or renting- for example clothes, bike, cars? 1195 

 1196 

P6: I don’t do it very often, right now I am just doing it with Swapfiets. I think, for example, sharing 1197 
clothes is a really nice idea, it is a way to reduce consumption and the use of resources to 1198 

produce clothes and that’s good for the environment. 1199 

 1200 

Researcher: Have you ever done it (renting clothes)? 1201 

 1202 

P6: No, but I also never buy clothes, really. 1203 

 1204 

Researcher: Do you think you would ever do it? 1205 

 1206 

P6: Yeah, I think for special occasions. For example, if I need a dress for a wedding or something 1207 

like that, instead of buying something that I am only going to wear once, I would think of renting 1208 

it. 1209 
 1210 

Researcher: How do you think renting clothes is different from renting a bike? 1211 

 1212 

P6: I feel like, I am long term, if there is something I am going to use every day I prefer to buy it 1213 

and if I don’t use it anymore I can always sell it – so I am a bit cost-oriented. 1214 

 1215 
Researcher: The next question is why you chose using Swapfiets instead of buying a 1216 

bike, but you said you already had a bike. Can you tell me a little bit about that? 1217 

 1218 
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P6: Yeah, I had a bike a friend gave me, then I got this problem and I had to fix it and it was 1219 

really expensive. Then a friend told me about Swapfiets and I thought it was actually good to 1220 

not having to worry about the money I was going to spend in fixing my bike, especially if I got a 1221 

second-hand bike, since the chances of getting it broken were obviously higher. 1222 

Researcher: What about other companies like Donkey Republic? 1223 
P6: I heard about Donkey Republic before but as I told you before I want to have autonomy and 1224 

I don’t like the fact that you have to park the bike in a specific place and then come back and 1225 

there might not be a bike for you to use after. Maybe I can use it once, if I find myself without a 1226 

bike and I really need one, then I could use it, but I wouldn’t use it regularly. I prefer to have my 1227 

bike always with me when I need it. 1228 

 1229 
Researcher: Do you believe there is a social stigma associated to leasing/renting or 1230 

sharing instead of owning? 1231 

 1232 

P6: Maybe for some people. For example, with clothes, if they are renting something they might 1233 

feel a bit undervalued, but I don’t personally agree with that. But I am pretty sure there are 1234 

people who might feel a bit ashamed of saying the clothes they are wearing are rented, because 1235 

it might mean that they don’t have the money to buy a new “something”. I don’t see it from that 1236 

point of view at all, though. 1237 

 1238 

Researcher: Okay, that is interesting. If you stay here after graduating, would you think 1239 

about buying a bike? 1240 
 1241 

P6: I think I would probably buy one. 1242 

 1243 

Researcher: Why? 1244 

 1245 

P6: Because in long term, I think I would save money by buying it. 1246 

 1247 

Researcher: Can you think of a good and bad experience with Swapfiets? 1248 

 1249 

P6: I am really satisfied with them so far. Every time I’ve had some kind of problem or doubts, 1250 

they were very helpful and always super nice on the phone. Also, they got my bike changed 1251 

once and everything was super fast. They came to my place and changed it, for free. So yeah, 1252 
I am quite happy. The only negative thing I would say is that the bikes are a bit fragile, but, apart 1253 

from that, everything is great. 1254 

 1255 

Researcher: How would you feel if your bike got lost or stolen? 1256 

 1257 

P6: I would feel terrible, because it costs money, like, I would have to pay to the company, 1258 
so…In the beginning it was a huge concern for me, but now everybody told me that nobody 1259 

steals Swapfiets bikes, usually. So yeah, I am more relaxed now, but still never forget to lock it 1260 

and make sure I keep an eye on it. Let’s say I am cautious because I know otherwise, I would 1261 

have to pay extra money. 1262 
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 1263 

