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     ABSTRACT

Objective: this study aims to investigate the relationship between 
hierarchical personality traits and the intention to engage in collaborative 
consumption. Theoretical approach: to achieve this objective, the 
metatheoretical model of motivation and personality (3M model) 
was employed, offering a framework for segmenting personality traits 
hierarchically. Methods: the research is descriptive in nature, with data 
collected through a survey using scales adapted to the coworking context. 
Data analysis involved univariate and multivariate statistics, with structural 
equation modeling (SEM) used to test the hypothesized relationships. 
Results: the findings indicate that individuals exhibiting traits such as 
cost-saving, belief in the common good, social identity, and trust are more 
likely to express higher intentions to engage in collaborative consumption, 
particularly in coworking environments. Conclusions: understanding the 
personality traits of collaborative consumers can enhance segmentation 
strategies, benefiting communication and positioning efforts of companies 
targeting this market. Additionally, these findings contribute to the 
advancement of the state of the art on collaborative consumption behavior.
Keywords: personality; behaviour; consumers; marketing; collaborative 
consumption.

    RESUMO

Objetivo: este estudo visa investigar a relação entre traços hierárquicos 
de personalidade e a intenção de praticar o consumo colaborativo. 
Marco teórico: para alcançar esse objetivo, foi utilizado o modelo 
metateórico de motivação e personalidade (modelo 3M), que oferece uma 
estrutura para segmentar os traços de personalidade de forma hierárquica. 
Métodos: a pesquisa é de caráter descritivo, com coleta de dados 
realizada por meio de survey, utilizando escalas adaptadas ao contexto 
dos coworkings. A análise de dados envolveu estatísticas univariadas e 
multivariadas, com modelagem de equações estruturais (SEM) para testar 
as relações hipotéticas. Resultados: os resultados indicam que indivíduos 
que exibem manifestações dos traços de economia de custos, crença no 
bem comum e confiança expressam maior intenção de praticar o consumo 
colaborativo, especialmente em ambientes de coworking. Conclusões: a 
compreensão dos traços de personalidade dos consumidores colaborativos 
pode aprimorar a segmentação desse público, beneficiando estratégias de 
comunicação e posicionamento de empresas voltadas para esse mercado. 
Além disso, os achados contribuem para o avanço do estado da arte sobre o 
comportamento de consumo colaborativo. 
Palavras-chave: personalidade; comportamento; consumidores; marketing; 
consumo colaborativo.
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INTRODUCTIONINTRODUCTION

In recent years, the number of individuals willing to 
adopt collaborative consumption practices has increased 
significantly (Lucintel, 2025; Sun et al., 2024). Social, 
cultural, economic, and historical factors, including 
digital transformation, have drawn both academic and 
business attention to a deeper understanding of this form 
of consumption (Ianole-Călin et al., 2020; Kansal & 
Bhalla, 2023; Sun et al., 2024).

Research on collaborative consumption has 
explored psychological factors such as motivations, 
values, attitudes, and emotions (Bhalla & Kansal, 2025; 
Bulin et al., 2024; Chen et al., 2024; N. L. Kim & Jin, 
2019; E. Kim & Yoon, 2021; Mishra et al., 2023), yet 
there remains room for investigations into more nuanced 
aspects of users’ psychology, such as personality (Bhatt et 
al., 2024; Campos et al., 2023; Ruslan et al., 2020).

Personality emerges as an important element 
for understanding the antecedents of collaborative 
consumption intention, serving as a key construct for 
psychographic segmentation, especially when analyzed 
through traits (O’Leary et al., 2024; Schönherr & Thaler, 
2024; Tunçel & Özkan Tektaş, 2020; Vu et al., 2022). 
Research on personality traits in collaborative consumption 
includes sociability, openness, cosmopolitanism, and 
other Big Five traits applied to collaborative services 
(Ayob & Makhbul, 2020; Campos et al., 2023). 
However, the literature presents three limitations: (1) 
the absence of a widely accepted theoretical approach 
(Bhatt et al., 2024; Mowen, 2000; Najm, 2019); (2) the 
lack of a consolidated measurement tool (Bhatt et al., 
2024; Mowen, 2000; Najm, 2019);  and (3) the neglect 
of different motivational dimensions in the intention to 
engage in collaborative consumption (Kansal & Bhalla, 
2023; Pizzol et al., 2017). These aspects indicate that the 
phenomenon has not yet been fully explored, reinforcing 
the need for more in-depth studies.

Therefore, this study aims to expand the 
understanding of the motivational antecedents of 
collaborative consumption intention by examining 
the relationship between hierarchical personality traits 
through the Metatheoretical Model of Motivation and 
Personality (3M Model), proposed by Mowen (2000). 
Accordingly, this study seeks to answer the following 
research question: What is the relationship between the 
hierarchical personality traits of the 3M Model and the 
intention to engage in collaborative consumption?

To address this question, this study adopts a 
quantitative approach to data collection, using scales to 
measure personality traits and the different motivational 

dimensions of collaborative consumption intention. The 
research was conducted in the coworking context, with 
workspaces that, through sharing and collaboration, offer 
a model distinct from traditional ones (Demir & Lukes, 
2025; Sánchez-Vergara et al., 2024) and are considered 
authentic representations of collaborative consumption 
(Demir & Lukes, 2025; Medina & Krawulski, 2015).

Personality traits, which Mowen (2000) argues 
can predict purchasing behaviors, have both theoretical 
and managerial implications (Amarnath & Jaidev, 2023; 
Barrera-Verdugo & Ponce, 2020; Blair et al., 2022; 
Şahin & Gelmez, 2020; Yu et al., 2023). Theoretically, 
they help explain the relationship between personality 
and collaborative consumption intention, considering 
motivators such as cost savings, socio-environmental 
awareness, and trust (Kansal & Bhalla, 2023; Pizzol et 
al., 2017). From a managerial perspective, this analysis 
can support consumer segmentation, enabling more 
precise positioning of offerings related to collaborative 
consumption.

3M MODEL AND THE INTENTION TO ENGAGE 3M MODEL AND THE INTENTION TO ENGAGE 
IN COLLABORATIVE CONSUMPTIONIN COLLABORATIVE CONSUMPTION

To consolidate and disseminate a systematic 
approach to personality in consumer behavior, Mowen 
(2000) proposed the Metatheoretical Model of Motivation 
and Personality (3M), which presents a hierarchical 
segmentation of traits. In this model, personality is defined 
as “a hierarchically related set of intrapsychic constructs 
that exhibit consistency over time and that, in interaction 
with the context, influence individuals’ feelings, thoughts, 
and behaviors” (Mowen, 2000, p. 2).

Across four hierarchical levels, elemental, 
compound, situational, and surface traits respectively 
form a structure in which not every lower-level trait 
combines with all higher-level traits; only those that are 
conceptually compatible are related (Mowen, 2000). 
More recent studies continue to employ this structure 
to predict consumption behaviors, adapting it to digital, 
collaborative, or sustainable contexts (Bhatt et al., 2024; 
O’Leary et al., 2024; Schönherr & Thaler, 2024; Vu et al., 
2022).

At the first hierarchical level, elemental traits are 
defined as unidimensional characteristics that reflect 
relatively stable individual predispositions, yet are subject 
to variation as a function of the environment (Buss, 
1991; Mowen, 2000). These traits result from both 
genetic inheritance and early learning history and serve 
as fundamental bases for the formation of abstract values, 
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broadly influencing individuals’ feelings, thoughts, and 
behaviors (Mowen, 2000). In the original formulation of 
the 3M Model, Mowen (2000) identifies eight central 
elemental traits: (1) agreeableness, the need to express 
sympathy, solidarity, and kindness toward others; (2) 
openness to experience, the need to generate original ideas 
and find new solutions; (3) conscientiousness, the need 
for organization and efficiency; (4) emotional instability, 
a tendency toward emotionality and moodiness; (5) 
introversion, a tendency toward shyness and distrust; 
(6) need for arousal, the need for stimulation; (7) need 
for physical resources, the need to maintain and develop 
the body; and (8) need for material resources, the need 
to acquire and enjoy material goods. This study chose to 
exclude the variable need for physical resources, originally 
associated with the motivation to maintain and develop 
the body (Mowen, 2000). This exclusion is due to its low 
relevance to the study context of coworking, which is 
fundamentally supported by intangible resources such as 
collaboration, trust, and knowledge exchange (Demir & 
Lukes, 2025; Sánchez-Vergara et al., 2024).

