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Abstract 
This study investigates how the perceived economic, social, and environmental benefits influence 
consumer attitudes and behavioural intentions toward Peer-to-Peer (P2P) platforms in São Paulo, Brazil. 
A quantitative survey with 499 respondents was analysed using Partial Least Squares Structural Equation 
Modelling (PLS-SEM). Results show that economic benefits most strongly affect attitudes, which in turn 
predict intention to use. The study contributes to the literature by linking customer-centric sustainability 
to P2P usage and offers insights into how these platforms can foster sustainable urban development in 
emerging economies. 
Keywords: Customer-centric Sustainability. P2P platforms. Sharing Economy. Circular Economy. 
 
 
 
Resumo  
Este estudo investiga como os benefícios econômicos, sociais e ambientais percebidos influenciam as 
atitudes e intenções comportamentais de consumidores em plataformas Peer-to-Peer (P2P) em São Paulo, 
Brasil. Com abordagem quantitativa com 499 respondentes, os dados foram analisados por meio da 
modelagem de equações estruturais PLS-SEM. Os resultados mostram que os benefícios econômicos 
impactam fortemente as atitudes, que por sua vez influenciam a intenção de uso. O estudo contribui ao 
integrar sustentabilidade centrada no consumidor e oferece insights sobre como essas plataformas podem 
promover o desenvolvimento urbano sustentável em economias emergentes. 
Palavras-chave: Sustentabilidade centrada no cliente. Plataformas P2P. Economia Compartilhada. 
Economia Circular. 
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Introduction 

Urban sustainability is a central theme in discussions about the future of cities, especially in the context 
of integrating digital technologies that promote the circular economy (CE). The theoretical and practical 
foundations of the CE represent a relatively new trend in sustainable urban development, considering 
the social, economic, and ecological needs of different actors (Veckalne & Tambovceva, 2021). In this 
context, sharing practices have become popular, particularly in urban areas, due to space limitations and 
the increased exploration of access to products and services, alongside a structural shift towards re-
urbanisation (Bardhi & Eckhardt, 2012). 

One means of sharing is Peer-to-Peer (P2P) platforms, a specific network configuration in which 
members are interconnected directly or through other members, connected by an organising core (John, 
2013). The advent of these platforms has revolutionised the urban consumption landscape, introducing 
disruptive economic models that reconfigure relationships between consumers and how they value goods 
and services. In bustling urban contexts, P2P markets have become sociocultural phenomena that 
stimulate new consumption habits due to economic benefits, community-based interactions, and being 
more environmentally friendly (De Canio et al., 2020; López et al., 2020; Wirtz et al., 2019). 

P2P technology is key to building a more collaborative society where resources are shared cooperatively 
and equitably, ensuring equal access (Schor, 2016). The access promoted by new P2P business models is 
emerging as an alternative to traditional ownership-based models, promoting circular economy (CE) 
strategies focused on prevention, reduction, and resource valorisation (Sposato et al., 2017). Applying 
the principles of the CE in business models requires special attention to creating sustainable value and 
actively engaging users, encouraging more responsible behaviours (Homrich et al., 2018; Urbinati et al., 
2017). The environmental, political, and social implications of the CE model highlight the need for active 
user engagement towards more sustainable and responsible behaviors (Urbinati et al., 2017). 

Despite the potential of circular and sharing economies to promote sustainability, their implementation 
in emerging economies may face significant challenges. According to Hobson et al. (2021), the transition 
to a CE requires fostering the “circular consumer” who adopts more sustainable daily practices and 
actively participates in the sharing economy (SE). Given the growing popularity of sharing economies in 
large metropolises, it becomes imperative to emphasise the importance of customer-centric sustainability 
(CCS) in these urban areas. By adopting this perspective, companies can not only increase consumer 
satisfaction and loyalty but also promote more responsible and sustainable practices, aligning with the 
environmental goals of contemporary metropolises (Sheth et al., 2011). 

The adoption of P2P sharing practices can be seen as a step towards making cities more sustainable, with 
positive effects on economic, social, and environmental aspects (Cohen & Kietzmann, 2014; Ertz & 
Leblanc-Proulx, 2018; Perren & Grauerholz, 2015). However, is this the consumers' perception? So far, 
the literature on CE tends to focus on production, with less emphasis on consumption and consumer 
acceptance (Alves et al., 2023). 

Thus, this article aims to understand how the perceived benefits of consumers using P2P platforms 
influence their attitudes and behavioural intentions in the context of the sharing economy, aligning with 
the principles of the circular economy. Understanding consumer attitudes and intentions, especially 
regarding sustainability, is essential to encouraging behaviours that contribute to the circular economy 
(Sun & Ertz, 2021). The city of São Paulo, Brazil, is presented as an ideal setting for this study, given its 
population density and role as an epicentre of economic, technological, and cultural activity (Ferrari et 
al., 2023). Moreover, it can be considered an appropriate urban setting for adopting P2P platforms, 
especially considering that the emergence of shared services is more evident in cities with this profile 
(Cohen & Kietzmann, 2014). 
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This study is organised as follows: after this introduction, a theoretical framework on P2P platforms and 
the circular economy is presented. Then, the methods used for data collection and analysis are discussed. 
Subsequently, the results are presented and analysed. Finally, the implications of the findings for theory 
and practice are discussed, along with suggestions for future research. 

Sharing economy via P2P platforms 

According to Ahsan (2020), the sharing economy aids in understanding and guiding new economic 
practices and social interactions (Heinrichs, 2013). In this economic model, consumption is collaborative, 
based on the exchange, commercialisation, or rental of products and services, allowing access over 
ownership. Sharing is mediated by digital platforms and encompasses three fundamental bases, as 
outlined by Acquier et al. (2017): an access economy, a platform economy, and a community-based 
economy. 

