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Carlos Guerrero Medina (Peru), Jessica Alzamora Ruiz (Peru),
Jaime Serida Nishimura (Peru)

BEYOND ADOPTION:

PERSONAL VALUES AND
SOCIODEMOGRAPHIC PROFILES
ASSOCIATED WITH COMMITTED
PARTICIPATION INTENTION

IN COLLABORATIVE
CONSUMPTION IN PERU

Abstract

Collaborative consumption (CC) has become an important alternative to ownership-based

consumption models, particularly in emerging economies where digital platforms may
expand access to goods and services. Although prior research has examined initial adop-
tion, less is known about factors associated with users’ intention to remain engaged beyond

first use. This study analyzes committed participation intention in CC among urban adult
consumers in Peru. In line with the empirical design, committed participation intention is

operationalized through two indicators, intention to continue participating and intention

to recommend CC initiatives. Data were collected in 2019, during an early consolidation

stage of CC in Peru, through a face-to-face structured survey of 2,050 adults aged 18 to

64 residing in 28 cities across the country’s five macro-regions. Two-stage cluster analy-
sis first identified three committed participation intention segments, high, moderate, and

low. Bivariate analyses were then used to profile these segments, while multinomial logistic

regression was estimated as the main multivariate analysis to examine the associations be-
tween personal values, sociodemographic characteristics, and segment membership. The

findings show that membership in higher committed participation intention segments

was mainly associated with greater relative Openness to change over Conservation. The

Self-transcendence-Self-enhancement value dimension showed a more complex and less

consistent pattern. Among sociodemographic characteristics, generation and educational

level remained relevant in the multivariate model, whereas other variables showed mainly
bivariate or non-robust associations. The study contributes to CC literature by distinguish-
ing committed participation intention from initial adoption and providing empirical evi-
dence from Peru as a Latin American emerging economy.

Keywords collaborative consumption, sharing, commitment,
values, segmentation, demographics, Peru
JEL Classification M31, D12, D91

INTRODUCTION

Collaborative consumption (CC) has gained increasing relevance in recent
years as an alternative to traditional ownership-based consumption mod-
els. Enabled by digital platforms, CC allows individuals to access, share,
rent, lend, or exchange goods and services, promoting a model based on
use rather than possession (Marin-Carrillo et al., 2025; Clemens et al.,
2025). Beyond transportation and accommodation, this phenomenon has
expanded into sectors such as education, health, logistics, financial ser-
vices, urban mobility, and digital commerce (Sun, 2024). Its relevance for
marketing and consumer behavior research lies in the way it challenges
traditional assumptions about ownership, access, value creation, and the
role of users in platform-based markets.

http://dx.doi.org/10.21511/im.22(4).2026.02
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The importance of CC is particularly evident in emerging economies, where structural conditions may
shape platform participation differently from developed markets. In Latin America, collaborative ini-
tiatives have grown in sectors such as mobility, accommodation, logistics, and digital services (Li &
Tsai, 2022; Zhu & Liu, 2021). Peru represents a relevant setting because collaborative platforms have
progressively expanded in urban environments, while the country continues to face structural condi-
tions such as high labor informality and limited access to formal services (ILO, 2018; INEI, 2022). At
the regional level, Latin America also continues to show persistent digital transformation gaps related
to infrastructure, digital skills, financing, productive digitalization, and fragmented regulatory frame-
works (ECLAC, 2025). In such contexts, CC may operate not only as a consumption alternative but also
as a mechanism for income generation, access to services, and resource optimization (Giiglii et al., 2023).

This context also makes the 2019 data analytically relevant. At that time, collaborative platforms had
already begun to expand in urban Peru, but the market had not yet been reshaped by the post-pandemic
acceleration of digitalization, platform use, and digital payments. Therefore, the data provide a use-
ful pre-pandemic baseline for examining consumers’ value orientations and sociodemographic pro-
files during an early consolidation stage of CC. While the current platform ecosystem has evolved, the
findings remain analytically useful because the study focuses on relatively enduring value orientations
(Schwartz et al, 2012; Sagiv & Schwartz, 2022), and structural profile differences, rather than on short-
term platform usage levels. Thus, their application to the current market should be made with caution,
the study does not seek to estimate the current size or penetration of the CC market, but to identify how
urban adult consumers in Peru differed in their intention to continue participating in and recommend
CC initiatives at a key stage in the development of these models.

Despite the growing importance of CC, academic research has focused predominantly on users’ initial
adoption or intention to use collaborative platforms (Lamberton & Rose, 2012; Hamari et al., 2016; Ertz
& Sarigollii, 2022). However, initial adoption, actual committed participation, and intention toward
committed participation are not equivalent phenomena. While adoption reflects willingness to try or
use a platform, actual committed participation would require observing recurrent behavior over time.
In contrast, this study focuses on committed participation intention, understood empirically as users’
intention to continue participating in and recommend CC initiatives.

This distinction raises a scientific problem for CC research, existing knowledge remains limited re-
garding which individual characteristics are associated with users’ intention to move beyond sporadic
or initial participation. This issue is especially relevant in emerging markets, where digital trust, so-
cioeconomic conditions, and value orientations may shape participation patterns in distinctive ways.
Therefore, further research is needed to clarify how personal values and sociodemographic character-
istics are associated with committed participation intention. Accordingly, this study examines these
associations among urban adult consumers in Peru, providing evidence from an urban Latin American
emerging economy context.