At the second level of the hierarchy are compound 
traits, which result from the combination of elemental 
traits, cultural influences, learning processes, and personal 
life history (Mowen, 2000). Among the compound traits 
most relevant to this study, two stand out: (1) value 
perception and (2) altruism. Both play a central role in 
the intention to engage in collaborative consumption, 
as they reconcile the pursuit of individual interests with 
the well-being of the community and the environment 
through practices such as renting, exchanging, and lending 
enabled by digital platforms (Botsman & Rogers, 2011; L. 
Zhang et al., 2024; Say et al., 2021). Value perception 
is understood as a variable associated with the intention 
to achieve a better cost–benefit ratio in consumption 
contexts (Basso & Espartel, 2015; L. Zhang et al., 2024; 
Mowen, 2000). Altruism, in turn, reflects a pro-social 
and pro-environmental orientation, contrasting with 
individualistic and competitive tendencies (Ribeiro et al., 
2016; Say et al., 2021).

The third level of the 3M Model consists of 
situational traits, which emerge from specific contexts 
and express predispositions toward behaviors in concrete 
situations (Mowen, 2000). In this study, these traits are 
applied to identify motivational factors directly related 
to the intention to engage in collaborative consumption, 
organized into four dimensions: (1) cost savings, 
associated with the pursuit of access to goods and services 
at lower costs; (2) socio-environmental awareness, linked 
to the reduction of hyperconsumption and waste; (3) 
belief in the common good, related to mitigating the 
negative effects of traditional consumption; and (4) trust, 
associated both with the operational model of platforms 

and with the credibility attributed to users (Kansal & 
Bhalla, 2023; Pizzol et al., 2017).

The association between these four motivational 
dimensions and situational traits is consistent with 
three key characteristics of these traits: they correspond 
to predispositions directly related to general behavior; 
they are unidimensional and context-specific; and their 
measurement is applied to a specific situation (Buss, 1991; 
Mowen, 2000). The motivational dimensions proposed by 
Pizzol et al. (2017) and applied in recent studies (Kansal 
& Bhalla, 2023) align with these characteristics, given 
their nature as unidimensional predispositions manifested 
within the context of collaborative consumption. The 
dimensions of convenience and social identity were 
also excluded from the analysis, as research in the field 
indicates that such factors do not yield significant effects 
in the collaborative consumption of services (Lutz & 
Newlands, 2018; N. L. Kim & Jin, 2019).

At the final level, the intention to engage in 
collaborative consumption corresponds to a surface 
trait, as it refers to the individual’s actual behavior. These 
traits are considered predictive because they result from 
the combination of antecedent traits and personal goals, 
enabling the anticipation of behaviors (Mowen, 2000; 
Pizzol et al., 2017). By integrating elemental, compound, 
and situational traits with surface traits, the 3M Model 
offers a comprehensive and consistent approach, 
particularly useful for psychographic segmentation 
and for positioning products and brands grounded in 
consumers’ self-concept (Bhatt et al., 2024; O’Leary et 
al., 2024; Mowen, 2000; Schönherr & Thaler, 2024; Vu 
et al., 2022). In light of this model and considering the 
relationships between personality traits and behavior, the 
research hypotheses are presented next.

Study hypotheses

Value perception is a central construct in consumer 
behavior and can be defined as the individual’s cognitive–
affective evaluation of what is received versus what is 
given in a transaction (L. Zhang et al., 2024; Zeithaml, 
1988). The 3M Model has shown that value perception is 
negatively associated with the need for material resources 
and positively associated with conscientiousness, as well 
as having a significant relationship with agreeableness and 
the need for arousal (Harris & Mowen, 2001; Mowen, 
2000). In the context of collaborative consumption, 
this perception goes beyond economic benefits and also 
encompasses social, functional, environmental, and even 
symbolic dimensions (L. Zhang et al., 2024; Hamari et 
al., 2016).
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Agreeableness, one of the elemental traits of the 
3M Model, refers to the tendency to be cooperative, 
trustworthy, empathetic, and concerned with others. 
Individuals high in agreeableness value positive 
relationships and tend to engage more in prosocial 
behaviors (Basso & Espartel, 2015; Mowen, 2000; Vu et 
al., 2022). In the context of collaborative consumption, 
where interpersonal relationships, mutual trust, and 
collaborative exchanges are central (Chameroy et al., 2024; 
Hamari et al., 2016), agreeableness may enhance value 
perception through an appreciation for social experiences 
and a sense of community. Thus, the following hypothesis 
is proposed:

H1: Agreeableness (elemental trait) is positively 
associated with value perception (compound trait).

Conscientiousness is associated with self-discipline, 
responsibility, planning, and the pursuit of organization 
and efficiency. Conscientious individuals tend to value 
rational and structured practices, such as the efficient use 
of resources and system predictability (Basso & Espartel, 
2015; Mowen, 2000; Vu et al., 2022). In the context of 
collaborative consumption, these consumers may perceive 
value in aspects such as financial savings, sustainability, 
and the reliability provided by collaborative platforms 
(Chameroy et al., 2024; Möhlmann, 2015). Thus, the 
following hypothesis is proposed:

H2: Conscientiousness (elemental trait) is positively 
associated with value perception (compound trait).

The need for arousal, also referred to as novelty 
seeking or stimulation, reflects a predisposition toward new, 
engaging, and non-routine experiences (Basso & Espartel, 
2015; Mowen, 2000; Vu et al., 2022). Consumers with 
this trait tend to adopt innovations more quickly and to 
perceive greater value in alternative consumption models, 
such as collaborative consumption (Belk, 2014; Choi, 
2020). Collaborative consumption may be perceived as 
an innovative, dynamic, and socially stimulating practice, 
especially in peer-to-peer interactions (Sun et al., 2024), 
thereby increasing these consumers’ perception of value. 
Therefore, the following hypothesis is proposed:

H3: The need for arousal (elemental trait) is 
positively associated with value perception 
(compound trait).

The need for material resources, often associated 
with materialism, is characterized by the valuation of 
possessions as symbols of status, success, and happiness 
(Mowen, 2000; Pérez-Jara et al., 2021; Richins & Dawson, 
1992). Materialistic individuals tend to prefer traditional 
ownership models and may show resistance to access-

based consumption, such as collaborative consumption, as 
it does not fully satisfy their identity-related and symbolic 
motivations (Graul & Theotokis, 2024; Tussyadiah & 
Pesonen, 2016). Thus, it is expected that the higher the level 
of materialism, the lower the perceived value of collaborative 
practices. Based on this reasoning, the following hypothesis 
is proposed:

H4: The need for material resources (elemental 
trait) is negatively associated with value perception 
(compound trait).

Altruism has been highlighted as a personality 
trait associated with benevolent and prosocial behaviors 
(Gouveia et al., 2021; Ribeiro et al., 2016; Say et al., 
2021). C. Zhang et al. (2017) suggest that altruism 
involves the pursuit of mutual benefits through supporting 
others, transcending purely self-interested motives. 
Previous studies indicate that altruistic individuals often 
exhibit high sociability and that this characteristic can 
predict prosocial behaviors (Krebs, 1970; Say et al., 2021). 
In the context of collaborative consumption, C. Zhang 
et al. (2017) and Say et al. (2021) further emphasize the 
importance of sociability as a relevant antecedent.

Individuals high in agreeableness are also described 
as more willing to cooperate and help others, which aligns 
directly with altruistic behavior. Several empirical studies 
confirm a positive association between agreeableness and 
prosocial behavior (Basso & Espartel, 2015; Mowen, 
2000; Vu et al., 2022), including helping attitudes in 
collaborative and community contexts (Carlo et al., 2005; 
Say et al., 2021). In this sense, the following hypothesis is 
proposed:

H5: Agreeableness (elemental trait) is positively 
associated with altruism (compound trait).

