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Abstract: This pilot study explores consumer adoption patterns of online rental services across six diverse
product categories, including furniture, home appliances, fashion apparel, IT devices, property, and pet
animals. Using a sample of 120 respondents, the research examines how demographic profiles, motivational
factors, awareness levels, and marketing strategies collectively influence adoption behavior. The survey
instrument demonstrated good internal consistency (Cronbach’s Alpha = 0.723), supporting reliability for
quantitative analysis. Key findings reveal that convenience, lifestyle flexibility, affordability, and access to
premium products are the strongest motivators for renting over ownership. Digital marketing strategies,
particularly social media campaigns and influencer endorsements, significantly enhance adoption (R’ =
0.945, p < 0.001). The study’s novelty lies in its cross-category analysis, integrating demographic,
motivational, and marketing determinants to provide a holistic view of online rental adoption in India. These
insights guide service providers to target young, educated, and tech-savvy consumers while designing
strategies that combine convenience, sustainability, and effective digital engagement.
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1. INTRODUCTION

The digital revolution [1] has significantly influenced consumer decision-making and
reshaped traditional consumption models [2], [3]. Among the emerging trends, online
rental services have gained prominence as a flexible alternative to ownership, offering
consumers temporary access to a broad range of products [4], [5] such as furniture, home
appliances, fashion accessories, IT devices, real estate, and even pet animals [6], [7]. This
shift aligns with modern urban lifestyles that emphasize convenience, affordability, and
sustainability, particularly among individuals who frequently relocate or prefer minimal
ownership burdens [8], [9].

Several factors drive the growing adoption of online rental platforms [10].
Affordability and convenience remain primary motivators, while lifestyle adaptability and
environmental awareness further contribute to the preference for renting over owning
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[11], [12]. Younger, digitally active consumers, influenced by targeted marketing
campaigns and social media endorsements, represent the largest user base for these
services [13]. Nevertheless, consumer behavior varies widely across demographic and
psychographic segments, making it essential to examine how these factors collectively
shape adoption intentions [14], [15].

Despite the expanding presence of rental platforms, empirical studies addressing the
underlying determinants of adoption across multiple product categories [16]-[19] remain
limited [4], [17]. Understanding these determinants can help businesses develop effective
marketing strategies [20], design user-friendly platforms, and cater to the evolving
expectations of diverse consumer groups [21].

This pilot study seeks to address these research gaps by analyzing how demographic
and psychographic factors, awareness, motivational drivers, and marketing initiatives
influence the adoption of online rental services in India. The findings aim to support
practitioners and policymakers in formulating data-driven strategies to promote
sustainable consumption, improve customer engagement, and strengthen the long-term
growth of the online rental ecosystem (Figure 1). The objectives of this study are centered
on understanding the multifaceted nature of consumer adoption of online rental services.
Specifically, the research aims to analyze how demographic and psychographic factors
shape consumers’ willingness to engage with rental platforms and to examine the extent
of awareness and generational differences influencing renting preferences across various
product categories. It further seeks to identify the key motivational factors that drive
consumers to choose renting over ownership, emphasizing aspects such as affordability,
convenience, and lifestyle compatibility. Additionally, the study evaluates the
effectiveness of marketing strategies employed by online rental service providers,
including the role of social media promotions, influencer marketing, and digital platform
design, in fostering greater adoption and customer retention.
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Figure 1. Research Plan: Exploring Consumer Adoption Patterns of Online Rental Services
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2. METHODOLOGY

The study adopted a descriptive research design to explore consumers’ awareness,
motivational influences, and behavioral intentions toward online rental services across
select product categories. The methodology followed a structured and systematic process
to ensure reliability and validity of the findings. A total of 120 respondents were selected
using a convenience sampling approach, encompassing diverse demographic profiles in
terms of age, gender, occupation, income, and education. The participants were chosen
based on their prior experience or awareness of online rental platforms.