1. LITERATURE REVIEW
AND HYPOTHESES

CC has been examined from different theoreti-
cal perspectives, including consumer behavior,
digital platforms, sustainability, value co-creation,
and the sharing economy (Eckhardt et al., 2019;
Hamari et al., 2016; Tham et al., 2023). Prior re-
search has advanced the understanding of why in-
dividuals adopt collaborative platforms, what ben-

http://dx.doi.org/10.21511/im.22(4).2026.02

efits they expect from them, and how these models
reshape traditional market relationships (Hamari
et al., 2016; Minami et al., 2021). However, the lit-
erature also suggests that participation in CCis not
homogeneous. Consumers may differ not only in
whether they adopt these initiatives but also in the
degree to which they continue participating, rec-
ommend them, and contribute to their diffusion
within a community (Hellwig et al., 2015; Malecka
et al,, 2022b). Therefore, reviewing the literature
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on committed participation in CC requires inte-
grating three complementary streams, consumer
engagement and continuance, personal values and
motivations, and sociodemographic characteris-
tics associated with participation patterns.

From a marketing perspective, commitment is
understood as the manifestation of discretionary
consumer behaviors that go beyond purchasing
and reflect ongoing interaction with the company,
platform, or community (Brodie et al., 2011; Dong
& Sivakumar, 2017; Van Doorn et al., 2010). These
behaviors are motivated by both rational and
emotional factors that contribute to strengthen-
ing loyalty and continuity in the relationship with
the organization (Brodie et al., 2011). In platform-
based markets, this notion is particularly relevant
because value does not depend exclusively on the
firm’s offer, but also on the active participation of
users, their willingness to interact with others, and
their contribution to the sustainability of the net-
work (Eckhardt et al., 2019; Nadeem et al., 2020).

In online communities, committed participation
is considered a key factor for sustainability be-
cause engaged users not only continue consuming
or providing services, but also collaborate with
other users, share positive experiences, recom-
mend the platform, and comply with communi-
ty rules (Dessart et al., 2015; Kumar et al., 2010;
Palmatier et al., 2006). In this sense, engagement
involves voluntary actions that strengthen trust,
continuity, and the social functioning of digital
communities. Within the sharing economy, value
co-creation studies also highlight that consumers
can become active contributors to platform value,
rather than passive recipients of services (Nadeem
et al., 2020). This active role is especially impor-
tant in CC initiatives, where the participation of
users reinforces network effects and supports the
diffusion of collaborative practices.

Although customer engagement has been extend-
ed to the collaborative economy, emphasizing cog-
nitive, affective, and behavioral dimensions that
favor sustained participation (Hollebeek & Macky,
2019; Van Doorn et al., 2010), this study draws on
the behavioral manifestations of engagement as
a conceptual basis for understanding committed
participation intention. Following Kumar et al.
(2010), engagement can be understood through
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actions associated with active and recurrent par-
ticipation. This perspective is appropriate for CC
because committed participation is generally as-
sociated not only with repeated use of collabora-
tive initiatives, but also with support for their con-
tinuity through recommendation, cooperation,
and positive community behavior.

Recent studies have expanded the discussion be-
yond initial adoption by examining continuance
intention, participation mechanisms, and engage-
ment in the sharing economy. However, these
studies commonly focus on platform use, specific
user roles, or isolated antecedents, leaving less ex-
plored the broader notion of committed partici-
pation intention as a predisposition toward sus-
tained engagement involving continuity, recom-
mendation, and active support for collaborative
initiatives (Blut & Wang, 2024; Jiang et al., 2021;
Merino-Saum et al., 2023; Tham et al., 2023).

The distinction between adoption and committed
participation intention is relevant because initial
use does not necessarily imply continuity, rec-
ommendation, or active support for collaborative
initiatives. However, because actual committed
participation refers to a sustained behavioral pat-
tern that is difficult to observe directly in a cross-
sectional study, this research examines commit-
ted participation through behavioral intention.
Following the Theory of Planned Behavior, inten-
tion reflects an individual’s predisposition to per-
form a given behavior and has been widely validat-
ed as a strong predictor of actual behavior (Ajzen,
1991). In the context of CC, this approach allows
committed participation intention to be opera-
tionalized through users’ intention to continue
participating in and to recommend collaborative
initiatives

A second relevant stream of literature concerns
personal values. Values are abstract and enduring
motivations that guide human behavior across dif-
ferent situations, shaping and justifying attitudes,
norms, and actions, including those related to con-
sumption (Ahmad et al., 2020; Maio, 2016; Sagiv
& Schwartz, 2022; Schwartz et al., 2012). Unlike
more situational psychographic variables, such as
attitudes, interests, or lifestyles, values transcend
specific actions and contexts, which makes them
relevant for understanding complex consump-
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tion behaviors such as CC (Schwartz & Boehnke,
2004; Schwartz et al., 2012). In this sense, values
may help explain why some consumers are more
willing to engage with alternative models of access,
sharing, and platform-based exchange.

According to Schwartz’s model (1992), values are
organized into ten basic types and can be expressed
through two bipolar dimensions composed of
four higher-order values. The first dimension,
Self-transcendence-Self-enhancement, contrasts
concern for collective well-being, represented by
values such as universalism and benevolence, with
the pursuit of personal interest, represented by
values such as achievement and power. The second
dimension, Openness to Change—Conservation,
contrasts autonomy, novelty, stimulation, and ex-
ploration with the preservation of stability, tradi-
tion, conformity, and security. Hedonism shares
elements of both dimensions (Schwartz, 1992;
Schwartz et al., 2012). These dimensions provide a
useful framework for understanding CC because
this form of consumption may simultaneously ap-
peal to consumers seeking novelty, flexibility, eco-
nomic benefits, environmental responsibility, and
social connection.