Openness to experience is a personality trait that 
encompasses intellectual curiosity, imagination, tolerance 
for ambiguity, and receptiveness to new ideas, values, 
and experiences (Basso & Espartel, 2015; Mowen, 2000; 
Vu et al., 2022). Individuals high in openness tend to 
exhibit greater cognitive flexibility and a willingness to 
explore diverse perspectives, making them more inclined 
to question egocentric norms in favor of collective and 
collaborative practices (McCrae, 1996; Mowen, 2000). 
In the context of collaborative consumption, this trait 
may foster altruistic attitudes by promoting a greater 
appreciation for cooperation, socio-environmental 
awareness, and ideals such as distributive justice and the 
common good (Say et al., 2021). Empirical evidence 
also indicates that openness to experience is a relevant 
predictor of the adoption and valuation of sharing-based 
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services (Tunçel & Özkan Tektaş, 2020). Based on this, 
the following hypothesis is proposed:

H6: Openness to experience (elemental trait) is 
positively associated with altruism (compound 
trait).

Conversely, emotional instability and introversion 
are associated with behaviors of isolation and distrust 
(Leong et al., 2017; Schmidt, 2022). Emotional instability 
is characterized by anxiety, irritability, impulsivity, and 
difficulty coping with stress (Basso & Espartel, 2015; 
Mowen, 2000; Vu et al., 2022). Research indicates 
that high levels of emotional instability are negatively 
associated with prosocial behaviors, as such individuals 
tend to focus more on their own negative emotions and 
perceived threats than on the needs of others. In the 
context of collaborative consumption, this tendency may 
translate into a lower willingness to cooperate and help 
others, thereby undermining altruistic behaviors (Caprara 
et al., 2010; Say et al., 2021). Accordingly, the following 
hypothesis is proposed:

H7: Emotional instability (elemental trait) is 
negatively associated with altruism (compound 
trait).

While extraversion is associated with 
communicative, assertive, and socially engaged behaviors, 
factors that often facilitate altruism, more introverted 
individuals tend to avoid social interactions and engage 
less in networks of support and cooperation. In the 
context of collaborative consumption, where altruism 
may be stimulated by interpersonal interactions, a 
negative relationship with introversion is expected (Carlo 
et al., 2005; Say et al., 2021). Consequently, the following 
hypothesis is proposed:

H8: Introversion (elemental trait) is negatively 
associated with altruism (compound trait).

The investigation of the relationships between 
elemental and compound traits, specifically value 
perception and altruism, can significantly contribute to 
understanding cost savings and collaborative practices. In 
this context, value perception is expected to be positively 
associated with cost savings, as the latter represents one 
of the central motivations for adopting collaborative 
practices. Previous studies indicate that consumers engaged 
in sharing-based models often evaluate their experience 
positively when they perceive financial advantages, such 
as reduced expenses and more efficient use of resources 
(Ianole-Călin et al., 2020; Li & Wen, 2019; Sun et al., 
2024). Such evidence suggests that value perception, 
as a subjective evaluation of the benefits obtained from 

interacting with the platform or company, tends to 
incorporate cost savings as one of its key components. 
Based on this theoretical framework, the following 
hypothesis is proposed:

H9: Value perception (compound trait) is positively 
associated with cost savings (situational trait).

In the context of collaborative consumption, value 
perception, understood as the subjective evaluation of the 
benefits obtained relative to perceived costs, is strongly 
associated with trust, especially in technology-mediated 
environments based on peer-to-peer interactions. Studies 
indicate that when users perceive significant value in 
collaborative exchanges, whether through cost savings, 
convenience, or social benefits, they tend to develop 
greater trust in the company and other users (Bove 
& Mitzifiris, 2007; L. Zhang et al., 2024). Thus, the 
following hypothesis is proposed:

H10: Value perception (compound trait) is 
positively associated with trust (situational trait).

Research suggests that consumers with a 
strong altruistic orientation tend to engage more in 
environmentally responsible consumption practices, 
such as resource sharing and the use of platforms or 
companies aimed at reducing waste and promoting 
sustainability (Ribeiro et al., 2016; Say et al., 2021). Socio-
environmental awareness, therefore, reflects a genuine 
concern for environmental preservation and social justice 
and is often associated with altruistic behavior, which 
prioritizes collective well-being over individual interests 
(Pizzol et al., 2017; Ribeiro et al., 2016; Say et al., 2021). 
In light of the above, the following hypothesis is proposed:

H11: Altruism (compound trait) is positively 
associated with socio-environmental awareness 
(situational trait).

Belief in the common good involves the expectation 
that collaboration among individuals can generate fairer 
and more equitable outcomes for all involved (Belk, 2010; 
Pizzol et al., 2017). In collaborative consumption, this 
principle is reflected in practices that aim to redistribute 
resources in ways that benefit everyone, with a focus on 
justice and equity (Gomez‐Alvarez & Morales‐Sánchez, 
2023; Pizzol et al., 2017). Individuals with a strong 
propensity for altruism typically believe that their actions 
can contribute to a greater good, reinforcing their 
engagement with platforms and practices that promote 
collaboration and collective well-being (Gomez‐Alvarez 
& Morales‐Sánchez, 2023; Többen & Choi, 2021). 
Therefore, the following hypothesis is proposed:
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H12: Altruism (compound trait) is positively 
associated with belief in the common good (situational 
trait).

Trust is an essential factor for the success of collaborative 
consumption, as interactions between individuals typically 
occur in contexts of uncertainty and rely on the goodwill 
of all participants (Belk, 2010; Chameroy et al., 2024; 
Marimon et al., 2019). Altruism, in turn, can be seen as 
an important precursor to the development of mutual trust, 
as altruistic individuals tend to act cooperatively and with 
genuine intentions to benefit others (Say et al., 2021). This, 
in turn, creates a safer and more reliable environment for 
both the platform/company and its participants, resulting in 
a greater willingness to collaborate (Chameroy et al., 2024; 
Marimon et al., 2019). Therefore, the following hypothesis 
is proposed:

H13: Altruism (compound trait) is positively 
associated with trust (situational trait).

Cost savings are frequently cited as one of the 
primary motivations for participating in collaborative 
consumption ventures. By enabling access to goods and 
services without the need for full ownership, collaborative 
consumption provides direct economic advantages, such 
as reduced expenses, more efficient use of resources, and 
improved utilization of underused assets (N. L. Kim & Jin, 
2019; Pizzol et al., 2017; Sun et al., 2024). This perception 
of financial benefit reinforces users’ behavioral intention to 
adopt such practices, as consumption decisions are strongly 
influenced by cost–benefit evaluations (Li & Wen, 2019; 
Marimon et al., 2019; Sun et al., 2024). Therefore, the 
following hypothesis is proposed:

H14: Cost savings (situational trait) is positively 
associated with the intention to engage in collaborative 
consumption (surface trait).

Socio-environmental awareness, understood as 
concern about the social and environmental impacts 
of individual choices, has been shown to be a relevant 
factor in the adoption of sustainable practices such as 
collaborative consumption. Individuals with this trait tend 
to seek consumption alternatives that reduce ecological 
impacts, minimize waste, and promote collective well-being 
(Ianole-Călin et al., 2020; Vu et al., 2022). In this context, 
collaborative consumption emerges as a practice aligned 
with sustainability principles, as it encourages sharing and 
the efficient use of resources. Thus, socio-environmental 
awareness positively influences the intention to engage in 
collaborative consumption, since individuals perceive these 

practices as a coherent way to express their ecological and 
social values (Li & Wen, 2019; Pizzol et al., 2017; Vu et al., 
2022). Accordingly, the following hypothesis is proposed:

H15: Socio-environmental awareness (situational 
trait) is positively associated with the intention to 
engage in collaborative consumption (surface trait).