Digital platforms propelled the modern sharing economy in the late 1990s and early 2000s. Notable 
examples include eBay and CouchSurfing, which facilitated large-scale network formation among 
individuals. Simultaneously, business models such as Zipcar illustrate direct interaction between 
companies and consumers, promoting sharing access to resources (Martin, 2016). 

Among the various business models, P2P sharing and reuse platforms promote collaboration and the 
exchange of idle assets among peers, encouraging functionality and reducing waste (Ho & Yanagisawa, 
2023). In summary, Ho and Yanagisawa (2023) describe that on P2P platforms: (1) exchanges occur 
between users mediated by the online platform; (2) users interact as peers without hierarchy; (3) access is 
based on egalitarian exchanges or market mechanisms; and (4) the assets exchanged can be tangible or 
intangible, such as idle space or skills. 

The benefits and impacts of P2P interaction have encouraged more studies (Caldieraro et al., 2018). For 
some, customers are attracted by lower prices, unique experiences, and reputation (Birinci et al., 2018; 
Prayag & Ozanne, 2018). Other authors emphasise the uniqueness and social benefits as essential, 
providing community integration and local experiences (Tussyadiah & Pesonen, 2018). These platforms 
are particularly effective in developing countries, where they can be used to improve sustainability factors, 
especially in urban environments (Ertz et al., 2019; Raza et al., 2021). 

With the support of these platforms and the internet, the practice of sharing expands on a broad social 
scale, involving strangers, creating contacts, and increasing social integration (Frenken & Schor, 2017). 

Thus, the sharing economy presents an intuitive environmental logic; by sharing goods, the impacts of 
primary production are reduced, scarce resources are preserved, and waste is minimised (Martin et al., 
2019). Moreover, sharing practices can become a standard business model under the circular economy 
concept, as the reuse of goods through P2P sharing is one strategy to meet consumer needs with minimal 
environmental impact and material consumption (He et al., 2021). Therefore, as argued by Del Vecchio 
et al. (2021), it is necessary to investigate how a digital platform can support the creation of a favourable 
environment to achieve goals related to the circular economy. 

Digital technologies and P2P circularity 

In contrast to the linear model, the circular economy creates closed loops where resources circulate within 
a production and consumption system, aiming to optimise resource use and reduce pollution and waste 
at each stage (Sauvé et al., 2016). As argued by Hedberg and Šipka (2020), it is time to understand that 
the transition to the circular economy can be accelerated by digital technology solutions. This transition 
can constitute a new supply of products and services, more sustainable production processes, new 
organisational environments, and alternative and sustainable consumption behaviours and cultures (Del 
Vecchio et al., 2021). 
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In this sense, some authors claim that digitalisation is one of the main enablers of the circular economy, 
highlighting the merging of the sharing economy with more sustainable practices and business models 
(Burmaoglu et al., 2023; Rosário & Dias, 2022). Additionally, digital technologies drive economic 
sustainability by facilitating digital sharing (Rosário & Dias, 2022). In terms of networks and connections, 
Romero et al. (2017) explain how virtual environments help create green businesses, providing the rapid 
formation of closed-loop supply networks. 

The use of product and service-sharing platforms helps increase the containment of natural resources 
and support sustainable development (Lingaitienė et al., 2022). Berg and Wilts (2019) highlighted the 
capability of these platforms to address deficiencies in current market information on waste and 
recyclable materials, in addition to creating networks between the production sector, the waste and 
recycling industry, and the digital sector. The platforms contribute to a more decentralised organisation 
of economic activities, accompanied by potential sustainability benefits, including the transition to a 
circular economy (Bauwens et al., 2020). 

Particularly noteworthy is P2P circularity as a preferable scenario, implying the development of product 
reuse and sharing practices facilitated by technologies and governed by multilevel institutions (Bauwens 
et al., 2020). In other words, it involves the creation of technologies that enable decentralised 
collaboration, allowing for a sharing-based circular economy (Alberich et al., 2023). The sharing economy 
is fundamental, as it allows individuals to conduct P2P transactions with each other without requiring 
permission from central authorities (Bauwens et al., 2020). 

Sharing and exchange enable people to refuse or reduce the purchase of new products, utilising the idle 
capacity of existing assets, thereby reducing the demand for new assets (Liaros, 2021). Moreover, if the 
platforms are community-owned and promote truly collaborative consumption, P2P circularity can 
demonstrate a real reduction in consumption (Lowe & Genovese, 2022). 

This scenario can imply more active consumer involvement, increasing the business value proposition, 
for instance, through user-provided data or the return of waste to the store (Bauwens et al., 2020). 
According to Spychalska-Wojtkiewicz (2020), it is essential to pay attention to customers, as the 
connection between sustainable development trends and customer value management can be 
strengthened, influencing the implementation of sustainable development principles. 

Hypothesis development 

The increase in population and per capita consumption, combined with human intervention, has raised 
several questions about sustainability, the constraints of natural resources, urbanisation, industrialisation, 
and modern agricultural practices (Arora, 2018). In this context, new innovative methods are emerging, 
including the support from technologies (Fernández-Portillo et al., 2019), resulting in positive social 
changes toward a new economy more integrated with environmental factors and sustainable development 
(Ali & Puppim de Oliveira, 2018). 

Sharing and circular economies are beneficial for businesses and society in this context (Sposato et al., 
2017). According to Mensah (2019), sustainability is destined to influence the future discourse of 
sustainable development, based on three interconnected pillars: environmental, economic, and social 
(Mensah, 2019; Schiano & Drake, 2021). Given the growing importance of sustainability, managers and 
policymakers must understand which dimensions most influence consumers' purchase intentions 
(Trudel, 2018). 