Schwartz’s values have been widely used to ex-
plain pro-environmental behavior, responsible
consumption, and social innovation (Maio, 2016;
Sagiv & Schwartz, 2022). In the context of CC,
values such as Openness to Change and Self-
transcendence have been associated with the
search for novelty, autonomy, social concern, and
environmental responsibility (Martin & Upham,
2015; Piscicelli et al., 2014). More recent research
also suggests that adoption of CC can be explained
by factors such as sociability, novelty seeking, and
prosocial motivations, which are conceptually re-
lated to higher-order values (Malecka et al., 2022a).
In this vein, personal values may help account for
why consumers perceive CC not only as an eco-
nomic or practical alternative, but also as a form
of consumption aligned with broader social and
sustainability-oriented motivations.

At the same time, CC is not driven exclusively by al-
truistic or environmental motivations. Prior stud-
ies indicate that CC can respond both to collectivist
motivations, such as the desire to share, contribute,
or reduce environmental impact, and to individual-

http://dx.doi.org/10.21511/im.22(4).2026.02
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istic motivations related to economic savings, con-
venience, access, enjoyment, or hedonic benefits
(Belk, 2014; Bocker & Meelen, 2016; Hamari et al.,
2016; Minami et al., 2021). This suggests that dif-
ferent value orientations may be associated with
different degrees of engagement. The Openness to
Change-Conservation dimension may capture con-
sumers’ willingness to experiment with new forms
of consumption, while the Self-transcendence-Self-
enhancement dimension may reflect the tension be-
tween collective well-being and self-interest.

Consumer heterogeneity is also central to under-
standing the role of values in CC. Studies on seg-
mentation show that collaborative consumers are
not a uniform group, and that different profiles
may be distinguished according to motivations,
identity, attitudes, and perceived benefits (Hellwig
et al., 2015; Malecka et al., 2022b). This is impor-
tant because committed participation intention
may not emerge from a single motivational pat-
tern. Some consumers may be more inclined to-
ward CC because it aligns with openness, novelty,
and autonomy, while others may be driven by eco-
nomic, social, or self-oriented benefits. Therefore,
examining personal values across different levels
of committed participation intention can provide
a more nuanced understanding of the motivation-
al foundations of CC.

A third stream of research has examined the so-
ciodemographic characteristics associated with
participation in CC. Compared with motiva-
tions and values, sociodemographic factors have
received less attention, yet they remain impor-
tant because they may influence access to digital
platforms, familiarity with technology, economic
capacity, and attitudes toward cooperation, ex-
change, and trust among peers (Hamari et al,
2016; Hawlitschek et al., 2018; Jiang & Lau, 2021;
Mohlmann, 2015). Recent research continues
to show that engagement with the collaborative
economy may vary according to individual and
household characteristics, suggesting the need to
analyze how these factors are associated with dif-
ferent forms of participation (Encarnacion et al.,
2024; Pérez-Pérez et al., 2025).

Previous studies on collaborative consumers have

identified that young, single men without children,
with higher levels of education and paid employ-
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ment, are more likely to use sharing economy ser-
vices, especially in mobility and accommodation
(Bocker & Meelen, 2016; Prieto et al., 2017). These
patterns are often explained by economic motiva-
tions, familiarity with technology, and openness
to flexible consumption models. However, much
of this evidence focuses on adoption or general
use, rather than committed participation inten-
tion. Since intention toward committed participa-
tion involves willingness to continue participat-
ing, recommend, and actively support collabora-
tive initiatives, it is necessary to examine whether
the same sociodemographic patterns also charac-
terize consumers with higher levels of committed
participation intention.

Age and generation are particularly relevant be-
cause they are associated with differences in digi-
tal familiarity, perceived risk, and openness to
technology-mediated experiences. Younger users
tend to display greater willingness to participate
in platform-based services due to higher digital fa-
miliarity and a preference for flexible consumption,
whereas older users may show lower levels of par-
ticipation due to higher risk perception or lower
digital confidence (Jiang & Lau, 2021; Tussyadiah
& Pesonen, 2016). These age-related differences
can be interpreted as approximations to genera-
tional differences, insofar as generations reflect
distinct patterns of socialization and experience
with digital technologies. However, most available
evidence comes from more digitally mature mar-
kets, which limits understanding of how genera-
tional differences operate in emerging economies.

Gender has also been identified as a relevant fac-
tor in CC. Some studies suggest that participa-
tion may differ by gender depending on the type
of platform, perceptions of security, social norms,
and trust in digital interactions (Hawlitschek et
al., 2018; Tussyadiah & Pesonen, 2016). Women
may be more involved in platforms linked to col-
laboration, care, education, health, or circular
economy practices, while men may be more rep-
resented in mobility or technology-intensive plat-
forms. Nevertheless, these differences have often
been examined in developed markets and in re-
lation to overall participation, without clearly
distinguishing between initial adoption and sus-
tained engagement. In emerging contexts, where
inequalities in access, security perceptions, and
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digital confidence may be more pronounced, gen-
der differences may have distinctive implications
for committed participation intention.

Educational level is also linked to the adoption
and maintenance of CC. Users with higher edu-
cational attainment tend to display more favorable
attitudes toward sharing platforms, often associ-
ated with innovation orientation, sustainability
concerns, and greater digital literacy (Gerwe &
Silva, 2020; Hawlitschek et al., 2018). However, in
emerging economies, this relationship may be af-
fected by unequal access to technological and
economic resources. Studies in emerging markets
suggest that economic and political uncertainty
can shape CC motivations differently from more
stable contexts, making it necessary to examine
how education and socioeconomic conditions re-
late to CC participation beyond adoption (Llanos
et al., 2023).