Belief in the common good involves the conviction 
that collective action can generate broad benefits for 
society. This belief underpins the logic of collaborative 
consumption, which assumes mutual trust, reciprocity, 
and a community-oriented perspective focused on sharing 
(Belk, 2010; Gomez‐Alvarez & Morales‐Sánchez, 2023). 
Individuals who believe in the common good tend to value 
forms of consumption that promote equity, solidarity, and 
the responsible use of resources, characteristics inherent to 
collaborative enterprises (Ianole-Călin et al., 2020; Gomez‐
Alvarez & Morales‐Sánchez, 2023). Thus, the stronger this 
belief, the greater the intention to engage in collaborative 
consumption, as there is alignment between personal values 
and the practices proposed by this consumption model 
(Gomez‐Alvarez & Morales‐Sánchez, 2023; Pizzol et al., 
2017). Based on this reasoning, the following hypothesis is 
proposed:

H16: Belief in the common good (situational trait) is 
positively associated with the intention to engage in 
collaborative consumption (surface trait).

Finally, trust is a fundamental element for the effective 
functioning of collaborative consumption (Chameroy et al., 
2024; Marimon et al., 2019; Ruslan et al., 2020). Trust 
reduces perceived risk, facilitates exchanges, and strengthens 
the willingness to cooperate (Belk, 2010; Chameroy et al., 
2024; Li & Wen, 2019). When individuals perceive that 
they can trust both the platform/company and other users, 
they feel more secure in trying and continuing to use these 
practices (Chameroy et al., 2024; Pizzol et al., 2017). Thus, 
the following hypothesis is proposed:

H17: Trust (situational trait) is positively associated 
with the intention to engage in collaborative 
consumption (surface trait).

The proposed hypotheses (Figure 1) aim to expand 
the understanding of the antecedents of collaborative 
consumption and contribute to the ongoing debate on the 
practice of this type of consumption.
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METHODMETHOD

This study adopted a quantitative approach, with 
a cross-sectional design conducted through a survey, 
following the recommendations of Malhotra (2006). 
Access to the questionnaire was provided via the Qualtrics 
platform, which was selected for offering appropriate 
functionalities for the design and management of structured 
questionnaires, as well as enabling more sophisticated data 
collection and management without requiring advanced 
programming knowledge from researchers (Barnhoorn et 
al., 2015).

Data collection

Data collection was carried out using non-
probabilistic convenience sampling, combined with 
the snowball sampling technique, and structured across 
three complementary streams. The first stream consisted 
of distributing the questionnaire in groups composed 
exclusively of freelancers, self-employed professionals, 
independent professionals, entrepreneurs, and business 
owners on social media, including sixteen groups on 
Facebook and one group on LinkedIn. The second stream of 
data collection was conducted using the snowball technique 
within the community associated with the Serviço Brasileiro 

de Apoio às Micro e Pequenas Empresas (SEBRAE). The 
third stream was based on telephone contacts followed by 
email outreach to 164 coworking spaces located in different 
regions of Brazil.

In the final data collection stage, a total of 396 
questionnaires were obtained. However, after data 
screening, 35 questionnaires were removed due to 
incomplete responses, resulting in a final sample of 361 
valid questionnaires. Both the pre-test and the final data 
collection were incentivized through the promotion of 
raffles for shopping vouchers worth R$350.00, a strategy 
widely recognized in the methodological literature as 
effective for increasing response rates, enhancing participant 
engagement, and consequently improving the quality of the 
collected data (Edwards et al., 2002; Linsky, 1975).

Research instrument

The data collection instrument consisted of a 
structured questionnaire comprising 59 items, measured 
using a five-point Likert scale. To assess personality traits 
associated with the intention to engage in collaborative 
consumption, previously validated scales from the literature 
were employed and adapted to the coworking context 
(Mowen, 2000; Pizzol et al., 2017). The questionnaire 
was organized into four sets of constructs, distributed 

Figure 1. Research hypotheses.

Source: Elaborated by the authors.
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across four sections: (1) elemental traits (30 items); (2) 
compound traits (10 items); (3) situational traits (13 
items); and (4) surface trait (6 items). Prior to the final data 
collection, two pre-tests were conducted and disseminated 
via Facebook and Instagram. These procedures allowed for 
minor adjustments to the instrument, aiming to improve 
question clarity and ensure its suitability for the target 
audience.

Data analysis procedures

The analysis of results included the assessment of 
statistical assumptions, such as data normality (evaluated 
through skewness and kurtosis) and multicollinearity 
(VIF < 5). Next, the measurement model was evaluated 
using factor loadings (λ > 0.70), convergent validity 
(AVE > 0.50), and discriminant validity (Fornell–Larcker 
criterion and HTMT), as well as internal reliability, 
with Cronbach’s alpha (α)  and composite reliability 
(CR) exceeding 0.70 (Hair et al., 2010). The structural 
model analysis followed the main criteria recommended 
in the literature, considering explanatory power (R²) and 
the significance of path coefficients (β), with estimates 
obtained through bootstrapping with 5,000 subsamples. 
This procedure enabled the testing of the proposed 
hypotheses (Hair et al., 2010).

The data were analyzed using partial least squares 
structural equation modeling (PLS-SEM), with the 
SmartPLS software (version 4.1.1). This technique was 
chosen due to its suitability for complex models, non-
normal data distributions, and moderate sample sizes, 
and it is widely recommended in studies on consumer 
behavior and the sharing economy (Hair et al., 2019).

RESULTSRESULTS

Sample characterization

The sample of this study consisted of 361 participants 
(Table 1). Regarding age, 25.5% of participants were 
between 18 and 24 years old, 33.0% between 25 and 
30 years old, 9.7% between 31 and 35 years old, and 
10.8% between 36 and 40 years old, while 21% were over 
40 years old. Most participants resided in capital cities 
(46.5%), followed by those living in inland cities (30.7%) 
and metropolitan regions (22.7%). In terms of gender, 
there was a predominance of female respondents (63.4%), 
while males represented 36.6% of the sample. The 
distribution of personal income showed a concentration 
in the range of above 1 to 2 minimum wages (21.9%), 
followed by above 2 to 4 minimum wages (21.1%), above 
4 to 6 minimum wages (15.8%), and above 10 minimum 

wages (14.1%). Smaller percentages were observed among 
participants earning above 6 to 8 minimum wages (7.8%) 
and above 8 to 10 minimum wages (9.7%). Additionally, 
5.0% reported having no personal income, and 4.7% 
indicated earnings below one minimum wage. Regarding 
education, the sample exhibited a relatively high level of 
qualification: 47.6% of participants had some form of 
postgraduate education (completed or in progress), 30.5% 
held a completed undergraduate degree, and 14.7% were 
currently pursuing higher education. Only 5.8% reported 
high school completion as their highest level of education, 
and 1.4% indicated lower levels of education. Finally, the 
majority of respondents reported that they currently use 
or have previously used a coworking space (54.8%).

Table 1. Descriptive analysis: study sample (n = 361).
Frequecy Percentage

Age
Between 18 and 24 years 92 25.5%
Between 25 and 30 years 119 33.0%
Between 31 and 35 years 35 9.7%
Between 36 and 40 years 39 10.8%
Over 40 years 76 21%

Region
Capital city 168 46.5%
Metropolitan region 111 30.7%
City in the metropolitan region 82 22.7%

Gender
Female 229 63.4%
Male 132 36.6%

income
I have no personal income 18 5.0%
Less than 1 minimum wage 17 4.7%
Above 1 up to 2 minimum wages 79 21.9%
Above 2 up to 4 minimum wages 76 21.1%
Above 4 up to 6 minimum wages 57 15.8%
Above 6 up to 8 minimum wages 28 7.8%
Above 8 up to 10 minimum wages 35 9.7%
Above 10 minimum wages 51 14.1%

Education
Incomplete high school 5 1.4%
High school 21 5.8%
Incomplete undergraduate edu-
cation 53 14.7%

Undergraduate degree 110 30.5%
Incomplete postgraduate education 57 15.8%
Postgraduate degree 115 31.8%

Uses/has used coworking
No 157 43.5%
Yes 198 54.8%
I don’t know how to answer 6 1.7%

Note. Elaborated by the authors.
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Normality and multicollinearity

Data normality was assessed using skewness and excess 
kurtosis coefficients, considering all indicators of the model. 
The results indicated skewness values ranging from −1.32 to 
0.62 and kurtosis values from −1.28 to 1.70, remaining within 
the recommended thresholds for multivariate analyses (Hair 
et al., 2019), as shown in Table 2. Additionally, although the 
Cramér–von Mises test indicated deviations from univariate 
normality (p < 0.001), this result was expected in larger samples 
and does not compromise the use of PLS-SEM, a technique 
known for its robustness to violations of the normality 
assumption (Hair et al., 2019). Multicollinearity was assessed 
using the variance inflation factor (VIF). The observed values 
ranged from 1.00 to 2.54, with a maximum VIF below 5, 
indicating the absence of problematic collinearity among the 
constructs in the structural model (Hair et al., 2019) (see 
Table 2).