The current literature on these themes often neglects the role of the customer as a vital stakeholder (Lai 
& Ho, 2020; Sun & Ertz, 2021). Sheth et al. (2011) argue that insufficient focus on the customer can limit 
the effectiveness of sustainability efforts. Therefore, they propose the concept of “customer-centred 
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Sustainability”, adopted in this study, as performance-oriented towards sustainable outcomes that have 
personal consequences for customers regarding economic, social, and environmental well-being. 

The three customer-centred dimensions, linked to sustainability, aim to offer a holistic view of the impact 
of consumption, which can be related to the context of P2P consumption, as shown in Table I. 

Table I 

Customer-Centred Dimensions of Sustainability in the Context of P2P Consumption 

Customer-centered sustainability 
Sheth et al. (2011) Customer perspective based on P2P consumption 

Economic dimension: 
relates to the impact of consumption 
on consumers' economic well-being, 
including financial aspects such as 

debt burden, income pressures, and 
work-life balance. 

Financial or utilitarian advantages that users obtain by participating in 
sharing activities through P2P platforms. These advantages may include 

reduced costs, greater convenience, time savings, and efficiency in 
obtaining goods or services, as well as maximizing personal utility. 

References: De Canio et al. (2020); Hamari et al. (2016); Lamberton and 
Rose (2012); Möhlmann (2015). 

Social dimension: 
impact of consumption on 

consumers' well-being, reflecting 
individual (and family) well-being or 

quality of life, and associated 
community well-being. 

Intangible advantages and gains that emerge from user interactions on 
P2P platforms. These advantages may include but are not limited to 
establishing bonds, forming a community, and personal satisfaction 

derived from social interaction. 

References: Botsman and Rogers (2010); Bucher et al. (2016); De Canio 
et al. (2020); Kim et al. (2015). 

Environmental dimension: 
impact of consumption on 

environmental well-being, i.e., the 
consequences for human health and 

well-being from environmental 
changes due to consumption. 

Refers to the positive environmental impacts generated by participating in 
sharing activities through P2P platforms. These benefits may manifest 

through waste reduction, resource use efficiency, and extending the 
lifespan of products and services. 

References: Barbu et al., (2018); Botsman and Rogers (2010); De Canio 
et al. (2020); Hamari et al. (2016). 

 

Source: Prepared by the authors. 

The incorporation of technologies and social networks into business models has the potential to further 
optimise resource utilisation, contributing to sustainability in various dimensions (Cohen & Kietzmann, 
2014; Gansky, 2011). This scenario suggests that a more customer-centred approach can not only 
improve the effectiveness of sustainability efforts but also align them more closely with current trends. 

Economic benefits stand out in P2P exchanges, such as on accommodation platforms, offering 
advantages for the involved parties, host, and user (De Canio et al., 2020). Collaborative consumption, 
by providing economic benefits, constitutes more individualistic motives, as participating in sharing can 
maximise utility, since the consumer exchanges exclusive ownership of goods for lower-cost options 
(Hamari et al., 2016). In this sense, economic benefits exert a strong effect on consumer behaviour in the 
sharing economy (Hawlitschek et al., 2018). This leads to the following hypothesis: 

H1: The perceived economic benefits by users of P2P platforms positively influence their attitude. 

The internet has enabled the development of social sharing activities that go beyond local communities 
(Barnes & Mattsson, 2017). The emergence of online communities has expanded boundaries for people. 
In the case of P2P platforms, besides facilitating interaction, they have become a “place” for social 



Customer-centric sustainability in peer-to-peer platforms 

ISSN 1982-2596                                                                               RPCA | Rio de Janeiro | v. 19 | n. 3 | jul. – set. 2025                    38 

promotion (De Canio et al., 2020). According to Kim et al. (2015), direct interactions with other users 
on P2P platforms facilitate the establishment of social bonds that go beyond economic exchanges. 
Moreover, Dabbous and Tarhini (2019) conducted a study indicating the connection between the social 
aspect, attitude, and intention to engage in sustainable consumption through the sharing economy. Thus, 
the hypothesis is: 

H2: The perceived social benefits by users of P2P platforms positively influence their attitude. 

The redistribution of resources in this lifestyle offers significant environmental benefits, such as 
improving efficiency and reducing waste (Botsman & Rogers, 2010). Thus, more than individual 
motivations, sharing can generate beneficial effects for society and the environment, as resources can be 
used more judiciously (Barbu et al., 2018). According to Botsman and Rogers (2010), environmental 
benefits are obtained due to the use of assets that would otherwise go unused, and the environmental 
impact is minimised by extending the product's lifespan. 

Even if consumers prefer economic or social benefits, environmental benefits will still be present, 
depending on consumers' willingness to share (Barnes & Mattsson, 2017; Coelho & Romero, 2020). 
Furthermore, according to De Canio et al. (2020), environmental benefits combined with other benefits 
can increase individuals' intention to participate in P2P accommodation platforms (Böcker & Meelen, 
2017). Therefore, the following hypothesis is defined: 

H3: The perceived environmental benefits by users of P2P platforms positively influence their attitude. 

The choice to focus solely on the link between attitude and behavioral intention using the Theory of 
Planned Behavior (TPB) as a basis is justified by strong evidence of the former's role as a predictor in 
this relationship (Ajzen, 1991; Hagger et al., 2021), particularly in the context of new economies (Ajzen, 
1991; Laurenti & Acuña, 2020). Ahmad et al. (2016) highlight the flexibility of TPB in integrating 
additional variables, provided they contribute to defining the behaviour being studied. From the 
perspective of P2P platforms, this connection is particularly relevant, as consumers' attitudes towards 
these platforms directly influence their intentions to use them. 