A well-structured questionnaire was developed comprising multiple sections
addressing demographic details, psychographic variables, awareness levels, adoption
behavior, motivational factors, and perceptions of marketing strategies. Both closed-
ended and Likert-scale questions were used to quantify consumer opinions and
preferences. Before data collection, a pilot test was conducted with the same sample to
verify the reliability and clarity of the instrument. The Cronbach’s Alpha coefficient was
found to be 0.723, confirming good internal consistency among the items (Table 1). Table
1 confirms that the questionnaire used in this pilot study is statistically reliable, as the
Cronbach’s Alpha value exceeds 0.7, indicating good internal consistency among survey
items.

Table 1. Cronbach’s Alpha Reliability Statistics

Case Processing Summary

N %
Valid 120 100.0
Cases Excluded? 0 0
Total 120 100.0

a. List wise deletion based on all variables in the procedure.

Reliability Statistics

Cronbach's Alpha N of Items

723 83

Data were collected through online surveys distributed via social media, email, and
online consumer forums. Respondents were provided with clear instructions to ensure
complete and accurate responses. The collected data were analyzed using descriptive and
inferential statistics. Tools such as ANOVA, regression analysis, and t-tests were applied
to test the hypotheses and identify relationships between demographic variables,
awareness, motivational factors, and marketing influences. Ethical standards were
maintained by ensuring voluntary participation, anonymity, and confidentiality of all
respondents.

This methodology provided a reliable and valid framework for analyzing consumer
adoption of online rental services and laid the groundwork for a broader investigation in
future research.

3. RESULTS AND DISCUSSION
3.1. Reliability of Instrument

Volume 25, Issue 10, 2025 PAGE NO: 260



Journal For Basic Sciences ISSN NO : 1006-8341

The Cronbach’s Alpha value of 0.723 confirmed satisfactory internal consistency
of the questionnaire. All 120 responses were valid, ensuring complete and
dependable data for further analysis. This establishes that the survey items
consistently measured the intended constructs and were appropriate for quantitative
interpretation.

3.2. Demographic Insights

The respondent profile revealed that 58% were male and 42% female, indicating
fairly balanced participation. The largest age group comprised individuals between
21-30 years (39%), followed by 31-40 years (34%), signifying strong engagement
from young working professionals. Educationally, postgraduates formed the
majority (53%), showing a highly educated respondent base. Occupational data
showed that 33% were employed and 29% were students, indicating that both
professional and academic segments are active in renting. Most participants (43%)
had a monthly income between 325,001-350,000, representing the middle-income
group that forms the core market for online rentals. Most respondents were young
postgraduates from the middle-income group. This demographic composition
explains why flexibility and affordability strongly influence their renting behavior
(Table 2).

Table 2. Demographic Profile of Respondents (Summarized from 120 valid responses)

Percentage

Factor Category (%)
Gender Male 58 Female 42 100
Age (yrs) (<8§O (6),21-30 (39), 3140 (34), 41-50 (13),> 50 100
Education Ighgh School 8, UG 22, PG 53, Doctorate 11, Others 100
. Student 29, Employed 33, Self-employed 18,
Occupation Homemaker 11, Retired 9 100
Income <25k 27, 25-50k 43, 50-100k 17, > 100k 14 100
(X/month)

3.3. Awareness and Adoption

Table 3 shows that consumers are most aware of furniture and IT product rentals,
while fashion and property lead in actual adoption. This indicates that awareness
does not always translate directly into adoption behavior.

Table 3. Awareness and Adoption Levels of Online Rental Services

Product Category | Mean Awareness | Mean Adoption
Furniture 4.05 3.98
Home Appliances | 3.91 3.99
Fashion & Clothes | 3.68 4.12
IT Products 4.01 3.98
Property 3.98 4.08
Pet Animals 3.80 3.93

Consumers demonstrated high awareness of online rental services, particularly for
furniture (Mean = 4.05), IT products (Mean = 4.01), and property rentals (Mean =
3.98). Home appliances (Mean = 3.91) also reflected notable familiarity. However,
awareness for fashion (Mean = 3.68) and pet rentals (Mean = 3.80) was
comparatively lower, suggesting potential for market expansion in these segments.
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Online advertisements (37%) and social media platforms (31%) emerged as the
primary information sources, emphasizing the effectiveness of digital marketing
channels.