Measurement model

The validation of the measurement model was 
conducted to assess internal reliability, convergent validity 
(Tables 2 and 3), and discriminant validity of the theoretical 
constructs. The analysis began with the evaluation of the 
indicators’ factor loadings (outer loadings), where most values 
exceeded 0.70, in accordance with the criteria recommended 
by Hair et al. (2010). Additionally, several constructs exhibited 
high loadings (above 0.80), reinforcing the adequacy of the 
measurement model. For the few items with loadings slightly 
below 0.70 (CO_1, AE_4, PV_6, and AL_1), the decision 
was made to retain them in the model due to their theoretical 
relevance and their marginal impact on composite reliability, 
in line with methodological recommendations (Bagozzi & Yi, 
1988; Hair et al., 2014).

Table 2. Measurement model (PLS-SEM) and main indicators.

Code  Variable  Kurtosis Skewness  α CR AVE R² R²aju Factor 
loading

Elemental traits — Mowen (2000), Basso and Espartel (2015)
 Agreeableness 2.04 -1.32 0.84 0.84 0.76 - -  

AMB_1 Kind to others 0.89
AMB_2 Considerate of others 0.88
AMB_3 Friendly 0.84

 Conscientiousness -0.26 -0.28 0.76 0.82 0.58 - -  
CO_1 Orderly 0.65
CO_2 Thorough 0.81
CO_3 Organized 0.73
CO_4 Methodical 0.84

Need for arousal -0.45 0.22 0.89 0.89 0.9 - -  
NE_1 I am attracted to experiences that involve an element of danger 0.79
NE_2 I prefer what is new and different rather than what is familiar and safe 0.77
NE_3 I seek intense adrenaline 0.86
NE_4 I like taking more risks than others 0.89
NE_5 I enjoy taking risks in the activities I engage in 0.83

Need for material resources -0.79 0.40 0.88 0.89 0.74 - -  
NRM_1 I like to buy expensive things 0.85
NRM_2 I like to have luxury items 0.88
NRM_3 Acquiring valuable things is important to me 0.87
NRM_4 I like to own nice things more than most people 0.83

Openness to experience -0.05 -0.43 0.84 0.88 0.68 - -  
AE_1 I often feel creative 0.88
AE_2 I find new solutions 0.88
AE_3 Imaginative 0.84
AE_4 More original than others 0.68

Emotional instability -0.92 0.36 0.88 0.90 0.68 - -
IE_1 Moodier than others 0.79
IE_2 Temperamental 0.82
IE_3 My mood changes suddenly 0.86
IE_4 More impatient than others 0.84
IE_5 Irritable 0.81

(continue)
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Table 2. Measurement model (PLS-SEM) and main indicators. (continuation)

Code  Variable  Kurtosis Skewness  α CR AVE R² R²ajus Factor 
loading

Introversion -0.80 0.30 0.88 0.89 0.68 - -  
IN_1 Shy 0.78
IN_2 Embarrassed when with others 0.84
IN_3 Quiet when around people 0.86
IN_4 I prefer being alone rather than in a large group of people 0.77
IN_5 Introverted 0.85

Compound traits                
Value perception — Mowen (2000), Basso and 
Espartel (2015) 0,89 -0,96 0,84 0,87 0,55 0,22 0,21  

PV_1 I am very concerned about low prices, but I am equally concerned about product quality 0.81
PV_2 When I am shopping, I compare prices across different brands to make sure I get the best value 0.71
PV_3 When I buy a product, I always look for the highest quality for the money I am spending 0.73
PV_4 When I buy products, I like to make sure my money is sufficient 0.80
PV_5 I usually browse stores looking for the lowest price, but the products must meet certain quality requirements before I buy them 0.70
PV_6 When I shop, I usually compare the unit price for the brands I typically buy 0.66
Altruism —  Schultz (2000), Ribeiro et al. (2016) 1,08 -0,97 0,80 0,85 0,63 0,36 0,35  
AL_1 I am concerned about the future of my children and grandchildren 0.57
AL_2 I try to help other people 0.88
AL_3 I am concerned about children in general 0.86
AL_4 I try to do my part for the well-being of society 0.83
Situational traits — Pizzol et al. (2017)         
 Cost savings -0.26 -0.60 0.88 0.88 0.74 0.10 0.10  
EC_1 I would use a coworking space because it allows me to reduce my costs 0.88
EC_2 My participation in collaborative consumption benefits me financially 0.83
EC_3 I would use a coworking space because it is cheaper than other workspaces 0.90
EC_4 I would use a coworking space for the possibility of paying only for the time of use 0.83
Socio-environmental awareness -0.13 -0.64 0.84 0.84 0.75 0.13 0.13  
CS_1 Collaborative consumption is a sustainable mode of consumption 0.87
CS_2 Using coworking spaces reduces our use of natural resources 0.87
CS_3 Coworking spaces are environmentally friendly 0.86
Belief in the common good -0.18 -0.57 0.76 0.77 0.67 0.14 0.13  
CBC_1 It is wrong to have a workspace and leave it unused most of the time 0.77
CBC_2 Using a coworking space means being considerate of others and the community 0.87
CBC_3 I feel good when I share resources and avoid excessive consumption 0.81
Trust -0.35 -0.40 0.92 0.92 0.86 0.14 0.14  
CONF_1 I trust the operational model of coworking spaces 0.95
CONF_2 I trust the services offered by coworking spaces 0.95
CONF_3 I trust the members who participate in sharing programs 0.89
Surface trait — Pizzol et al. (2017)         
Intention to engage in collaborative consumption -0.69 -0.45 0.93 0.94 0.74 0.59 0.58  
IPCC_1 I would use a coworking space, instead of a traditional/private workspace (such as my own office/consulting room), in the future 0.90
IPCC_2 If I found a suitable coworking space, I would not have a traditional/private workspace 0.88
IPCC_3 I would give up having my own workspace in order to have greater professional flexibility 0.86
IPCC_4 I intend to stop having a traditional/private workspace in the future 0.87
IPCC_5 I would use the services of a coworking space, considering that the cost is lower than a traditional/private workspace 0.88
IPCC_6 It is likely that I will frequently participate in collaborative consumption communities in the future 0.81

Note. Elaborated by the authors.
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The reliability of the constructs was assessed using 
Cronbach’s alpha (α) and composite reliability (CR), 
adopting a minimum threshold of 0.70 for both metrics 
(Hair et al., 2010). As shown in Table 2, all constructs met 
this criterion, with α values ranging from 0.76 to 0.93 and 
CR values from 0.77 to 0.94, indicating adequate internal 
consistency and homogeneity of the indicators.

Convergent validity was examined using the average 
variance extracted (AVE), following the classical criterion of  
Fornell and Larcker (1981). TAll constructs presented AVE 
values above 0.50, indicating adequate convergence of the 

indicators, with particular emphasis on the trust construct, 
which showed the highest AVE value (0.86) (see Table 3). 
Discriminant validity was assessed using the heterotrait–
monotrait ratio (HTMT), as recommended by Henseler 
et al. (2015). The use of HTMT is justified by its greater 
robustness and sensitivity in detecting discriminant validity 
issues among conceptually similar constructs, overcoming 
the empirical limitations of traditional criteria such as the 
Fornell–Larcker criterion and cross-loadings analysis. As 
shown in Table 3, all HTMT values remained below the 
threshold of 0.90, indicating adequate empirical distinction 
among the constructs in the model.