The Theory of Planned Behaviour suggests that attitude, defined as an individual's positive or negative 
evaluation of performing a specific behaviour, is a crucial element directing actual behaviour (Ajzen, 
1991). Although subjective norm (perceived social pressure) and perceived behavioural control (ease or 
difficulty of performing a behaviour) significantly influence behavioural intention, their influences are 
considered background factors here due to our specific focus on attitude as the primary driver. 
Furthermore, the subjective norm has been considered a weak predictor (Armitage & Conner, 2001), and 
perceived behavioural control as an “out-of-place” moderator (La Barbera & Ajzen, 2020). 

By emphasising attitude, the aim is to deepen the understanding of how individual evaluations can drive 
the willingness and effort to perform an expected behaviour (Ajzen, 1991; Armitage & Conner, 2001). 
The proposed hypothesis is then: 

H4: The attitude of users of P2P platforms positively influences their behavioral intention to participate 
in these platforms. 

Methodological procedures 

The choice of a quantitative approach allowed for a systematic and objective analysis of the data. The 
analysis and processing were carried out using the Partial Least Squares Structural Equation Modelling 
(PLS-SEM), a technique that generates parameter estimates that maximise the explained variance (R²), 
which is a predictive measure used to assess the quality of fit in endogenous constructs (Hair et al., 2020). 
This approach supports prediction and explanation objectives for structural model constructs, is flexible, 
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and has comparatively high statistical power (Hair et al., 2011). The data were tabulated in Microsoft 
Excel and processed using SmartPLS® 4.0 software (Ringle et al., 2015). 

The sampling technique adopted was non-probabilistic by quota, consisting of two stages as guided by 
Malhotra (2019). In the first stage, control quotas for population elements were defined according to 
demographic variables (gender, age, education, and income) based on information from the Brazilian 
Institute of Geography and Statistics (IBGE, 2023b). The quotas were proportionally assigned to the 
population composition in the city of São Paulo, Brazil. 

Research in the city of São Paulo is justified by a series of demographic, economic, political, and social 
factors. First, São Paulo is the most populous municipality in Brazil, with over 11.451 million inhabitants 
(IBGE, 2023a). This high population density provides fertile ground for the rise and dissemination of 
collaborative consumption practices. Academic research in the region indicates positive impacts of these 
services on efficiency and reducing economic and spatial inequality in the city (Bó & Petrini, 2019; 
Haddad et al., 2019). 

Besides the economic and academic scenario, recent public policies also corroborate the suitability of São 
Paulo as a locus of investigation. In 2021, the city hall launched events and initiatives such as “Virada 
ODS” and “Sampa Circular,” aiming to engage the population in more sustainable practices (Ideia 
Circular, 2021; Prefeitura de São Paulo, 2021). The “Ligue os Pontos” project by the Municipal Urbanism 
and Licensing Department, for example, aims to strengthen local agriculture and its value chain, using 
technology as a tool for integration and coordination among stakeholders. This reflects an environment 
in which public power and society are engaged in collaborative and circular practices (Prefeitura de São 
Paulo, 2023). 

The sample size was planned to ensure the robustness of statistical inferences. With a 95% confidence 
interval, the calculations indicated the need for 384 respondents. Additionally, the a priori estimate was 
calculated using G*Power 3 software, considering a medium effect size (f² = 0.15, equivalent to R² of 
13%), 80% statistical power, and a 5% significance level (Cohen, 1988; Hair et al., 2022). 

The criteria for sample selection included people who use or have used P2P platforms as consumers at 
least once. The exclusion criteria were: a) individuals under 18 years old; b) non-residents of the city of 
São Paulo; and c) individuals who have not used P2P platform at least once in the year preceding this 
research. 

Data were collected from June to August 2023, with respondents recruited online, which is consistent 
with the nature of P2P platform users. A link to the questionnaire was hosted on the Google Forms 
platform. The questionnaire consisted of sociodemographic questions about users and the 33 final 
variables (randomly arranged) related to the constructs based on adapted scales from Tussyadiah (2016) 
(economic benefits), Bucher et al. (2016) (social benefits and behavioural intentions) and Hamari et al. 
(2016) (attitude and environmental benefits). All were evaluated on a 7-point Likert scale ranging from 
“strongly disagree” to “strongly agree”, based on other research (De Canio et al., 2020; Hamari et al., 
2016) and the guidelines of Francis et al. (2004). 

Results 

A total of 622 questionnaires were returned, and they underwent adequacy analysis to verify their validity 
for the research (Malhotra, 2019). In the end, 499 questionnaires were considered for analysis, a number 
that exceeded the calculated sample size. Post hoc analysis indicated that any R² greater than 2.15% would 
be detected as significant, and for the medium effect size (f²) of 0.10 obtained by G*Power, the power 
achieved was 0.999. 
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Descriptive statistics provided a better understanding of the research participants' profiles. Of the total, 
53.1% were women, 45.7% were men, 0.8% identified as non-binary, and 0.4% chose not to disclose 
their gender. Respondents' ages ranged from 18 to 81 years, with an average of 34 years. Age groups were 
distributed as follows: 46.9% were 18 to 25 years old, 22.8% from 26 to 43 years, 19.8% from 44 to 58 
years, and 10.4% were 59 years or older. Regarding education, 23.8% had completed secondary education, 
37.3% had incomplete higher education, 20.6% had completed higher education, and 18.2% had 
postgraduate education. Regarding monthly family income, 15.0% received up to USD 580.00, 26.9% 
between USD 580.01 and USD 1,420.00, 36.5% between USD 1,420.01 and USD 4,400.00, and 21.6% 
had an income above USD 4,400.01. 