Researcher: Do you think you would feel different if it was your own bike? 1264 

 1265 

P6: Ehm…I think I would feel very bad in both situations. Maybe with my own bike I would feel 1266 

like I am losing something which is more personal, so I would be, maybe, a little bit more sad. 1267 
However, I feel like I care more about having to pay that amount of money and the economic 1268 

cost would be heavier than the “emotional cost”, haha. 1269 

 1270 

Researcher: Another question is, how responsible you feel for your Swapfiets bike and if 1271 

you feel it would be different if it was your own one. 1272 

 1273 
P6: I think I am super careful with the bike and it doesn’t matter if it is Swapfiets’ or my own bike, 1274 

I would be responsible with both in both situations. 1275 

 1276 

Researcher: Do you usually talk about Swapfiets with people around you? 1277 

 1278 

P6: Yes, of course! For example, I had some friends that were constantly having troubles with 1279 

their own bikes so I recommended them to use Swapfiets. I talked about how easy it was and 1280 

how happy I was with the company and the bike. I actually convinced two people to start using 1281 

it, haha. 1282 

 1283 

Researcher: Would you like to be able to personalize the bike? 1284 
 1285 

P6: Yes, I would love to be able to change the color, haha. I’ve got this gray-green weird color 1286 

one, and I was hoping, the last time they changed the bike, I was going to get another color. I 1287 

don’t know, one of the navy blue or black ones…but I think the color goes with the size. So sad... 1288 

 1289 

Researcher: So, would you like to be able to, for example change the color of the bike? 1290 

Or what else would you change if you could personalize it? 1291 

 1292 

P6: Being able to choose the color would be great. And apart from that, I would say adding 1293 

baskets, but they already introduced that option recently, although you have to pay extra money 1294 

– like 15kr/month extra - to get the basket. So, I am just using the green “Arla Basket”, haha. 1295 

That is real personalization. 1296 
 1297 

Researcher: Do you feel a part of a community? 1298 

 1299 

P6: Kind of… because every time I see someone on a Swapfiets bike I am smiling to him/her. 1300 

They have the same bike, so I feel some kind of connections. It is like when you are wearing 1301 

something and your friend shows up with the same t-shirt.  1302 
 1303 

Researcher: Do you think using companies like Swapfiets has some environmental or 1304 

social impact? 1305 

 1306 
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P6: Yes, of course! In a way that when someone does not need the bike anymore and ends the 1307 

subscription, another person can start using the same bike, which at the end of its life as a 1308 

product can be used by several persons. That means, there is less useless production which 1309 

means less impact on the environment.  1310 

 1311 
Researcher: Do you think that fact had anything to do with your decision of using 1312 

Swapfiets? 1313 

 1314 

P6: Uhm…. no. Actually, in my case, it was just for convenience. 1315 

 1316 

Researcher: Do you feel some connection with the brand or you are just interested in the 1317 
functionality the company offers? 1318 

 1319 

P6: I think it is more about the service itself, but also, because I am really happy with the service, 1320 

I also feel some kind of connection, I even promote them, quite a lot haha. 1321 

 1322 

Researcher: Do you think that living in a Danish Culture has had anything to do with your 1323 

decision of leasing a bike?  1324 

 1325 

P6: I mean, using a bike, in general, has something to do with the Danish culture, but not 1326 

particularly the decision of leasing it. 1327 

 1328 
Researcher: Would you also lease a bike in your country? 1329 

 1330 

P6: Well, I wouldn’t because I already have my motorbike. 1331 

 1332 

Researcher: Okay, I think we are done. Is there something you would like to mention, ask 1333 

or talk about? 1334 

 1335 

P6: Not that I can remember now. 1336 

 1337 

Researcher: Okay! I think that should be it! So, thank you very much! 1338 

 1339 

 1340 

Participant 7 (P7) 1341 

Reseracher’s introduction of the topic, the purpose of the study, expectations from the 1342 

respondent, process of the interview and request for consent. All of this trying to create a friendly 1343 

environment that encourage the respondent to answer naturally to the questions exposed. 1344 

 1345 

• Introduction of the respondent: age, gender, occupation, nationality, time s/he has been 1346 

living in Denmark, time s/he is planning to stay in Denmark. 1347 

 1348 

Age: 24 1349 

 1350 



 

122 
 

 
 

Gender: Male 1351 

 1352 

Occupation: Graduated at CBS last summer and right now working as E-commerce Manager. 1353 