Adoption trends revealed that fashion and clothing (Mean = 4.12) and property
rentals (Mean = 4.08) are the most preferred categories. Furniture, IT products, and
home appliances followed closely, showing broad acceptance across diverse
categories. The high mean values across all items indicate growing confidence and
trust among consumers toward online renting platforms.

3.4. Motivational Factors

The highest-rated motivators relate to convenience and lifestyle mobility,
showing that people rent to stay flexible rather than to save money alone (Table 4).

Table 4. Key Motivational Factors Influencing Adoption

Motivation Factor Mean Value
Peace of mind in maintenance | 4.87
Frequent relocation/travel 4.85
Avoid long-term commitment | 4.71
Space constraints 4.58
Access to premium products | 4.48
Affordability 4.47
Trend following 4.38
Sustainability 4.03

Analysis of motivational factors highlighted that “peace of mind regarding
maintenance and servicing” (Mean = 4.87) and “frequent relocation or travel”
(Mean = 4.85) were the most significant reasons for adopting rental services. Other
strong motivators included avoidance of long-term commitment (Mean = 4.71),
affordability (Mean = 4.47), and space constraints (Mean = 4.58). Access to
premium or luxury products at affordable prices (Mean = 4.48) and trend-based
consumption (Mean = 4.38) also influenced renting decisions. Sustainability and
eco-friendliness (Mean = 4.03) emerged as secondary motivators, showing an
evolving environmental consciousness among consumers. These results clearly
establish that convenience, flexibility, and cost savings are the dominant drivers
behind rental adoption.

3.5. Marketing Influences

Table 5 indicates that digital visibility and influencer marketing are stronger
motivators than monetary rewards. A user-friendly app design also boosts
confidence in the platform.

Table 5. Marketing and Promotional Factors Affecting Adoption

Marketing Strategy Mean Value
Social Media Promotions | 4.41
Discounts & Offers 4.18
Free Trial/Flexible Plans | 4.03
Influencer Endorsements | 3.96
User Interface Quality 3.98
After-sales Service 3.86
Cashback/Reward Points | 3.41
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Among marketing factors, social media promotions recorded the highest influence
(Mean = 4.41), followed by discounts and offers (Mean = 4.18) and free trials or
flexible plans (Mean = 4.03). Influencer endorsements (Mean = 3.96) and user-
friendly digital interfaces (Mean = 3.98) were also found to significantly shape
adoption decisions. Cashback and reward points had relatively lesser impact (Mean
= 3.41), indicating that consumers prioritize trust, convenience, and user experience
over financial incentives.

Regression analysis confirmed that marketing strategies have a strong positive
correlation (R = 0.972, R? = 0.945) with consumer adoption. The high F-value
(208.200) and significance level (p < 0.05) validated the model’s effectiveness. The
analysis further showed that influencer marketing, digital usability, and after-sales
support significantly enhance consumer trust and long-term engagement.

3.6. Hypothesis Testing
Hypotheses for the Study:

= HI1: There 1is a significant relationship between demographic and
psychographic profiles and consumer adoption.

= H2: There is a significant generational difference in awareness and adoption
across product categories.

= H3: Motivation significantly influences consumer preference for renting over
ownership.

= H4: Marketing strategies of online rental providers have a significant impact
on adoption.

The ANOVA results revealed significant relationships between demographic
variables (age, gender, education, and occupation) and consumer adoption, while
income showed no significant impact. Regression testing confirmed that awareness
across product categories such as furniture, fashion, and pet rentals positively
influences adoption. The t-test results demonstrated that motivational factors like
cost-effectiveness, convenience, and flexibility significantly drive preference for
renting over ownership (p < 0.05 for all). The final regression model validated that
marketing strategies — particularly after-sales service, influencer promotion, and
digital experience — play a decisive role in consumer adoption.