Family life cycle and economic-employment status
also shape patterns of participation. Consumers
without children or with fewer family responsi-
bilities may be more willing to experiment with
alternative consumption models, whereas those
with children or financial dependents may pri-
oritize stability, predictability, and risk reduc-
tion (Bocker & Meelen, 2016; Ertz et al., 2016;
Mohlmann, 2015). At the same time, economic in-
stability and the search for supplementary income
may encourage participation among groups tradi-
tionally considered less active in CC, particularly
in contexts characterized by informality or lim-
ited formal opportunities (Gerwe & Silva, 2020;
Llanos et al., 2023).

Recent evidence on household sharing patterns al-
so indicates that product consumption and shar-
ing practices vary according to household compo-
sition, resources, and demographic characteristics
(Encarnacion et al., 2024).

Overall, the reviewed literature suggests that com-
mitted participation intention in CC may be as-
sociated with a combination of behavioral engage-
ment, personal values, and sociodemographic
characteristics. However, most prior studies have
focused on adoption, intention to use, or partici-
pation in specific platforms, while less is known
about committed participation intention as a pre-
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disposition toward a more sustained and active
form of engagement. Moreover, limited evidence
exists on how personal values and sociodemo-
graphic characteristics are associated with this
form of intention in Latin American emerging
economies such as Peru.

This study aims to identify the personal values and
sociodemographic characteristics associated with
committed participation intention in CC among
urban adult consumers in Peru.

Based on the literature review, the following hy-
potheses are proposed:

HI: ‘There is a significant association between the
Openness to Change-Conservation value di-
mension and committed participation inten-
tion in CC among urban adult consumers in
Peru.

H2: ‘There is a significant association between the
Self-Transcendence-Self-Enhancement val-
ue dimension and committed participation
intention in CC among urban adult consum-
ers in Peru.

H3: There is a significant association between
gender and committed participation inten-
tion in CC among urban adult consumers in
Peru.

H4: ‘There is a significant association between
generation and committed participation in-
tention in CC among urban adult consumers
in Peru.

H5:  There is a significant association between ed-
ucational level and committed participation
intention in CC among urban adult consum-
ers in Peru.

H6: There is a significant association between
cohabitation with a partner and committed
participation intention in CC among urban
adult consumers in Peru.

H7:  ‘There is a significant association between
having children and committed participa-
tion intention in CC among urban adult con-
sumers in Peru.

http://dx.doi.org/10.21511/im.22(4).2026.02
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HS8: There is a significant association between
employment status and committed partici-
pation intention in CC among urban adult
consumers in Peru.

H9: There is a significant association between
savings capacity and committed participa-
tion intention in CC among urban adult con-
sumers in Peru.

HI0: There is a significant association between fi-
nancial dependence on others and commit-
ted participation intention in CC among ur-
ban adult consumers in Peru.

2. METHOD

This study adopted a quantitative and exploratory
design to identify consumer segments according to
their committed participation intention in CC ini-
tiatives and to examine their association with per-
sonal values and sociodemographic characteris-
tics. Primary data were collected between July and
September 2019 through a structured face-to-face
survey administered across urban areas in Peru.
The analytical sample comprised 2,050 adults aged
18-64 who met the eligibility criteria for familiar-
ity with CC initiatives and perceived ability to ac-
cess a product or service through a CC platform.
This period corresponded to an early consolida-
tion stage of CC in the country, when platform-
based initiatives were progressively expanding in
urban markets and consumer participation was
still developing. This context is suitable for ex-
amining how relatively stable individual charac-
teristics, such as personal values and sociodemo-
graphic factors, were associated with committed
participation intention in CC initiatives.

The sample included respondents from 28 cit-
ies across Peru’s five macro-regions, distributed
proportionally according to population esti-
mates from the National Institute of Statistics
and Informatics (INEI). This territorial coverage
was selected to capture a broad urban consumer
profile and avoid concentrating the analysis only
on the capital city or a single region. Participants
were selected through a multistage probabilistic
sampling procedure, using households as the point
of contact. In the first stage, cluster sampling was
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used to select districts; in the second stage, strati-
fied sampling was applied to select areas; and in
the third stage, households were selected through
simple random sampling. Within each household,
the respondent was selected using the Kish meth-
od. The analytical sample was retained based on
two screening questions assessing respondents’ fa-
miliarity with CC initiatives and their perceived
ability to access a product or service through a CC
platform. The sample was designed to approximate
national urban demographic patterns in terms of
gender, age, and educational level. Additional se-
lected sociodemographic variables related to fam-
ily life cycle and economic-employment status
were also collected and used in the hypothesis
testing (see Table 1).

Table 1. Sociodemographic characteristics of the
sample

Variable Category L%
{495
Gender ...................
505
L2
27.3
AGEBIOUD/ i R
generation 3

i Up to incomplete secondary

) “ education
Educational level :

Having children

Employment status

Savings capacity

The fieldwork was conducted by a market research
company under the supervision of the research
team. Trained interviewers administered the sur-
vey in person. Before answering the question-
naire, participants received a standardized defi-
nition of CC and examples of platforms active in
the Peruvian market to ensure a common under-
standing of the phenomenon.

Participation in the study was voluntary and
anonymous. Before completing the questionnaire,
respondents were informed about the academic
purpose of the study, the approximate duration
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of the survey, the confidential treatment of their
responses, and their right to decline participation
or withdraw at any point. No personal identifiers
were collected, and the data were processed and
analyzed only in aggregate form. Since the study
involved adult participants, did not collect sensi-
tive personal information, and posed minimal
risk, no formal ethics committee approval was re-
quired under the procedures applicable at the time
of data collection.