 1354 

Nationality: Uzbekistan  1355 
 1356 

Living in Denmark: from September 2017 (more than 2 years and a half) 1357 

 1358 

Planning to stay in Denmark: Not sure about how long he will stay here but probably couple of 1359 

more years. 1360 

 1361 
Researcher: Okay, perfect! Now I am going to start asking you some questions about 1362 

cycling in Denamrk and your opinion regarding some topics. So, how do you feel about 1363 

the popularity of cycling as a mean of transport in Denmark? 1364 

 1365 

P7: It seems like it is the most popular type of transportation here. I mean, Copenhagen is 1366 

considered one of the most bike friendly cities in the world, competing with Amsterdam. Ahm…to 1367 

me, it is the most important type of transportation. All my friends and everybody I know use 1368 

bikes. 1369 

 1370 

Researcher: And how do you like cycling? 1371 

 1372 
P7: I love it! I love the flexibility of it, the fact that you can bike around the city any time. I feel it 1373 

is way better than having to wait for a bus or taking the metro. You can just hop on your bike 1374 

and just ride. I really like it! 1375 

 1376 

Researcher: Okay! Is there something you would change? 1377 

 1378 

P7: I don’t have anything on top of my mind at the moment, It seems like Copenhagen has 1379 

everything covered in terms of infrastructure, so I can’t think of anything that could be improved 1380 

really. 1381 

 1382 

Researcher: How is it in your country? 1383 

 1384 
P7: Well, it is not popular at all. There are very, very few people who ride bikes, since there isn’t 1385 

infrastructure, like separated lanes for bikes, so, it is not popular at all. 1386 

 1387 

Researcher: How do you feel about using other means of transport? 1388 

 1389 

P7: I mean, I really don’t like buses. It feels like it takes so much time to get to places. I think 1390 
subway is fine, a bit better than a bus, but very expensive. However, I like the train! Train system 1391 

here covers the whole greater Copenhagen area pretty well and you can get everywhere and 1392 

also bring your bike with you without paying extra money. 1393 
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About walking, I try to take a walk every now and then but not really useful for me as a mean of 1394 

transportation.  1395 

 1396 

Researcher: How often do you cycle? 1397 

 1398 
P7: Every day, basically, when I go to work or meet friends… 1399 

 1400 

Researcher: Do you use your bike for leisure also? Or to work out? 1401 

 1402 

P7: No, I don’t use it for leisure at all. Either to work out, because I usually prefer running. 1403 

 1404 
Researcher: In normal circumstances, how many kilometers you cycle in average in a 1405 

normal day? 1406 

 1407 

P7: I think I would do between 20 and 25 km per day. 1408 

 1409 

Researcher: Nice! Now I am going to ask you some questions about using Swapfiets. 1410 

First of all, for how long have you used it? 1411 

 1412 

P7: Since December last year. 1413 

 1414 

Researcher: What do you think about using companies like Swapfiets- to rent and lease 1415 
things? 1416 

 1417 

P7: Ahm… I think it is pretty cool, I mean, the whole sharing economy being so flexible and not 1418 

having to own something to use it. I think It is very convenient and I like the idea. 1419 

 1420 

Researcher: Do you think your consumption habits have changed in the last few years 1421 

towards leasing or renting- for example clothes, bike, cars? 1422 

 1423 

P7: Yeah, definitely. It definitely makes so much sense to me to rent something rather than 1424 

owning it, especially for staff that you don’t use that often or that requires too much maintenance. 1425 

It is rather easier to rent things and it is more convenient than spending money to buy or maintain 1426 

it…and so on. I feel that having that point of view means that I’ve already change the way I see 1427 
consumption. 1428 

 1429 

Researcher: Have you ever rented clothes, for example? 1430 

 1431 

P7: Nope. 1432 

 1433 
Researcher: How do you feel about it? Would you consider doing it? 1434 

 1435 

P7: Yeah, why not! I don’t know any popular service that does it, but, for example, let’s say there 1436 

is a wedding of my friend and I usually don’t wear suits but have to get a nice one for his wedding 1437 
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and don’t want to spend that much money for something I am just gonna use once, I would 1438 

definitely rent it. If the service is good. 1439 

 1440 

Researcher: Do you think renting clothes is different from renting a bike? And in that 1441 

case, what are the differences? 1442 
 1443 

P7: Yes, I think so. In the case of Swapfiets, for example, I like that I don’t have to spend money 1444 

on maintaining of fixing my bike, however, for clothes, you don’t need to maintain them in that 1445 

way…so… I think that would be the main diffenrence. 1446 

 1447 

Researcher: Have you owned a bike before? 1448 
 1449 

P7: Yes! But I was spending a lot of money on fixing it and kinda broke all the time. 1450 

 1451 

Researcher: Is that why you decided to use Swapfiets? 1452 

 1453 

P7: Yes, that is one of the reasons. The other reason is that I was checking their webpage and 1454 

they had a discount at that time for membership – like 25% off for six months – and that, on top 1455 

of the student discount I had, was pretty cheap. I am paying around 110 DKK per month until 1456 