Of those interviewed, 89.8% are only consumers, and 10.2% use the platforms both as suppliers and 
consumers. As for the group of platforms indicated by respondents as used in the last year, 64% used 
more than one type. Overall, ride-sharing platforms were the most frequently used, being indicated in 
50.6% of responses, followed by accommodation platforms (24.3%), product purchase or sharing 
platforms (14.6%), service platforms (7.2%), and vehicle (product) platforms (2.5%). This profile aligns 
with the nature of the P2P sharing economy, where users primarily interact as peer consumers (Ho & 
Yanagisawa, 2023). The prevalence of service platforms also reflects the maturity and widespread 
adoption of this model (Frenken & Schor, 2017). 

The conceptual model was formed only by reflective indicators. In this case, Hair et al. (2022) recommend 
estimating the model in two stages: i) evaluation of the measurement model (relationship between 
indicators and constructs); and ii) evaluation of the structural model (relationship between constructs). 

In the evaluation of the measurement model, Confirmatory Composite Analysis (CCA) was used. Hair 
et al. (2020) highlight its use in PLS-SEM modelling, as the various items in the construct measurement 
increase precision and reduce the degree of error (Hair et al., 2022). The reliability of the indicators was 
analysed, that is, the magnitude of their outer loadings, with a desirable value of 0.708 or more and 
statistically significant, and for loadings between 0.40 and 0.70, they can be retained if they increase 
internal consistency reliability or convergent validity (Hair et al., 2022). For significance, the t-statistic 
was evaluated above ±1.96 at the 5% level (Hair et al., 2022; Henseler et al., 2015). In PLS-SEM, this is 
obtained by bootstrapping confidence intervals (Hair et al., 2011, 2019). Table II shows all the results, 
where all indicators met the criteria. 

Table II 

CCA and Descriptive analysis of the measurement model 

Construct Path 
loading 

Sample 
mean 

Standard 
deviation T-value 

P-value 
(two-
tailed) 

 
 

Attitude (ATT) 

att_1 0.891 0.891 0.013 68.758 0.000 

att_2 0.903 0.903 0.012 78.132 0.000 

att_3 0.888 0.888 0.012 73.321 0.000 

att_4 0.678 0.677 0.044 15.369 0.000 

att_5 0.582 0.580 0.042 13.866 0.000 

Environmental 
Benefits (ENV) 

env_1 0.763 0.763 0.030 25.746 0.000 

env_2 0.862 0.861 0.014 60.412 0.000 

env_3 0.910 0.910 0.010 90.983 0.000 
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env_4 0.884 0.883 0.014 61.704 0.000 

env_5 0.862 0.862 0.018 48.539 0.000 

env_6 0.903 0.903 0.010 89.701 0.000 

Economic Benefits 
(ECO) 

eco_1 0.753 0.752 0.028 26.783 0.000 

eco_2 0.770 0.770 0.022 34.623 0.000 

eco_3 0.777 0.776 0.024 32.389 0.000 

eco_4 0.807 0.808 0.017 48.812 0.000 

eco_5 0.697 0.696 0.038 18.511 0.000 

Social Benefits 
(SOC) 

soc_1 0.831 0.830 0.019 44.165 0.000 

soc_2 0.832 0.832 0.017 49.203 0.000 

soc_3 0.720 0.720 0.028 26.072 0.000 

soc_4 0.821 0.820 0.022 37.635 0.000 

soc_5 0.856 0.856 0.015 58.103 0.000 

Perceived 
Behavioral Control 

(PBC) 

pbc_1 0.882 0.879 0.026 34.447 0.000 

pbc_3 0.918 0.919 0.012 79.531 0.000 

Behavioral 
Intention (BI) 

bi_1 0.835 0.835 0.019 44.816 0.000 

bi_2 0.801 0.801 0.022 37.004 0.000 

bi_3 0.849 0.849 0.018 46.389 0.000 

bi_4 0.746 0.746 0.028 26.911 0.000 

bi_5 0.752 0.752 0.025 30.280 0.000 

Subjective Norm 
(SN) 

ns_1 0.921 0.921 0.008 114.065 0.000 

ns_2 0.891 0.890 0.012 75.545 0.000 

ns_3 0.902 0.902 0.012 77.677 0.000 

 

For internal consistency reliability, the traditional Cronbach's alpha and composite reliability were 
verified, the latter because it has items weighted based on individual indicator loadings, being superior to 
alpha (Hair et al., 2019). Moreover, Cronbach's alpha can be conservative, and composite reliability is 
very liberal, so the exact reliability coefficient (ρA) was also analysed. According to Hair et al. (2022), 
higher values indicate higher levels of reliability, namely, from 0.60 to 0.70 are acceptable, in more 
advanced stages between 0.70 and 0.90; however, values above 0.95 are not desirable as they indicate 
semantically redundant items. As shown in Table III, it can be affirmed that the model has internal 
consistency since the criteria were met. The internal consistency of the constructs validates the theoretical 
operationalisation of customer-centric sustainability dimensions (Sheth et al., 2011), confirming that 
economic, social and environmental benefits are measured reliably and consistently. 

For convergent validity, evaluations of a reflective construct should demonstrate significant convergence 
in terms of variance (Hair et al., 2022). The average variance extracted (AVE) was examined as a measure, 
which is acceptable at a value of 0.50 or higher. This metric was also evaluated as satisfactory, confirming 
convergent validity, as shown in Table III. 
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Table III 

Validation of internal consistency and convergent validity 

Construct Cronbach's 
alpha 

Reliability 
Coefficient (ρA) 

Composite 
reliability AVE 

ATT 0.851 0.882 0.896 0.640 

ENV 0.932 0.934 0.947 0.749 

ECO 0.822 0.835 0.873 0.580 

SOC 0.872 0.880 0.907 0.662 

PBC 0.767 0.783 0.895 0.810 

BI 0.857 0.861 0.897 0.637 

SN 0.889 0.891 0.931 0.819 

 

For discriminant validity, the Fornell-Larcker criterion was considered, which involves comparing the 
square root of AVE values with latent variable correlations, which should exceed the highest correlation 
of the construct with any other (Hair et al., 2022), as shown in Table IV. Additionally, Henseler et al. 
(2015) proposed an alternative to assess discriminant validity, the heterotrait-monotrait (HTMT) ratio of 
correlations, with easy interpretation: if indicators between two constructs exhibit an HTMT value less 
than 1.0, the true correlation between the two constructs is likely different from 1.0, and they should be 
distinct. Table IV shows that all HTMT indicators followed the criterion. 