The questionnaire was structured into three sec-
tions. The first section measured committed par-
ticipation intention in CC initiatives through two
intention-based components, intention to con-
tinue participating and intention to recommend.
Intention to continue participating was measured
using three items adapted from the Intention
to Continue Consumption scale developed by
Bhattacherjee (2001). Responses were collected us-
ing a seven-point Likert scale. The construct ob-
tained a Cronbach’s Alpha of 0.929, with a mean
of 3.76 and a standard deviation (SD) of 1.53.
Intention to recommend was measured using four
items adapted from the Positive Recommendation
scale of Vazquez-Casielles et al. (2009) and the
Intention to Recommend scale of Maxham and
Netemeyer (2002). Responses were evaluated us-
ing the same seven-point Likert format. The con-
struct obtained a Cronbach’s Alpha of 0.928, with
a mean of 3.73 and a SD of 1.52. These two com-
ponents were used to operationalize committed
participation intention, understood in this study
as a predisposition toward sustained and active
involvement that goes beyond initial adoption or
sporadic use.

The second section included items from Schwartz’s
(2006) Portrait Value Questionnaire (PVQ). This
21-item version represents an abbreviated form
of the original 57-item scale (Schwartz, 2001,
2003). The PVQ was selected because it reduces
respondents’ cognitive load and is suitable for
general populations with varying levels of edu-
cation, while maintaining cross-cultural validity
(Schwartz, 2006). The items were evaluated us-
ing a six-point Likert scale. Following Schwartz’s
recommended procedure, value scores were com-
puted by aggregating the corresponding items
for each higher-order value and then centering
respondents’ scores to control for individual dif-
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ferences in scale use. Therefore, negative means
indicate that a value was relatively less priori-
tized within respondents’ overall value profiles,
rather than a low absolute endorsement of that
value. Based on this procedure, the four higher-
order values proposed by Schwartz were calculat-
ed; Openness to Change (a = 0.879; mean = -0.04;
SD = 0.43), Conservation (a = 0.885; mean = 0.11;
SD = 0.41), Self-Transcendence (a = 0.801; mean =
0.14; SD = 0.43), and Self-Enhancement (a = 0.893;
mean = -0.28; SD = 0.67). These four higher-or-
der values were used for the bivariate profiling
of the segments. For the multinomial logistic re-
gression, two bipolar value dimensions were con-
structed; Openness to Change-Conservation and
Self-transcendence-Self-enhancement.

The third section collected the sociodemographic
variables used in the study, including gender, gen-
eration, educational level, family life cycle, and eco-
nomic-employment status. The generational classi-
fication followed the criteria proposed by Ramsey et
al. (2007), considering three cohorts, Baby Boomers,
born between 1943 and 1960; Generation X, born
between 1961 and 1981; and Millennials, born after
1982. These cohorts have been widely used in inter-
national studies to analyze generational differences
in perceptions, attitudes, and consumption behav-
iors (Cennamo & Gardner, 2008; Gardiner et al.,
2014; Newbold & Scott, 2017; Pekerti & Arli, 2015).
Family life cycle was measured through cohabita-
tion with a partner and having children, while eco-
nomic-employment status was measured through
employment status, savings capacity, and financial
dependence on others.

Measurement items originally available in English
were translated into Spanish and adapted to the
Peruvian CC context. A back-translation procedure
was conducted to verify semantic equivalence, and
the adapted questionnaire was reviewed by subject-
matter experts to assess clarity, wording, and con-
textual adequacy before fieldwork. All items were
formulated as closed-ended questions to ensure
consistency across respondents and facilitate quan-
titative analysis. The complete items, operation-
alization criteria, response formats, and measure-
ment sources are presented in Appendix A.

The survey used for this study forms part of a
broader research project on CC in Peru. While
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data from this broader project have been used in a
previous publication, the present study addresses
a different research question and analytical fo-
cus. Specifically, this article examines committed
participation intention, operationalized through
intention to continue participating and intention
to recommend, and analyzes its association with
personal values and sociodemographic character-
istics through consumer segmentation. The hy-
potheses, variables, and analyses presented here
were not reported in the previous publication.

The data analysis followed a sequential proce-
dure. First, descriptive statistics were calculated
to characterize the sample and the main study
variables. Then, consumer profiles were identi-
fied according to committed participation inten-
tion in CC initiatives, using intention to contin-
ue participating and intention to recommend as
segmentation variables. The two segmentation
variables were standardized before clustering to
ensure comparable scaling and avoid differences
in dispersion affecting the formation of segments.
A two-stage cluster analysis was applied, follow-
ing procedures widely used in consumer segmen-
tation studies (Hellwig et al., 2015; Wiedmann et
al.,, 2009). In the first stage, hierarchical cluster
analysis was conducted using Ward’s method and
squared Euclidean distances to explore the level of
heterogeneity in the sample and compare alterna-
tive segment solutions. Ward’s method was select-
ed because it minimizes within-cluster variance
and supports the identification of internally ho-
mogeneous and externally differentiated groups
(Rodriguez-Garzon et al.,, 2016). Alternative two-,
three-, and four-cluster solutions were inspected
before retaining the final solution. The three-clus-
ter solution was selected because it provided the
most parsimonious and interpretable classifica-
tion, with adequate group sizes and a clear order-
ing of the segments in the two intention indicators.
In the second stage, a non-hierarchical K-means
procedure was applied using the three-cluster so-
lution to optimize the final assignment of cases to
each group. As a supplementary consistency check,
the agreement between the hierarchical and non-
hierarchical classifications was assessed using the
Chi-square test of association and the contingen-
cy coeflicient. After the segments were identified,
tests of mean differences were conducted to verify
whether the groups differed significantly in the
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two segmentation variables. Analysis of Variance
(ANOVA) with Bonferroni post hoc comparisons
was applied when the assumption of homogeneity
of variances was met, while the Brown-Forsythe
test and Tamhane’s T2 post hoc comparisons were
used when this assumption was violated (Hair et
al., 2010). These tests were used to assess the inter-
nal differentiation of the segments and to support
their descriptive profiling.