June or July. 1457 

 1458 

Researcher: When you started considering renting a bike, did you think about Donkey 1459 
Republic? 1460 

 1461 

P7: No, not at all. I think in terms of convenience and how the bikes looked, I thought Swapfiets 1462 

was way a better option. I don’t think I would use Donkey as a long-term renting solution, but 1463 

rather spontaneous. Say, I don’t have my bike and I need to get somewhere, then I would use 1464 

Donkey just for the ride. 1465 

 1466 

Researcher: Would you still use Swapfiets after these 6 months of discount finish? 1467 

 1468 

P7: I am not sure yet. I might stick to them or just fix my bike again. Maybe not afte the six 1469 

months, but at some point, as the bike is something really important to me and that I use every 1470 

day, I would like to get myself a nice one, like a racing bike. And invest some money on it. Maybe 1471 
then I would also start using it for leisure, like, on weekends, going on trips and staff like that. I 1472 

think Swapfiets is good as a city bike but, not really as good for, let’s say, working out or going 1473 

on road trips. 1474 

 1475 

Researcher: Can you think about a good and a bad experience you’ve had with the 1476 

company? 1477 
 1478 

P7: I mean, I haven’t really had any bad experience since I started using it in December. 1479 

Whenever I had problems, I always came to the shop and they fixed it or changed it. So I can’t 1480 
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really say there is a bad experience. I think the service is always pretty good and people are 1481 

nice and helpful. 1482 

 1483 

Researcher: How would you feel if your bike got stolen or you lost it? 1484 

 1485 
P7:  Uhmmm…. I mean, it will not feel good, haha. But the feeling would definitely be better than 1486 

if I lost my own bike. Because, if you lost it, you pay 400DKK to Swapfiets and they just give you 1487 

a new bike, so…in terms of that, I would say it is better to have Swapfiets. Because if your bike 1488 

gets stolen, you are kind of losing your own assets. 1489 

 1490 

Researcher: Okay, and how responsible do you feel for your Swapfiets bike? Do you think 1491 
you would feel the same about your own bike? 1492 

 1493 

P7:  I think I would be a bit more careful if it was my own bike. I think. 1494 

 1495 

Researcher: Have you talked with people around you about Swapfiets? 1496 

 1497 

P7: Yeah, yeah, definitely. I have few friends that use it as well. 1498 

 1499 

Researcher: What do you usually talk about? 1500 

 1501 

P7: We usually talk about how convenient it is not having to fix it yourself or spending money on 1502 
maintaining it…or also, how comfortable it is. 1503 

 1504 

Researcher: Okay, do you think there is something you would change about the bike to 1505 

make it more personal? 1506 

 1507 

P7: Uhm…I don’t really care about that. I don’t mind about how it looks or to make it look more 1508 

personal. I would put a basket on all of them, but I heard they are already doing it, for 15 more 1509 

DKK a month. 1510 

 1511 

Researcher: Do you feel like a part of a community? 1512 

 1513 

P7: No, actually, not at all. I don’t have a feeling of being part of a community. 1514 
Researcher: Do you believe using Swapfiets have some social or environmental impact? 1515 

 1516 

P7: Yes, definitely. In terms of environmental impact, if people start owning less stuff, there is 1517 

definitely gonna be less waste, for example, which is positive for the environment. About social 1518 

impact, uhm…not really sure. 1519 

 1520 
Researcher: Do you think that those facts have something to do with your decision of 1521 

using Swapfiets? 1522 

 1523 

P7: Uhm…no. That was not part of my decision.  1524 
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 1525 

Researcher: Do you feel some connection with the brand or you are just interested in the 1526 

benefits they offer? 1527 

 1528 

P7: Yeah, I don’t really care about the brand. It is more a practical and utilitarian thing. I mean, 1529 
as I said, having a convenient and good looking bike is important, but it is not about the brand. 1530 

 1531 

Researcher: Okay, do you believe there is some social stigma associated to leasing, 1532 

renting or sharing instead of owning things? 1533 

 1534 

P7: No, I don’t think so. At least, I didn’t experience it with anybody, at least not in a negative 1535 
way. 1536 