ANOVA results show that age, education, and occupation significantly
influence adoption (p < 0.05), while income has minimal impact. This confirms that
adoption is shaped more by lifestyle and profession than by income level (Table 6).
The regression model in Figure 2 and Tables 7 prove a moderate positive link
between awareness and adoption, especially for furniture, fashion, and pet rentals.
Hence, raising awareness can directly enhance adoption.

Table 6. ANOVA Results for Demographic Factors (H1)

ANOVA
Mean .
Sum of Squares df Square F Sig.
Between 1.038 4 | 259
Groups
Gender Within 28287 115 | 246 1.055 | .038
Groups
Total 29.325 119
Age Between 1.603 4 401 386 | .018
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Groups
Within 119.322 115 | 1.038
Groups
Total 120.925 119
Between 2347 4 | 587
Educational Groups
Withi
Qualification Gr‘ou‘;‘s 101.645 115 | .84 | 664 |.018
Total 103.992 119
Between 11.055 4 | 2764
Groups
Occupation Within 179.070 115 | 1.557 1.775 | .039
Groups
Total 190.125 119
Between 2327 4 | 582
Groups
Income Within 113.640 115 | ogg | -389 | 055
Groups
Total 115.967 119
Awareness of Online Rented Services
4.10 4.05
4.01
4.00 3.98
3.91
3.90
3.80
3.80
270 3.68
3.60 I
3.50
Furniture Home Fashion & IT Products Property Pet Animals
Appliances Clothes
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Figure 2. Regression between (a) Awareness and (b) Adoption (H2) (R = 0.573, R2=0.328, p
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Adoption of Online Rented Services

Home
Appliances

Fashion & IT Products
Clothes

(b)

= 0.0179)

4.12
4.08
4.05
4.00 3.98 399 3.98
3.95 3.93
3.90
3.85
3.80

Property Pet Animals

Tables 7 (a) and (b). Regression Analysis between Awareness and Adoption (H2)

(a) Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 5737 328 .025 712

a. Predictors: (Constant), Awareness of Pet Animals, IT Products, Furniture, Property,
Fashion & Clothes, Home Appliances

(b) ANOVA?
Model Sum of Squares df Mean Square F Sig.
Regression 4.622 6 770 1.518 .0179°
1 | Residual 57.345 113 507
Total 61.967 119

a. Dependent Variable: Adoption of online rented home appliances

Home Appliances

b. Predictors: (Constant), Pet Animals, IT Products, Furniture, Property, Fashion & Clothes,

All motivational factors have mean values above 3.7, showing respondents
generally agree that these factors encourage renting over ownership (Table 8).

t-test results reveal very high ¢-values (above 27) with p = 0.000 for all variables,
confirming strong statistical significance. Therefore, the null hypothesis (Hos) is
rejected. This demonstrates that motivation significantly affects consumer adoption

Volume 25, Issue 10, 2025

PAGE NO: 265



Journal For Basic Sciences ISSN NO : 1006-8341

of online rental services. Factors such as cost-effectiveness, convenience, eco-
friendliness, flexibility, and access to luxury products are the strongest motivators
influencing preference for renting instead of owning.

Table 8. One-Sample Statistics for Motivational Factors

Motivating Factors N Mean | Std. Deviation | Std. Error Mean
Cost-effectiveness 120 | 3.98 | 1.233 0.113
Short-term need 120 | 3.75 | 0919 0.084
Flexibility 120 | 3.93 | 0.980 0.089
No maintenance hassle 120 | 4.08 | 0.780 0.071
Trial before purchase 120 | 3.98 | 1.233 0.113
Convenience of delivery/pickup | 120 | 3.73 1.472 0.134
Sustainable choice 120 | 4.00 | 0.935 0.085
Lack of storage space 120 | 3.80 | 1.082 0.099
Access to premium products 120 | 4.02 | 0.944 0.086
Frequent relocation/travel 120 | 3.95 | 0.995 0.091
Upgrading without ownership 120 | 4.27 1.136 0.104