Bivariate profiling analyses were then conducted
to examine how the identified segments differed
in personal values and sociodemographic char-
acteristics. For personal values, mean difference
tests were performed across the identified seg-
ments using Schwartz’s four higher-order values.
For sociodemographic variables, Chi-square tests
of independence and multiple comparisons of
proportions at the 95% confidence level were ap-
plied to examine differences across segments, in-
cluding gender, generation, educational level, fam-
ily life cycle, and economic-employment status.
These analyses were used to describe the segment
profiles and identify initial bivariate associations.

Finally, a multinomial logistic regression was es-
timated as the main multivariate analysis for hy-
pothesis assessment, examining the associations
between personal value dimensions, sociodemo-
graphic characteristics, and committed partici-
pation intention segment membership. For this
model, the two bipolar value dimensions were
computed from the higher-order values, Openness
to Change-Conservation and Self-Transcendence-
Self-Enhancement. These dimensions were stan-
dardized before being entered as covariates, while
sociodemographic variables were entered as cat-
egorical predictors. Segment membership was
specified as the dependent variable, using the low
committed participation intention segment as
the reference category. Collinearity diagnostics
were examined before estimation using Variance
Inflation Factors (VIF).

3. RESULTS

The two-stage cluster analysis identified three
consumer segments according to their committed
participation intention in CC initiatives. The final
solution classified respondents into three groups,
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Segment A, representing 25.2% of the sample;
Segment B, representing 38.8%; and Segment C,
representing 36.0%. As a supplementary consis-
tency check, the agreement between the hierarchi-
cal and non-hierarchical classifications was evalu-
ated using a Chi-square test of association, which
yielded a significant result (x* = 2952.57; df = 4; p
<.001). The contingency coeflicient was 0.772, sug-
gesting strong concordance between the classifica-
tions obtained by both methods.

Mean difference tests were then applied to verify
whether the three segments differed significantly
in the two segmentation variables, intention to
participate continuously and intention to recom-
mend. The construct of intention to recommend
met the assumption of homoscedasticity (Levene’s
test, p > .05), so a one-factor ANOVA with
Bonferroni post hoc comparisons was applied. In
contrast, intention to participate continuously did
not meet this assumption, so the Brown-Forsythe
test and Tamhane’s T2 post hoc comparisons were
used. Both analyses showed significant differences
between the segments (p < .001), supporting the
internal differentiation of the cluster solution.

Asshown in Table 2, Segment A obtained the high-
est scores in both intention to participate continu-
ously and intention to recommend, followed by
Segment B with moderate scores and Segment C
with the lowest scores. Based on these results, the
segments were labeled as follows, High committed
participation intention for Segment A, Moderate
committed participation intention for Segment
B, and Low committed participation intention for
Segment C.

Regarding personal values, bivariate mean com-
parisons were conducted to describe how the
three committed participation intention seg-
ments differed across the four higher-order val-
ues proposed by Schwartz: Openness to Change,
Conservation, Self-transcendence, and Self-
enhancement. Self-Transcendence met the as-
sumption of homoscedasticity, so ANOVA with
Bonferroni post hoc comparisons was applied.
Openness to Change, Conservation, and Self-
enhancement did not meet this assumption
and were therefore analyzed using the Brown-
Forsythe test and Tamhane’s T2 post hoc com-
parisons (Hair et al., 2010).
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Table 2. Mean differences in committed participation intention indicators across consumer segments

Multiple comparisons of means between .. ANOVA
P P : Homoscedasticity test : /
segments : i Brown-Forsythe
Indicator High Moderate Low , :
Levene’s
(N=517) (N=795) (N=738) statistic P Test F p
Column A Column B Column C
Intention to participate 5.58 9 3.830 2.04 7.229 <.001 3301.32 <.001
_continuously . S S
Intention to 5.56 60 3.810 2.04 1.143 319 3108.32 <.001
recommend

Note: Letters in parentheses indicate statistically significant pairwise differences between segments at p < .05. Each letter
refers to the segment column with which the mean differs significantly. Pairwise comparisons were based on Bonferroni or
Tamhane’s T2 post hoc tests, depending on the homogeneity of variance assumption.

The results showed statistically significant differ-
ences between segments for all four higher-or-
der values (p < .05), as reported in Table 3. The
strongest bivariate differences were observed
for Conservation (F = 43.690) and Openness to
Change (F = 40.342), while Self-enhancement
(F = 14.188) and Self-transcendence (F = 5.214)
showed weaker, although statistically significant,
differences.

The post hoc comparisons showed that the High
committed participation intention segment had
the highest average score for Openness to Change
(M = 0.074), followed by the Moderate segment (M
= -0.005) and the Low segment (M = -0.181). In
contrast, the Low committed participation inten-
tion segment obtained the highest average score
for Conservation (M = 0.218), while the Moderate
and High segments showed lower scores (M =
0.044 and M = 0.050, respectively). These bivari-
ate results suggest that the Openness to Change-
Conservation value profile differs across segments,
with higher intention segments showing greater
openness to change and lower conservation.