Table 3. Discriminant validity by Fornell-Larcker and HTMT. 
Construct AE AL AM CON CS CO CNB EC IE IPCC IN NE NRM PV

Openness to experience (AE) 0.82 0.32 0.36 0.16 0.14 0.28 0.11 0.17 0.08 0.15 0.32 0.42 0.07 0.19
Altruism (AL) 0.29 0.79 0.66 0.39 0.42 0.46 0.45 0.34 0.20 0.30 0.34 0.24 0.17 0.45
Agreeableness (AM) 0.31 0.57 0.87 0.41 0.41 0.47 0.36 0.41 0.40 0.34 0.33 0.21 0.20 0.45
Trust (CON) 0.14 0.35 0.36 0.93 0.80 0.26 0.78 0.73 0.16 0.69 0.14 0.15 0.25 0.26
Socio-environmental awareness 
(CS) 0.12 0.36 0.34 0.71 0.87 0.27 0.84 0.76 0.10 0.68 0.09 0.19 0.19 0.30

Conscientiousness (CO) 0.22 0.37 0.35 0.20 0.20 0.76 0.33 0.24 0.18 0.16 0.12 0.16 0.11 0.33
Belief in the common good 
(CBC) 0,04 0.37 0.30 0,66 0.68 0.24 0.82 0.75 0.18 0.77 0.20 0.11 0.26 0.34

Cost savings (EC) 0.15 0.30 0.36 0.66 0.65 0.18 0.62 0.86 0.20 0.77 0.12 0.09 0.17 0.34
Emotional instability (IE) -0.06 -0.19 -0.35 -0.15 -0.09 -0.10 -0.15 -0.18 0.83 0.20 0.29 0.14 0.35 0.09
Intention to engage in 
collaborative consumption 
(IPCC)

0.14 0.27 0.31 0.65 0.60 0.08 0.65 0.70 -0.19 0.87 0.19 0.19 0.22 0.23

Introversion (IN) -0.28 -0.30 -0.28 -0.14 -0.07 0.01 -0.18 -0.10 0.26 -0.18 0.82 0.22 0.14 0.09
Need for arousal (NE) 0.37 0.21 0.18 0.14 0.16 0.12 0.08 0.09 -0.13 0.18 -0.19 0.83 0.10 0.24
Need for material resources 
(NRM) -0.01 -0.13 -0.18 -0.23 -0.17 -0.02 -0.22 -0.15 0.30 -0.21 0.05 0.01 0.86 0.19

Value perception (PV) 0.17 0.38 0.39 0.26 0.30 0.30 0.30 0.32 -0.06 0.22 -0.04 0.22 -0.14 0.74

Note. Prepared by the authors. The values on the main diagonal in bold represent √AVE; the lower diagonal presents the correlations between the constructs; and the upper 
diagonal shows the HTMT indices.

Structural model analysis and hypothesis 
testing

To test the proposed theoretical model, the multivariate 
statistical technique of structural equation modeling was 
employed. The analysis was conducted using the partial 
least squares approach, which is appropriate for models with 
complex relationships among latent variables (Hair et al., 
2019). To assess the statistical significance of the hypotheses, 
the bootstrapping procedure with 5,000 resamples was 
applied.

The predictive quality of the model was examined based 
on the coefficients of determination (R²) and R² following 
the criteria established by Hair et al. (2019). According to 
Hair et al. (2019),  R² values of approximately 0.25 are 
considered weak, 0.50 moderate, and 0.75 substantial in 

structural equation models. Adjusted R² corrects the original 
R² by accounting for the number of predictors in the model, 
making it more conservative in models with multiple 
variables. The extraction of the coefficients of determination 
(R²) for the compound, situational, and surface traits 
(Table 2 and Figure 2) indicates that the model is able to 
explain a relevant portion of the variance of the endogenous 
constructs, particularly in the case of the intention to engage 
in collaborative consumption, which is the central variable of 
this study.

This study tested 17 hypotheses based on the 3M 
Model proposed by Mowen (2000), examining how 
personality traits influence the intention to engage in 
collaborative consumption. The results of the structural 
model, obtained via PLS-SEM, present the estimated paths 
(β), means (M), standard deviations (SD), t-values, and 
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significance levels (p-values) for each hypothesized relationship 
and reveal significant relationships among elemental, 
compound, situational, and surface traits, corroborating and 
extending the existing literature.

Based on the results presented in Table 4 and Figure 
2, agreeableness showed a positive and significant relationship 
with value perception (H1; β = 0.29; t = 4.91; p < 0.001). This 
finding reinforces the literature that identifies this trait as one 
of the main predictors of cooperative behaviors, suggesting 
that consumers with higher levels of empathy and a greater 
disposition toward interpersonal relationships tend to perceive 

more value in collaborative experiences, which involve 
exchange, interaction, and mutual support (Basso & Espartel, 
2015; Hamari et al., 2016; Mowen, 2000; Vu et al., 2022). 
Conscientiousness also demonstrated a positive relationship 
with value perception (H2; β = 0.18; t = 3.55; p < 0.001), 
indicating that consumers who are organized, disciplined, 
and efficiency-oriented are more likely to value consumption 
models that offer predictability and optimize resource use 
(Chameroy et al., 2024; Möhlmann, 2015). The acceptance of 
this hypothesis confirms the applicability of the 3M Model in 
the context of collaborative consumption, particularly among 
consumers guided by structure and planning.

Table 4. Hypothesis analysis.

Structural path Hip. β M DP t-value p-value Status
Agreeableness → Value perception H1 0.29 0.29 0.06 4.91 0.000 Accepted
Conscientiousness → Value perception H2 0.18 0.19 0.05 3.55 0.000 Accepted
Need for arousal → Value perception H3 0.15 0.15 0.04 3.57 0.000 Accepted
Need for material resources → Value perception H4 -0.09 -0.10 0.05 1.77 0.077 Rejected
Agreeableness → Altruism H5 0.52 0.51 0.06 8.65 0.000 Accepted
Openness to experience → Altruism H6 0.09 0.09 0.04 2.12 0.034 Accepted
Emotional instability → Altruism H7 0.04 0.03 0.04 0.87 0.387 Rejected
Introversion → Altruism H8 -0.14 -0.14 0.05 2.75 0.006 Accepted
Value perception → Cost savings H9 0.32 0.32 0.06 5.68 0.000 Accepted
Value perception → Trust H10 0.15 0.16 0.06 2.45 0.014 Accepted
Altruism → Socio-environmental awareness H11 0.36 0.36 0.05 6.80 0.000 Accepted
Altruism → Belief in the common good H12 0.37 0.37 0.06 6.10 0.000 Accepted
Altruism → Trust H13 0.29 0.29 0.06 4.90 0.000 Accepted
Cost savings → Intention to engage in collaborative consumption H14 0.39 0.39 0.05 7.70 0.000 Accepted
Socio-environmental awareness → Intention to engage in collaborative 
consumption H15 0.04 0.04 0.05 0.79 0.429 Rejected

Belief in the common good → Intention to engage in collaborative con-
sumption H16 0.25 0.25 0.06 4.40 0.000 Accepted

Trust → Intention to engage in collaborative consumption H17 0.19 0.19 0.05 3.51 0.000 Accepted
Note. Elaborated by the authors.

The need for arousal (H3; β = 0.15; t = 3.57; p < 0.001) 
was also positively associated with value perception, reflecting 
these consumers’ interest in new, engaging experiences and 
alternatives to traditional consumption models (Belk, 2014; 
Sun et al., 2024). Participation in collaborative models may 
thus be perceived as a way to satisfy the desire for novelty 
and experimentation. However, the relationship between 
the need for material resources and value perception (H4; 
β = –0,09; t = 1.77; p = 0.077) was not significant (see 
Table 4). Although previous studies suggest that materialism 
reduces the propensity for access-based consumption (Graul 
& Theotokis, 2024; Pérez-Jara et al., 2021; Richins & 
Dawson, 1992), the results indicate that this effect may be 
weakened in the investigated context. This may be due to a 
shift in the symbolic meanings of ownership in collaborative 
environments, where value is increasingly attributed to access 

and shared use rather than to ownership itself (Davidson et 
al., 2018; Demir & Lukes, 2025).