Table IV 

Discriminant validity 

Construct ATT ENV ECO SOC PBC BI SN 

Fornell-Larcker Criterion        

ATT 0.800       

ENV 0.532 0.865      

ECO 0.780 0.525 0.762     

SOC 0.431 0.524 0.410 0.813    

PBC 0.478 0.193 0.442 0.129 0.900   

BI 0.825 0.456 0.729 0.450 0.502 0.798  

SN 0.480 0.455 0.450 0.492 0.149 0.535 0.905 

 HTMT  

ENV 0.597       

ECO 0.898 0.605      

SOC 0.495 0.574 0.472     
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PBC 0.599 0.225 0.524 0.145    

BI 0.954 0.509 0.837 0.515 0.612   

SN 0.549 0.496 0.519 0.560 0.176 0.615  

 

For the evaluation of the structural model, each endogenous construct (attitude and behavioural 
intention) was calculated as a dependent variable, and their antecedents as independent variables 
(perceived economic, social, and environmental benefits) (Hair et al., 2011). The potential collinearity 
among constructs was verified using the variance inflation factor (VIF), with values below 5 but 
preferably below 3 to ensure that collinearity does not have a considerable effect on structural model 
estimates (Hair et al., 2020, 2022). As shown in Table V, the relationship values demonstrate no 
collinearity problem. 

After identifying that collinearity is not at a critical level, Hair et al. (2022) recommend evaluating the 
importance and relevance of estimates between structural model constructs, called path coefficients, with 
values ranging from +1 to -1. It can be seen in Table V that the strongest relationships are from economic 
benefits to attitude and from attitude to behavioural intention. The other relationships of environmental 
and social benefits to attitude are weaker. This robust result confirms the central premise of Hamari et 
al. (2016) and shows that the economic argument is the main way of encouraging consumers to engage 
in circular consumption practices via P2P platforms, where access is considered more valuable than 
ownership (Sposato et al., 2017). The central role of attitude as a precursor to intention is validated, in 
line with the Theory of Planned Behaviour (Ajzen, 1991) and its application to sustainable consumption 
contexts (Laurenti & Acuña, 2020). However, the moderate influence of environmental benefits and the 
weak influence of social benefits suggest that, although circular economy and urban sustainability are 
relevant theoretical frameworks (Veckaline & Tambovceva, 2021), consumers' perception of their 
personal contribution to closing the material cycle (Alves et al., 2023) has less impact on their attitude 
than the immediate financial advantage. 

Table V 

VIF and structural model path coefficient measures 

Relationships VIF Path 
loading 

Standard 
deviation 

T- 
value 

P- 
value 

Original 
sample 

Sample 
mean 

Confidence 
intervals 

2,5% 97,5% 

ATT → BI 1.660 0.658 0.038 17.213 0.000 0.658 0.655 0.576 0.726 

ENV → ATT 1.641 0.128 0.043 2.949 0.003 0.128 0.127 0.043 0.211 

ECO → ATT 1.431 0.680 0.037 18.268 0.000 0.680 0.680 0.604 0.751 

SOC → ATT 1.428 0.081 0.035 2.279 0.023 0.081 0.082 0.012 0.149 

PBC → BI 1.313 0.157 0.035 4.493 0.000 0.157 0.159 0.095 0.230 

SN → BI 1.307 0.198 0.030 6.508 0.000 0.198 0.200 0.143 0.262 

 

For significance, the t-test, p-value, with standard deviation, and bootstrapping confidence intervals were 
performed; all relationships were significant. The relationship of social benefits to attitude was significant 
at 5%, and other relationships at 1%. Additionally, all path coefficient values between the constructs of 
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the original sample, as well as the sample mean, are within the respective positive confidence intervals 
above 0. From these results, we can state that hypotheses H1, H2, H3, and H4 can be non-rejected. 

The next steps involved judging the explanatory and predictive capabilities of the model and the 
relationships between constructs (Hair et al., 2022). The coefficient of determination (R²) is a prediction 
measure for endogenous constructs, with values ranging from 0 to 1, where higher values indicate greater 
explanatory power (Hair et al., 2019). The values for attitude (R² = 0.632) and behavioural intention (R² 
= 0.729) constructs can be considered “moderate”, a good explanatory power in the studied context. The 
adjusted R² systematically corrects the R² value downwards based on sample size and the number of 
predictive constructs, with little change. The model's “moderate” to “high” explanatory power shows 
that the theoretical framework adopted, based on the three pillars of sustainability (Mensah, 2019) and 
mediated by attitude, is quite effective at capturing the complexity of the intention to use P2P platforms. 

The effect size f² evaluates the contribution of each exogenous construct to the calculated R² value (Hair 
et al., 2022). The economic benefits have a large effect on attitude (f² = 0.878), while environmental 
benefits have a small effect (f² = 0.027), and social benefits have no effect (f² = 0.012). The strong 
economic impact highlights that the transition to a circular economy (Hedberg & Šipka, 2020) can be 
accelerated by emphasising the financial benefits of this option, making it more attractive. However, the 
reduced influence of environmental benefits highlights a challenge: although closing cycles is central to 
the concept (Sauvé et al., 2016), this value is not the main motivator for adoption but rather a 
supplementary factor. The weak influence of social benefits calls into question the relevance of the 
“community economy” (Acquier et al., 2017) in the circular economy, suggesting that social interaction 
is perceived more as a by-product than as a driver of engagement. 