 1537 

Researcher: Also, do you think that living in Denmark has something to do with you 1538 

leasing a bike? 1539 

 1540 

P7: Not that much with leasing but with using a bike in general and I would not say it is related 1541 

to the culture, but to the infrastructures the country offers, since cycling is more convenient than 1542 

any other mean of transport here. It just makes sense to cycle here. Deciding to lease the bike 1543 

was just related to the fact that I didn’t want to spend more money fixing my old bike, basically. 1544 

 1545 

Researcher: I think we are done. Is there something you would like to mention or talk 1546 
about? 1547 

 1548 

P7: Not much, I just wanted to mention the fact that by using Swapfiets, you get a good quality 1549 

bike and that was also part of my decision. 1550 

 1551 

Researcher: Great! Thank you very much for your time :D 1552 

 1553 

Participant 8 (P8) 1554 

Reseracher’s introduction of the topic, the purpose of the study, expectations from the 1555 

respondent, process of the interview and request for consent. All of this trying to create a friendly 1556 

environment that encourage the respondent to answer naturally to the questions exposed. 1557 

 1558 

• Introduction of the respondent: age, gender, occupation, nationality, time s/he has been 1559 

living in Denmark, time s/he is planning to stay in Denmark. 1560 

 1561 

Age: 24 1562 

 1563 

Nationality: Italy 1564 

 1565 

Gender: Male 1566 

 1567 

Occupation: Master Student and part time intern 1568 
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 1569 

Time in Denmark: since August 2019 1570 

 1571 

Time s/he has planned to stay in Denmark for: Planning to graduate by September and then find 1572 

a job to stay here. 1573 
 1574 

Researcher: Okay, perfect! Now I am going to start asking you some questions about 1575 

cycling in Denamrk and your opinion regarding some topics. So, how do you feel about 1576 

the popularity of cycling as a mean of transport in Denmark? 1577 

 1578 

P8: When I first came here, I kind of expected that biking was going to be a big thing here and 1579 
I really wanted to experience that, basically because I found cycling very relaxing and I love it.  1580 

I used to do it when I was back in Milan too, but the infrastructures are not really good there. 1581 

Here, it is just so cool that you can go everywhere by bike and I really like the fact that weather 1582 

conditions don’t really stop people to use their bikes. 1583 

 1584 

Researcher: Is there something you would change? 1585 

 1586 

P8: I can’t think of anything right now. I feel like people are respectful when cycling, and bikes 1587 

kind of have priority on the roads… I don’t think I would change anything! 1588 

 1589 

Researcher: Could you tell me a bit about how it is in your country? 1590 
 1591 

P8: Yes! So, biking in Italy is a thing, it is not as popular as in the Nordic countries, but we do 1592 

bike. The thing is, when I cycle there, it is to go to the park or to just “go for a ride”, but I don’t 1593 

see, for example, me or my friends using our bikes to commute. That is maybe because we 1594 

don’t have so many cycling routes. They are, however, working on building more routes, but I 1595 

would still say people don’t use it as a mean of transport but more as “leisure” thing. I also feel 1596 

that people there are more weather dependent, and that is something it doesn’t happen here. 1597 

 1598 

Researcher: Do you also use other means of transportation here in Copenhagen? 1599 

 1600 

P8: Yes! So… I take the metro and the train quite often. To go to work I always use train and 1601 

metro, because my workplace is quite far. I also use them when it is raining or too cold – yeah, 1602 
I am still weather dependent. For the rest of the things, I use my bike. 1603 

 1604 

Researcher: How many kilometers do you reckon you do in average per day? 1605 

 1606 

P8: On average, I would say around 5 km per day.  1607 

 1608 
Researcher: Do you also use your bike for leisure or work out? 1609 

 1610 

P8: Yes, I also do it for leisure. I like to take my bike and explore the city. I prefer doing that by 1611 

bike than just walking. I really enjoy that, especially if I am on my own. 1612 



 

128 
 

 
 