Agreeableness was once again confirmed as an 
important predictor, this time of altruism (H5; β = 0.52; t = 
8.65; p < 0.001), demonstrating that the willingness to help 
others is strongly related to traits such as empathy, warmth, and 
cooperation (Carlo et al., 2005; Say et al., 2021). Openness to 
experience also proved to be a relevant factor for altruism (H6; 
β = 0.10; t = 2.12; p = 0.034), supporting the idea that open-
minded individuals are more receptive to collective causes, 
alternative consumption models, and community-oriented 
values (Tunçel & Özkan Tektaş, 2020). The relationship 
between emotional instability and altruism was not significant 
(H7; β = 0.04; t = 0.87; p = 0.387), contradicting the initial 
hypothesis and previous studies (Caprara et al., 2010; Say et 
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al., 2021). Thus, it is possible that emotional instability does 
not directly affect the willingness to help and may instead 
be influenced by variables such as emotional self-regulation 
in work environments (see Table 4). Introversion showed 
a significant negative relationship with altruism (H8; β = 
–0.14; t = 2.75; p = 0.006), confirming that less sociable 
individuals tend to engage less in cooperative practices 
(Carlo et al., 2005; Say et al., 2021).

The hypotheses exploring compound traits were 
largely supported. Value perception positively influences 
cost savings (H9; β = 0.32; t = 5.68; p < 0.001), highlighting 
that consumers perceive financial advantage as a key 
component of value (Li & Wen, 2019; Sun et al., 2024). 
Furthermore, value perception also affects trust (H10; β = 
0.15; t = 2.45; p = 0.014), indicating that perceived benefits 
in collaborative exchanges increase the willingness to trust 
both the platform/company and other users (Bove & 
Mitzifiris, 2007; L. Zhang et al., 2024).

Altruism, in turn, showed a strong positive 
relationship with socio-environmental awareness (H11; β 
= 0.36; t = 6.80; p < 0.001), highlighting the alignment 
between prosocial values and sustainable behaviors (Ribeiro 
et al., 2016; Say et al., 2021). The positive association with 
belief in the common good (H12; β = 0.37; t = 6.10; p < 
0.001)  confirms that altruistic individuals tend to believe in 
the benefits of collective action (Gomez‐Alvarez & Morales‐
Sánchez, 2023; Többen & Choi, 2021). Altruism also 
contributes significantly to the development of trust (H13; 

β = 0.29; t = 4.90; p < 0,001), indicating that benevolent 
predispositions strengthen social ties within collaborative 
business models (Chameroy et al., 2024; Marimon et al., 
2019).

Cost savings emerged as one of the strongest predictors 
of the intention to engage in collaborative consumption 
(H14; β = 0.39; t = 7.70; p < 0.001), reinforcing its central 
role as a motivation for adopting this model and highlighting 
its relevance, particularly in contexts of economic constraint 
or efficiency-seeking behavior (N. L. Kim & Jin, 2019; 
Sun et al., 2024). Although theoretically consistent, socio-
environmental awareness was not statistically significant 
(H15; β = 0.04; t = 0.79; p = 0.429) (see Table 4). This finding 
suggests that environmental concerns, while important, 
may not be sufficient on their own to drive collaborative 
consumption behavior in coworking environments (Hamari 
et al., 2016; Ianole-Călin et al., 2020; Vu et al., 2022).  In 
contrast, belief in the common good positively influenced 
the intention to engage in collaborative consumption (H16; 
β = 0.25; t = 4.40; p < 0,001), supporting the notion that 
collective values foster engagement in sharing practices 
(Gomez‐Alvarez & Morales‐Sánchez, 2023; Pizzol et al., 
2017). Finally, trust also had a positive impact on the 
intention to engage in collaborative consumption (H17; β 
= 0.19; t = 3.51; p < 0.001), confirming that perceptions 
of security and goodwill are essential for the adoption of 
collaborative models (Belk, 2010; Chameroy et al., 2024; Li 
& Wen, 2019).

Figure 2. Measurement model (PLS-SEM) of the study.

Source: Prepared by the authors. * Rejected hypotheses.
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CONCLUSIONS AND IMPLICATIONSCONCLUSIONS AND IMPLICATIONS

This study demonstrated that the intention to 
engage in collaborative consumption is driven by a 
hierarchical and non-linear interaction of psychological 
traits, which can be consistently understood in light of the 
3M Model of personality. By applying it to the coworking 
context, chosen for representing in a particularly authentic 
way the logic of access-based, sharing-oriented, and 
interaction-driven consumption, the results show that 
personality acts as a structuring predisposition that shapes 
how individuals perceive value, develop motivations, 
and ultimately form their behavioral intentions. In this 
sense, the findings advance the 3M Model conceptually 
by demonstrating how different hierarchical levels of 
traits articulate into distinct yet convergent motivational 
pathways in collaborative consumption. Taken together, 
the results reveal two central motivational routes that 
operate as complementary conceptual blocks within 
the model: an economic–functional route and a social–
relational route.

Within the economic–functional route, the 
situational trait of cost savings emerges as the strongest 
direct predictor of the intention to engage in collaborative 
consumption (H14), confirming the central role of 
financial benefits in collaborative models (N. L. Kim & 
Jin, 2019; Sun et al., 2024). However, this motivation 
does not operate in isolation. It is preceded by value 
perception (H9), which acts as a mediating link between 
elemental traits and the final decision. Specifically, more 
conscientious individuals tend to perceive greater value by 
associating coworking with efficiency, predictability, and 
rational resource use (H2), while individuals with a higher 
need for arousal value the innovative and experiential 
nature of this model (H3). These findings suggest that, in 
the coworking context, economic gain represents the final 
expression of a deeper psychological process, in which 
efficiency and innovation are internalized as perceived 
value before being translated into behavioral intention.

The social–relational route, in turn, highlights 
that collaborative consumption is not sustained solely 
by utilitarian calculations. Belief in the common 
good (H16) and trust (H17) emerge as the intangible 
pillars that provide legitimacy and continuity to the 
collaborative model. These situational traits are fueled 
by prosocial psychological dispositions: altruism plays a 
central role by strengthening both belief in the common 
good (H12) and trust (H13), while agreeableness stands 
out as a key elemental trait by simultaneously enhancing 
value perception (H1) and altruism (H5). Openness to 
experience also contributes positively to altruism (H6), 

reinforcing the idea that cognitively flexible and socially 
oriented individuals are more likely to value collaborative 
practices. Taken together, these findings demonstrate that 
coworking operates as a relational environment in which 
trust, cooperation, and a sense of belonging are as relevant 
as economic benefits.

Beyond confirming expected relationships, the 
study also refines the understanding of which traits 
effectively predict the intention to engage in collaborative 
consumption in structured contexts. The absence of an 
effect for the need for material resources (H4) suggests that, 
in coworking environments, value is not associated with 
the ownership of tangible goods, but rather with access 
to experiences, networks, and interactions, indicating a 
symbolic shift from ownership to shared use. Similarly, 
emotional instability was not found to be significant (H7), 
suggesting that social norms, institutional rules, and self-
regulation mechanisms present in these environments 
may reduce the impact of neurotic traits on the final 
decision. Although socio-environmental awareness stems 
from altruism (H11), it does not act as a primary driver 
of intention (H15), reinforcing that sustainability values 
alone are not sufficient to motivate behavior. In contrast, 
introversion emerged as a significant barrier (H8), 
indicating that collaborative consumption in coworking 
settings tends to be more attractive to individuals who are 
sociable and comfortable with interpersonal interactions.