Attitude stands out for its large effect on behavioural intention (f² = 0.961), compared to the small effect 
of the others (PBC: f² = 0.069; SN: f² = 0.111). The significant impact of attitude on intention highlights 
its importance in the decision-making process. It acts as the primary cognitive mechanism through which 
perceived benefits are converted into the intention to act (Ajzen, 1991). 

For predictive power analysis, one of the most used measures is redundancy with cross-validation (Q²), 
where values above 0, 0.25, and 0.50 represent small, medium, and large relevance, respectively (Hair et 
al., 2019). The Q² index values indicate significant predictive relevance for both endogenous constructs 
(ATT: Q² = 0.625; BI: Q² = 0.619). The model's significant predictive relevance is validated not only 
theoretically, but also empirically. This suggests that the customer-centred benefit structure is a robust 
instrument for predicting the actual adoption of these platforms (Sheth et al., 2011). 

Finally, the quality of the structural model fit was evaluated, a crucial step in SEM model validation 
(Schuberth et al., 2023). The Standardised Root Mean Square Residual (SRMR) is recommended to detect 
incorrect specifications reliably between matrices (Henseler et al., 2017; Pavlov et al., 2021; Sarstedt et 
al., 2022). According to Henseler et al. (2017), a value of 0 would indicate a perfect fit, but a cutoff value 
of 0.080 seems more appropriate for PLS path models. For this study's model, an SRMR value of 0.076 
was found, below the stricter criterion, indicating a good fit. Based on all results, Figure 1 demonstrates 
the final structural model. 
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Fig. 1. Final SEM model with path coefficients. 
Nota. *** p < 0,01; ** p < 0,05. 

As reported and proven, all hypotheses were empirically not rejected, providing support for the suggested 
theoretical influences. In short, the model is not only valid but also clarifies theoretical debates about the 
main factors that motivate P2P consumption (Hawlitschek et al., 2018; Barnes & Mattsson, 2017), 
revealing a hierarchy of influence in attitude formation. This finding is crucial for implementing the 
circular economy (Bauwens et al., 2020), indicating that communicating economic value is fundamental 
to attracting users, and that environmental and social aspects should be integrated as elements of added 
value and purpose. 

Implications for the urban circular economy 

The relationship of economic benefits, verified for attitude, was the strongest, most positive, and 
significant among the benefits studied. This result is consistent with previous studies (De Canio et al., 
2020; Ek Styvén & Mariani, 2020; Tussyadiah, 2016), indicating that consumers are primarily driven by 
financial aspects (Milanova & Maas, 2017). Thus, the more economic benefits consumers perceive in P2P 
platforms, the stronger their attitude and intention to participate in them (Li & Wen, 2019; Raza et al., 
2021). 

Although it was the weakest relationship, social benefits showed a significant impact, suggesting that P2P 
platforms promote social interactions that transcend economic exchanges (De Canio et al., 2020; Kim et 
al., 2015). The significant and positive impact of perceived social benefits provides pathways for a more 
favorable attitude (Ratilla et al., 2021). According to Milanova and Maas (2017), greater appreciation for 
social interactions requires various stimuli, such as the symbolic meaning of the community or the feeling 
of social empowerment by the consumer. 

While economic factors predominantly influence consumers, the potential for environmental benefits 
can also be an attraction for users (Tussyadiah & Pesonen, 2018). Consumers with greater ecological 
concerns tend to lead collaborative consumption and can more easily associate environmental impacts 
and waste reduction with a more positive attitude (Won & Kim, 2020). Furthermore, it should be 
considered that increasing environmental concerns may drive preferences for more environmentally 
beneficial alternatives in the future (Kaushal & Prashar, 2022). 
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The results showed a strong relationship between attitude and behavioural intention, reinforcing other 
studies in the sharing context (Bucher et al., 2016; Dabbous & Tarhini, 2019; Ek Styvén & Mariani, 2020; 
García-Rodríguez et al., 2022; Kaushal & Prashar, 2022). The significant variance of over 70% represents 
how much attitude influences the explanatory power of the behavioural intention construct. Individuals 
with a positive attitude towards sharing are more likely to demand collaborative consumption (Bäro et 
al., 2022) and, therefore, circular consumption as well. 

To demonstrate this connection, Table VI was created to relate the concepts of “Consumer-centred 
Sustainability in P2P Platforms” and “Urban Circular Economy”, highlighting how the results obtained 
in this study can translate into practices and policies for the circular economy in cities. 

Table VI 

Relationship between CCS in P2P platforms and urban CE 

Aspect 
Customer-centric sustainability in 

P2P platforms 
Urban Circular Economy 

Economic benefits Strongest and most significant Financial incentives and cost 

Social benefits Significant impact, but weaker 
Promotion of social cohesion and 

sharing 

Environmental benefits Potentially 
Waste reduction and positive 

environmental 

Positive Attitude A strong relationship with behavioral Education and awareness on 

Behavioral intention 70% of variance Perception changes through concrete 

It is known that the urban circular economy has emerged as an innovative and sustainable approach to 
addressing the financial and environmental challenges of contemporary cities. This model aims to 
optimize resource use through practices of reuse, recycling, and sharing. This results in a significant 
reduction of waste and negative environmental impacts. The urban circular economy, which offers 
several benefits beyond the sharing economy, can be a catalyst for a change in consumption dynamics 
on P2P platforms. 