For Self-transcendence and Self-enhancement, the
pattern was less linear. The Moderate committed
participation intention segment had the lowest
level of Self-transcendence (M = 0.103), while no
statistically significant differences were observed
between the High and Low segments. For Self-
enhancement, the Moderate segment obtained the
highest score (M = -0.189), while no significant dif-
ferences were found between the High and Low
segments. Therefore, these bivariate results sug-
gest differences in the Self-transcendence-Self-
enhancement profile across segments, but the pat-
tern should be interpreted cautiously because it is
not progressive across the three groups. The joint
multivariate assessment of the value dimensions
and sociodemographic variables is presented after
the bivariate segment profiling.

Regarding sociodemographic characteristics, Chi-
square tests were conducted as part of the bivari-
ate profiling of the committed participation in-
tention segments. The results showed statistically
significant bivariate associations between segment
membership and gender (x> = 12.631; df = 2; p =

Table 3. Bivariate mean differences in higher-order personal values across committed participation

intention segments

Multiple comparisons of means
between segments

Homoscedasticity test ANOVA/

Higher-order

Brown-Forsythe

High

{ Moderate

Low

personal values (N=517) (N=795) (N=738) Leve_ne_’s p F p
Column A Column B Column C statistic
_Openness to Change | 0.074 70.005 0181 15576 <.001 40.342 .5.001
_Conservation . 0.050 0.044 0218 "% 6.996 <.001 43.690 5001
Self-Transcendence 0.144 0.103 © 0.167 1.581 206 5.214 5001
Self-Enhancement —-0.329 —0.189 “8) —-0.354 7.809 <.001 14.188 <.001

Note: Letters in parentheses indicate statistically significant pairwise differences between segments at p < .05. Each letter
refers to the segment column with which the mean differs significantly. Pairwise comparisons were based on Bonferroni or
Tamhane’s T2 post hoc tests, depending on the homogeneity of variance assumption.
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Table 4. Bivariate Chi-square tests of association between sociodemographic variables and

committed participation intention segments

Sociodemographic

variables X’ df P
Gender 12.631 2 .002
Generation 26257 4 LS00
29.793 4
3.046 2
Havingchildren 15797 2 LLS00L
Employmentstatus . 24.893 A SO0
Savings capacity 6.649 2 .036
_Financial dependence on others 4234 2 120

.002), generation (x> =26.257; df = 4; p <.001), edu-
cational level (x> = 29.793; df = 4; p < .001), hav-
ing children (x* = 15.797; df = 2; p < .001), em-
ployment status (x> = 24.893; df = 4; p <.001), and
savings capacity (x> = 6.649; df = 2; p = .036). No
statistically significant bivariate associations were
found for cohabitation with a partner (x* = 3.046;
df = 2; p =.218) or financial dependence on others
(x* = 4.234; df = 2; p = .120), as shown in Table 4.

Table 5 presents the pairwise comparisons of so-
ciodemographic proportions across the three
identified segments. The High committed partici-
pation intention segment showed a higher propor-
tion of men (53.4%), Millennials (54.0%), respon-
dents with higher education (49.2%), respondents
without children (31.1%), respondents with paid

employment (77.7%), and respondents with sav-
ings capacity (27.4%). In contrast, the Low com-
mitted participation intention segment showed
a higher proportion of women (55.5%), Baby
Boomers (13.3%), respondents with incomplete
secondary education or less (30.3%), respondents
with children (78.3%), and respondents without
paid work (24.1%). These results describe the so-
ciodemographic composition of the segments and
provide an initial bivariate profile. The multivari-
ate assessment of these associations is reported be-
low through the multinomial logistic regression.

To assess whether the bivariate associations re-
mained significant when personal values and so-
ciodemographic characteristics were considered
simultaneously, a multinomial logistic regression

Table 5. Pairwise comparisons of sociodemographic proportions across committed participation

intention segments

Identified segments

Sociodemographic c . High Moderate Low
. : ategories
variables : (N=517) (N=795) (N=738)
Column A Column B Column C
{Male 53.4% © 52.8% © 44.5%
55.5% (8
Generation

Educational level

Having children

Employment status

Savings capacity

29.5% ©

78.5% W

241% [
2
76.9%

Note: Percentages accompanied by letters A, B, or C indicate statistically significant pairwise differences between segment
columns at p < .05. Each letter refers to the segment column with which the percentage differs significantly.
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was estimated. The low committed participation
intention segment was used as the reference cate-
gory. Before estimating the model, collinearity di-
agnostics indicated no multicollinearity concerns
among the predictors, with VIF values ranging
from 1.03 to 1.36.

As shown in Table 6, the overall model was sta-
tistically significant, x*(28) = 167, p < .001, with a
McFadden R? of .043. This indicates that the model
provided a statistically significant, although mod-
est, improvement in fit.

Table 7 presents the omnibus likelihood-ratio
tests for the predictors included in the multino-
mial logistic regression. The results show that the
Openness to Change—Conservation value dimen-
sion was significantly associated with segment
membership, x*(2) = 68.924, p < .001. The Self-
transcendence-Self-enhancement value dimen-
sion was also significant, x*(2) = 13.213, p = .001.
Among the sociodemographic variables, genera-
tion, x*(4) = 10.393, p = .034, and educational level,
X*(4) = 11.057, p = .026, remained significant in the
multivariate model. In contrast, gender, cohabita-
tion with a partner, having children, employment
status, savings capacity, and financial dependence
on others were not significant in the global multi-
variate tests.