 1613 

 1614 

Researcher: Okay, nice! Now I am going to ask you some questions about Swapfiets. The 1615 

first one is for how long you have used it. 1616 

 1617 
P8: Since September. It was the first bike I got when I moved here and I am still using the same. 1618 

 1619 

Researcher: What do you think about using companies like Swapfiets where you can 1620 

lease, rent or share things? 1621 

 1622 

P8: I find them really convenient because you can do a long-term lease of your bike but it 1623 
becomes yours, like, it is your bike and at the same time you have all the advantages about the 1624 

maintenance, assistance and so on. Also, at the beginning they had this promotion where you 1625 

got some discount on the monthly fee for few months, only 100 DKK. 1626 

 1627 

Researcher: Do you feel like your consumption habits have changed towards these new 1628 

ways of consumption? 1629 

 1630 

P8: I come from a country where we don’t have this kind of bike leasing companies, so it has 1631 

been the first time I’ve seen this concept of sharing economy applied to bikes. I think I am not 1632 

very used to see it applied to so many things but living here helps you adapting more to these 1633 

types of technologies and economies. I think it is before you see they are more valuable here 1634 
and they are as good as any other mechanism, so, you see the advantages, and gradually adapt 1635 

to them.  1636 

Researcher: So, do you think living in a Danish culture has had something to do with your 1637 

decision of leasing? 1638 

 1639 

P8: Yes, because I think they are open to these new systems, and since they are open, they 1640 

also try to make them work efficiently and easily. For example, with the Swapfiets case, I 1641 

thought, at the beginning that we were just a bunch of young students using their bikes, but I 1642 

actually see a lot of older people - like 40-50 years old – which means that they most likely used 1643 

to have a bike before but they just got sick of having to repair it or something and they just chose 1644 

Swapfiets to do the maintenance. So, they are adapting themselves and using these new 1645 

systems. 1646 
 1647 

Researcher: Do you feel like there is some kind of social stigma associated to leasing 1648 

instead of owning? 1649 

 1650 

P8: Uhm I don’t really see the stigma, to be honest. I think that, depending on which culture you 1651 

come from, you might think that leasing or renting is something that young people, rather than 1652 
older ones, would do or prefer. So, in my opinion, the stigma would be in associating just certain 1653 

age segment with this kind of consumption. 1654 

 1655 

Researcher: What about renting clothes? What do you think about that? 1656 
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 1657 

P8: So, I understand, and I personally get myself clothes from vintage stores. I know I am not 1658 

talking about sharing economy, but circular, because I re-use clothes, but sharing them or 1659 

renting them…I don’t know. I wouldn’t like it. It is weird, because I don’t mind to re-use things 1660 

that other people don’t wear anymore, but, for some reason, I don’t think renting something for 1661 
a period of time is my thing. 1662 

 1663 

Researcher: Why do you think your point of view from leasing a bike is different from 1664 

leasing clothes? 1665 

 1666 

P8: Well, I think it is because I find clothes way more personal, while I see my bike as a tool, 1667 
you know, like my method of transportation, but not like something personal. I feel emotionally 1668 

connected with some of my clothes, for example, but not with my bike. Also, if I want to choose 1669 

a pair of trainers or a t-shirt I put way more effort than, I don’t know, choosing the color of my 1670 

bike, for example. 1671 

 1672 

Researcher: Why did you choose Swapfiets instead of buying your own bike? 1673 

 1674 

P8: Well, I think it was because I found really easy and fast to find a bike that was ready to be 1675 

used. Also if you have some problem with your bike, it is very easy to get it repaired, just making 1676 

an appointment through the app and they come to your place to fix it. For me, that I am not very 1677 

familiar with “how to fix bikes” (haha), it was really practical to start using Swapfiets. 1678 
 1679 

Researcher: Did you maybe think about using other companies to rent your bike like 1680 

Donkey Republic, for example? 1681 

 1682 

P8: I perceived them to be useful for short to medium-term rather than long term.  1683 

I was user of Mobike back in Italy, which is similar to Donkey, but that was basically because, 1684 

as I told you before, I wasn’t using a bike on daily basis, so when I needed one, I would take 1685 

Mobike. However, I use my bike every day and I want to have it for a long time, so I don’t see 1686 

the point of using Donkey. Unless I have visitor, for example, they I would use it. 1687 

 1688 

Researcher: Can you tell me about a good and a bad experience with the company? 1689 

 1690 
P8: At the general level, I have a very positive experience with the company. Once I wanted to 1691 

change my credit card and texted them on Facebook and they were really fast, responsive and 1692 

helpful. Also, really nice and friendly staff I reckon. 1693 

In terms of bad experience, just to say something, the app is not working in my phone these 1694 

days and if something happened to my bike I would have more problems contacting them as 1695 

their store is closed due to Corona Virus. But I know they are aware of the problem and are 1696 
trying to fix it. So, nothing really to complain about, to be honest. 1697 