Every motivational factor tested yielded p < 0.05, confirming that personal
convenience and flexibility are statistically significant motivators (Table 9). The
very high R? indicates that effective marketing — particularly after-sales support,
influencer promotions, and app usability — strongly predicts adoption behavior

(Figure 3).
Table 9. t-Test Results for Motivational Factors (H3) (Simplified from One-Sample t-Test
output)
Factor Mean Difference | t Sig. (2-tailed) | Inference
Cost-effectiveness 3.975 35.314 | 0.000 Significant
Flexibility 3.925 43.867 | 0.000 Significant
No Maintenance Hassle | 4.075 57.259 | 0.000 Significant

Marketing Strategies

5.00
4.00
“’O|||||I||I
2.00
1.00
0.00

\f’ ’b Q," %

O «ﬂ\ 0 \ \ ‘Q

l"70 é\t}’o‘} <<(Q’E’ ‘\\\) \S\ ‘S& Q/«“-‘ Q‘e:z; c:‘\:\d’., (:ba)(“@
(a)
Model Summary

Model | R R Square | Adjusted R Square Std. Error of the Estimate
1 .972% | .945 940 335

(b)
Figure 3. Regression of Marketing Strategies on Adoption (H4 )(R = 0.972, R2 = 0.945, F

Volume 25, Issue 10, 2025 PAGE NO: 266



Journal For Basic Sciences ISSN NO : 1006-8341

= 208.2, p < 0.001)

3.7. Discussion

The results collectively indicate that online rental adoption in India is driven by
practicality, affordability, and lifestyle compatibility rather than solely by income
levels. Young, educated, and tech-savvy consumers are most receptive to renting
due to their mobile lifestyles and preference for flexibility. Marketing through social
media and digital channels is highly effective, while long-term customer satisfaction
depends on post-rental service quality. The findings confirm that awareness,
motivation, and marketing collectively shape consumer behavior, supporting all
alternate hypotheses (H1-H4).

4. CONCLUSION

The pilot study demonstrates that consumer adoption of online rental services in
India is strongly influenced by convenience, flexibility, and affordability, rather
than solely by income levels. The 21-30-year age group emerged as the most active
segment, comprising 39% of respondents, followed by 31-40 years (34%),
indicating a preference among young working professionals for flexible
consumption models. Postgraduates formed 53% of the sample, highlighting that
higher education correlates with openness to renting.

Motivational factors such as peace of mind in maintenance (Mean = 4.87),
frequent relocation/travel (Mean = 4.85), avoidance of long-term commitment
(Mean = 4.71), and access to premium products (Mean = 4.48) were statistically
significant (p < 0.05) in influencing rental adoption. Awareness levels showed that
furniture (Mean = 4.05) and IT product rentals (Mean = 4.01) were highest, whereas
fashion (Mean = 3.68) and pet services (Mean = 3.80) indicated potential for
growth. Adoption trends revealed fashion (Mean = 4.12) and property rentals (Mean
= 4.08) leading in actual usage, confirming that awareness does not always directly
translate into adoption, necessitating targeted marketing.

Marketing strategies strongly impacted adoption, with social media promotions
(Mean = 4.41), discounts/offers (Mean = 4.18), and user-friendly interfaces (Mean =
3.98) being most influential. Regression analysis confirmed that marketing explains
94.5% of the variance in adoption behavior (R = 0.945, p < 0.001). Comparatively,
financial incentives like cashback had lesser influence (Mean = 3.41), highlighting
that trust, convenience, and digital experience are more decisive than monetary
rewards.

In summary, the study provides a comprehensive understanding of how
demographic factors, awareness, motivational drivers, and marketing strategies
interact to shape online rental adoption. Service providers are advised to prioritize
young, educated, middle-income consumers, enhance digital platforms, diversify
offerings, and employ targeted campaigns to maximize engagement. The findings
underscore the emerging relevance of rental-based consumption models and offer
actionable insights for businesses to strengthen their presence in the growing online
rental market.
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