These findings address important gaps in the 
literature by demonstrating that not all traits traditionally 
associated with collaborative consumption retain 
explanatory power in structured and institutionalized 
contexts such as coworking, thereby contributing to 
a more precise and context-sensitive application of the 
3M Model. The intention to engage in collaborative 
consumption represents the point of convergence between 
economic and social motivations, whose predominance 
varies according to the individual’s personality trait 
configuration. Understanding this intersection enables 
companies in the sector to develop more effective 
strategies by aligning functional benefits with relational 
values — precisely where consumers most likely to adopt 
and remain engaged in collaborative consumption are 
concentrated.

Theoretical contributions

This study advances the state of the art and offers 
relevant theoretical contributions to the fields of consumer 
behavior and collaborative consumption, particularly 
through the application, validation, and extension of the 
Metatheoretical Model of Motivation and Personality 
(3M) proposed by Mowen (2000) in a contemporary 
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context of access-based, sharing-oriented, and socially 
interactive consumption.

The first theoretical contribution lies in the empirical 
demonstration of the adequacy of the hierarchical structure 
of the 3M Model within an institutionalized collaborative 
ecosystem — coworking spaces. By empirically showing how 
elemental traits (e.g., agreeableness, conscientiousness, and 
openness to experience) influence compound traits (value 
perception and altruism), which in turn affect situational 
traits (such as cost savings, belief in the common good, and 
trust), ultimately culminating in the surface trait (intention 
to engage in collaborative consumption), the study confirms 
the explanatory and predictive power of the 3M Model for 
complex, contextual, and socially mediated behaviors. This 
evidence extends the model’s validity beyond traditional 
individual purchasing contexts and reinforces its usefulness 
for understanding consumption practices based on sharing 
(Basso & Espartel, 2015; Bhatt et al., 2024; Mowen, 2000; 
O’Leary et al., 2024; Schönherr & Thaler, 2024; Vu et al., 
2022).

Second, the study contributes by empirically 
operationalizing an interactionist perspective of consumer 
behavior, articulating relatively stable dispositional 
predispositions (elemental traits) with situational variables 
specific to the collaborative context. This integration makes 
it possible to explain not only whether consumers are 
inclined to adopt collaborative consumption, but also how 
different combinations of traits activate distinct motivational 
pathways that lead to the same behavioral intention. In 
doing so, the research advances beyond more static and 
decontextualized approaches, such as those based solely on 
the Big Five, offering a more dynamic, hierarchical, and 
predictive understanding of personality applied to marketing 
(Ayob & Makhbul, 2020; Bhatt et al., 2024; Campos et al., 
2023; Mowen, 2000; Najm, 2019).

A third theoretical contribution lies in reconciling 
economic and social motivations in collaborative 
consumption. The findings demonstrate that these 
motivations are not mutually exclusive but interdependent, 
being organized and mediated by the individual’s 
personality trait configuration. The 3M Model, by enabling 
the identification of multiple motivational pathways 
(economic–functional and social–relational), offers a more 
nuanced explanation for the heterogeneity observed among 
collaborative consumers. This contributes to overcoming 
recurring dichotomies in the literature between economic 
rationality and prosocial values (Say et al., 2021; L. Zhang 
et al., 2024).

Finally, the study offers an additional theoretical–
methodological contribution by testing and confirming 
the applicability of the collaborative consumption scale 
proposed by Pizzol et al. (2017) in a new empirical context 

— coworking environments. This replication provides 
further evidence of external and nomological validity, while 
also delineating the theoretical boundaries of the construct 
within a collaborative ecosystem distinct from the one 
originally investigated. In doing so, the research consolidates 
a robust measurement foundation and reinforces the 
multidimensional, contextual, and situational nature of 
collaborative consumption, offering consistent support for 
future studies (Kansal & Bhalla, 2023; Pizzol et al., 2017).

Managerial contributions

The results of this study provide relevant managerial 
implications by demonstrating that the 3M Model of 
personality proposed by Mowen (2000) constitutes a robust 
tool not only for understanding but also for predicting and 
guiding strategic decisions in collaborative consumption 
contexts. The high explanatory power of the surface trait, 
intention to engage in collaborative consumption (R² = 
0.59), reinforces the model’s applicability to the analysis of 
contemporary markets, in which psychological factors play 
a decisive role in decisions related to adoption, use, and 
continued engagement with collaborative services.

From a managerial perspective, the findings indicate 
that personality traits can be operationalized as effective 
criteria for psychographic segmentation, complementing 
or even surpassing traditional approaches based solely 
on demographic or behavioral variables. In line with the 
strategic marketing literature, which defines segmentation as 
the division of the market into homogeneous and actionable 
groups (Lesser & Barthol, 2024; Samara & Morsch, 2005), 
the application of the 3M Model enables the identification 
of relatively stable psychological predispositions, thereby 
enhancing the predictability of collaborative consumption 
behavior.

In practical terms, companies operating in the 
sharing economy, especially coworking operators, can use 
this framework to guide targeted actions in communication, 
positioning, and service design. The results show, for example, 
that agreeableness (elemental trait), altruism (compound 
trait), and cost savings (situational trait) are key predictors of 
the intention to engage in collaborative consumption. Thus, 
consumers who are empathetic, cooperative, and oriented 
toward economic efficiency represent priority segments for 
attraction and retention strategies.

These segments can be approached in differentiated 
ways. Campaigns targeting individuals with higher levels of 
agreeableness and altruism tend to be more effective when they 
emphasize messages of belonging, trust, collaboration, and 
collective impact, such as community building, networking 
events, and narratives associated with the common good. In 
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contrast, consumers who are strongly oriented toward cost 
savings respond better to communications that highlight 
plan flexibility, resource optimization, pay-per-use models, 
and the reduction of fixed expenses, thereby reinforcing the 
functional value of the collaborative model.

Moreover, the hierarchical structure of traits 
proposed by the 3M Model provides a useful predictive 
framework for integrated marketing planning. Consumers 
with high openness to experience, for example, tend to 
respond positively to strategies that emphasize innovation, 
experimentation, and purpose, such as new space usage 
formats, complementary services, and pilot initiatives. In 
contrast, the evidence that introversion acts as a barrier 
highlights the importance of designing environments and 
services that reduce perceived social friction, such as more 
private areas, hybrid usage formats, and gradual onboarding 
processes

Overall, the findings indicate that there is no single 
strategy that is effective for all collaborative consumers. The 
adoption of the 3M Model enables managers to identify 
multiple psychological profiles and adjust their strategies 
according to the predominant motivational pathways 
— whether economic or social. By aligning functional 
benefits (cost, efficiency, and flexibility) with relational 
elements (trust, community, and the common good), firms 
in the sector can enhance the effectiveness of their actions, 
strengthen user engagement, and build more sustainable 
competitive advantages grounded in a deeper understanding 
of consumers’ psychological motivations.

Limitations and suggestions for future 
research

This study presents some limitations that open 
avenues for future research. Future studies may deepen 
the understanding of the formation and effects of 
compound traits, as well as conduct cluster analyses to 
identify homogeneous groups of collaborative consumers. 
Additionally, the research suggests refinements to the 3M 
Model proposed by Mowen (2000), particularly regarding 
model fit indices and the development of longitudinal 
investigations that allow for the assessment of the stability 
of situational and surface traits over time. The generalization 
of the findings should be approached with caution, and 
further analyses are recommended across other collaborative 
and innovative consumption contexts — such as circular 
consumption — as well as the inclusion of traits that may 
not have been fully explored in this study.

Finally, to advance the understanding of compound 
traits, future research should adopt more focused designs 
with a reduced number of variables, employ controlled 
experiments capable of isolating external factors, and 
explore additional psychological traits that may be 
relevant to collaborative behavior. Such approaches can 
provide more direct and less exploratory analyses of 
the relationships between personality and collaborative 
consumption, thereby strengthening the theoretical and 
empirical precision of the 3M Model proposed by Mowen 
(2000) in this domain. These recommendations aim not 
only to enhance the theoretical and empirical accuracy of 
the 3M Model but also to foster cumulative advances in 
the literature, consolidating the role of personality traits as 
key determinants of the intention to engage in collaborative 
consumption.
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