The economic, social, and environmental benefits are the three main aspects of customer-centred 
sustainability addressed when studying the consequences of the urban circular economy. Based on the 
results, the analysis assumes that economic benefits are the primary motivator for consumers to 
participate in P2P platforms. However, the importance of social interactions and the attraction of 
environmental benefits also play crucial roles in promoting sustainable practices. In other words, 
circularity can provide significant benefits to customers, optimised digitally to become more competitive 
and sustainable (Townsend & Coroama, 2018). 

Thus, it is understood that urban policies and initiatives can be organised to promote an effective and 
engaged circular economy, as demonstrated: 

Economic benefits as the main driver: The main motivator for customers to participate in P2P platforms 
is economic. This finding is important for the urban circular economy, as it indicates that urban policies 
and initiatives promoting circular practices should emphasise financial gains for citizens. The most 
individual motives and gains for consumers need to be clearer, so that comparison with other alternatives 
can attract customers' attention. Adherence to the circular economy can be increased through tax 
incentives, cost reduction via the sharing economy, and more opportunities for additional income. 
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Importance of social interactions: Even though it is not the main focus, digital platforms in the context 
of the circular economy must consider the social relations promoted by exchanges, as they are significant. 
P2P platforms facilitate social interactions that can transcend economic transactions, promoting a sense 
of community and social cohesion. In the urban circular economy, fostering spaces and opportunities 
for social interactions can strengthen community engagement in sustainable practices, creating a culture 
of sharing and resource reuse. 

Attraction of environmental benefits: Environmental issues can be a differentiating factor to add value 
to the use of digital platforms. The potential of environmental benefits as an attraction for P2P platform 
users indicates that increasing ecological awareness can drive the urban circular economy. Initiatives that 
highlight waste reduction and the positive environmental impacts of circular practices can resonate well 
with consumers who have greater ecological concerns. Communication strategies that emphasise 
sustainability and positive environmental impacts can, therefore, be effective. 

Relationship between attitude and behavioural intention: The strong relationship between attitude and 
behavioural intention observed in the results reflects the importance of shaping positive perceptions 
towards sharing and sustainable practices. In the urban circular economy, educational and awareness 
campaigns that promote the benefits of collaborative consumption and resource reuse can significantly 
influence citizens' attitudes, encouraging more sustainable behaviours. 

Significance of explained variance: The significant variance explained by attitude about behavioural 
intention (over 70%) indicates that actions can transform attitudes and have great potential to influence 
real behaviours. Positive experiences, success stories, and concrete examples of economic, social, and 
environmental benefits can help people change their perceptions. This can be extremely effective in the 
urban circular economy. 

The findings of this study suggest that a multifaceted approach, combining economic incentives, 
promotion of social interactions, and highlighting environmental benefits, can significantly influence 
citizens' adherence to urban circular economy practices. Thus, well-designed policies and strategic 
initiatives have the potential to transform attitudes and behaviours, promoting an effective transition to 
a more circular and sustainable economy. 

Concluding remarks 

This study set out to investigate the drivers of consumer behaviour in P2P platforms through the lens of 
customer-centred sustainability, aiming to shed light on its implications for the urban circular economy. 
The results provide a clear and delineated hierarchy revealing that while all three dimensions of 
sustainability (economic, social, and environmental) play a role, economic utilitarianism is the dominant 
force shaping consumer attitudes and, consequently, their intention to engage in sharing consumption 
practices. 

The strong mediating role of attitude confirms the centrality of individual evaluation in this process.  In 
the urban circular economy, educational and awareness campaigns that promote the benefits of 
collaborative consumption and resource reuse can significantly impact citizens' attitudes, encouraging 
more sustainable behaviours. Positive experiences, success stories, and concrete examples of benefits can 
help change perceptions. 

This research offers three key theoretical advancements. First, it empirically validates and quantifies a 
hierarchy of motivations based on the sharing economy literature, firmly establishing economic benefit 
as the primary driver in the P2P context of an emerging economy. Second, it successfully operationalises 
and tests the customer-centred sustainability framework, demonstrating its efficacy in explaining 
behavioural intentions within the urban circular economy. Third, it bridges a critical gap between macro-
level circular economy principles and micro-level consumer behaviour, providing a validated model to 
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understand the psychological mechanisms, specifically attitude formation, that drive the adoption of 
circular practices. 

As practical implications for policymakers and urban planners, our results advocate for a pragmatic 
approach. To effectively promote circularity, initiatives must lead with clear economic incentives, such 
as tax benefits or subsidies for sharing-based services, while leveraging environmental and social benefits 
as reinforcing values, not primary messages. For platform managers, the imperative is to design and 
market their services, highlighting cost-saving and income-generation features prominently. Fostering 
community features and transparently showcasing environmental savings can then enhance the value 
proposition for specific user segments. It is crucial to highlight that the research conducted in this 
megacity of the Global South, São Paulo, can have significant practical implications for other urban areas 
in developing countries. 

This study is not without limitations. Although clear criteria and special attention to methodological 
elements were adopted, its focus on a single megacity (São Paulo) and a non-probabilistic sample cautions 
against overgeneralization. Furthermore, the measurement of intention rather than actual behaviour 
presents an opportunity for further research. 

Future studies should therefore: (1) test this model in diverse cultural and economic contexts to assess 
its cross-cultural validity; (2) employ longitudinal designs to track the transition from intention to actual 
behaviour on P2P platforms; and (3) investigate sector-specific models (e.g., comparing mobility vs. 
accommodation platforms) to uncover potential variations in motivational hierarchies. Exploring the role 
of digital literacy and trust as moderating variables could also yield valuable insights. 

In conclusion, the transition to an urban circular economy is not merely a technological or infrastructural 
challenge; it is profoundly a human-centric one. This study demonstrates that its acceleration hinges on 
understanding and leveraging the fundamental economic motivations of consumers, using attitude as a 
key lever to transform circular principles from a lofty ideal into a practical and attractive everyday reality. 
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