 1698 

Researcher: How would you feel if your bike got lost or stolen? 1699 

 1700 
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P8: So… I wouldn’t like it at all. I feel like after some months, it is not just a bike that you lease 1701 

or you rent, it is actually your bike. You put stickers on them, to make them difference from the 1702 

others and stuff... it kinda becomes yours. I would feel a bit hurt. 1703 

 1704 

Researcher: Do you think you would feel different if it was your own bike? 1705 
 1706 

P8: Not really, I would feel the same, because my Swapfiets bike is my bike, haha. 1707 

 1708 

Researcher: How responsible do you feel for your Swapfiets bike and do you think you 1709 

would feel the same if it was your own bike? 1710 

 1711 
P8: I don’t think I would treat my bike differently. For two reasons, one is that I consider my 1712 

Swapfiets’ bike my bike and the second is that, I don’t want to have issues with either my 1713 

Swapfiets bike or my own bike. Even if it is so easy to get your bike replaced or repaired with 1714 

Swapfiets, it still takes time and effort to do it, same if it is your own bike and you have to bring 1715 

it to a bike shop to get it fixed or get a new one.  1716 

 1717 

Researcher: Have you talked about Swapfiets with other people around you? 1718 

 1719 

P8: Yes, definitely, especially at the beginning of my stay. Mainly because I have a lot of 1720 

international friends who are also studying at CBS or live in my Dorm, where 90% of the people 1721 

use Swapfiets, hahaha. So it is kind of one student recommends it to the other and the other to 1722 
another and it goes like that. I feel like there is a really positive word of mouth about Swapfiets 1723 

around the student community. I always recommend it to people, especially if I see that they are 1724 

new here and are try to find a bike to move around the city. 1725 

 1726 

Researcher: Would you like to be able to personalize your bike? 1727 

 1728 

P8: Well, it would be nice if they had more colors, for example. Or if they gave you something 1729 

to distinguish your bike from the others, like stickers or something like that. 1730 

 1731 

Researcher: Do you feel like a part of a community? 1732 

 1733 

P8: I don’t feel like a part of a community, but I feel like a “blue tire” trend is being created around 1734 
the city. I feel like there are more and more users, and I contribute to increase this trend, but I 1735 

don’t see myself as a part of a community. 1736 

 1737 

Researcher: Do you believe that leasing your bike from Swapfiets has some kind of social 1738 

or environmental impact? 1739 

 1740 
P8: I think it is a good practice because when you don’t need your bike, you can give it back to 1741 

them and it would immediately serve another person. This happens slower with your own things, 1742 

for example, if you don’t need your bike anymore, you can sell it, give it to a friend or dispose it 1743 
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somewhere but I don’t find it that easy compare to the concept of Swapfiets. That, definitely, has 1744 

a positive environmental and social impact. 1745 

 1746 

Researcher: Do you think that has something to do with your decision of using 1747 

Swapfiets? 1748 
P8: No, but I think that is something you become aware of after you use Swapfiets. In my 1749 

opinion, before, you feel comfortable about using Swapfiets but you don’t think about the effects, 1750 

and after, you start to become aware about the impact of what you are doing. At least in my 1751 

experience. 1752 

 1753 

Researcher: Do you feel some kind of connection with the brand? 1754 
 1755 

P8: No, I don’t feel brand-connected. I am in some way connected to them because the ease of 1756 

use, but not, like, emotionally. 1757 

 1758 

Researcher: Would you use Swapfiets in your country? 1759 

 1760 

P8: Yes, definitely. Because companies like that would help increasing the use of bikes in my 1761 

country. 1762 

 1763 

Researcher: Also, if you stayed here for a long time, would you consider buying your own 1764 

bike or you would stick to Swapfiets? 1765 
P8: I think I would stick to Swapfiets, basically because the bike is super nice, it is going really 1766 

well and I get the repairing system also. So, I don’t see the point in buying a new one.  1767 

I also know, in a long-term perspective, if I own my bike I would save money, but at some point 1768 

I would also need to get it repaired, that means more costs, too. So, it makes perfect sense for 1769 

me to stay with Swapfiets. 1770 

 1771 

Researcher: Okay, cool! Is there something you would like to say or talk about? 1772 

 1773 

P8: No, not really! 1774 

 1775 

Researcher: Thank you then! Have a nice day!1776 
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Appendix 5 – Coding Tree 8 
 

 

 
8 Self-created figure 
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