Compared with the low committed participation
intention segment, higher scores in the Openness

Innovative Marketing, Volume 22, Issue 4, 2026

to Change-Conservation dimension increased
the odds of belonging to both the high segment
(odds ratio [OR] = 1.694, p < .001) and the mod-
erate segment (OR = 1.509, p < .001). The Self-
transcendence-Self-enhancement dimension was
not significant for the high versus low comparison
(OR = 1.050, p = .456), but it was significant and
negative for the moderate versus low comparison
(OR = 0.854, p = .010), suggesting a more complex
and non-linear pattern.

Regarding sociodemographic variables, generation
differentiated segment membership in the multi-
variate model, particularly in the moderate versus
low comparison, while educational level mainly
differentiated the high segment from the low seg-
ment. These results indicate that some sociodemo-
graphic differences observed in the bivariate pro-
filing, such as having children, employment status,
and savings capacity, were not retained when all
predictors were considered simultaneously.

Table 8 summarizes the hypothesis assessment.
The results were interpreted primarily based on
the multinomial logistic regression, while the
bivariate analyses were retained to describe the
profiles of the committed participation intention
segments. HI was supported, as the Openness to
Change-Conservation value dimension remained
significantly associated with segment member-
ship in the multivariate model. H2 was partially
supported because the Self-transcendence-Self-

Table 6. Model fit for the multinomial logistic regression

Deviance AIC McFadden R?

X 5 df 5 p

3710 3770 0.043

167 28 <.001

Note: AIC = Akaike Information Criterion. The dependent variable was committed participation intention segment member-
ship. The low committed participation intention segment was used as the reference category.

Table 7. Omnibus likelihood-ratio tests for predictors of committed participation intention segment

membership
Predictor X2 df p

Openness to Change—Conservation ; 68.924 2
Selftranscendence-Self-enhancement 13213 2
OO e 3594 2.
Generation 10.393 4
Educationallevel 1057 4.
Cohabitation with a partner 0.905 2
..‘H'z‘a';/ing chilud‘ren """""" 2.27é‘ """"" 2
Employmentstatus 836 .. 6.
Savings capacity 1.912 2
m!;"iur{ancial d'ébendengé“on otheurus """ 3.035‘ """"" 2
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Table 8. Summary of hypotheses assessment

Hypothesis Result

Basis for assessment

upported

Not supported

H8. Employment status Not supported
H9. Savings capacity Not supported
H10. Financial dependence on others Not supported

_Supported

_...Supported
..Not supported |

Significant in the multinomial logistic regression.

Significant globally, but with a non-linear pattern across
segments.

model.

i Significant only in the bivariate profiling; not significant globally

in the multivariate model.

i Significant only in the bivariate profiling, not in the multivariate
model.

Not significant in the multivariate model.

Note: Hypothesis assessment was based primarily on the multinomial logistic regression. Bivariate analyses were retained for

descriptive segment profiling.

enhancement value dimension was significant
in the global multivariate test, although its pat-
tern was not linear across segments. Among the
sociodemographic hypotheses, H4 and H5 were
supported, as generation and educational level re-
mained significant in the multivariate model. In
contrast, H3, H6, H7, H8, H9, and HI10 were not
supported in the multivariate model.

4. DISCUSSION

The findings of this study show that committed
participation intention in CC is a heterogeneous
phenomenon. The identification of high, moder-
ate, and low committed participation intention
segments suggests that consumers should not be
understood only according to whether they adopt
or intend to use collaborative initiatives, but also
according to the extent to which they are will-
ing to continue participating in and recommend
them. This extends prior CC research, which has
mainly focused on adoption, general intention to
use, or participation in specific platforms (Hamari
et al., 2016; Lamberton & Rose, 2012; Minami et
al., 2021). By focusing on committed participation
intention, this study shows that sustained engage-
ment with CC initiatives can be better understood
through differentiated consumer profiles rather
than through a single category of adopters.

The results for personal values provide a central

contribution to this discussion. The Openness to
Change-Conservation dimension was the clear-
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est value-based differentiator of committed par-
ticipation intention, which is consistent with
the proposed association between this value di-
mension and committed participation intention.
Consumers with a stronger relative orientation
toward Openness to Change were more likely
to belong to the high and moderate committed
participation intention segments than to the low
segment. This is consistent with studies linking
CC to novelty seeking, autonomy, flexibility, and
willingness to experiment with alternative forms
of consumption (Malecka et al., 2022a; Martin &
Upham, 2015; Piscicelli et al., 2014). However, the
contribution of this study is to show that these
values are not only relevant for adoption or initial
participation, but also for distinguishing different
levels of intention to continue participating in and
recommending CC initiatives. In this sense, open-
ness to change appears to be associated with a
stronger predisposition toward sustained involve-
ment, whereas conservation may reflect a prefer-
ence for stability, security, and more familiar con-
sumption arrangements.

The findings for the Self-transcendence-Self-
enhancement dimension were more nuanced.
Although this value dimension was significant in
the global multivariate test, it did not clearly dis-
tinguish the high committed participation inten-
tion segment from the low segment. This result
nuances the idea that CC is mainly driven by pro-
social or sustainability-oriented values. Previous
studies have associated CC with social, environ-
mental, and collective motivations (Belk, 2014;

http://dx.doi.org/10.21511/im.22(4).2026.02



Hamari et al., 2016; Piscicelli et al., 2014), but the
present findings suggest that committed participa-
tion intention may also involve economic, hedonic,
and self-oriented considerations. This is consistent
with research showing that consumers participate
in CC not only to contribute to collective well-be-
ing, but also to obtain access, convenience, savings,
enjoyment, and personal utility (Bocker & Meelen,
2016; Minami et al., 2021). Therefore, this study re-
fines the role of values by showing that Openness to
Change-Conservation is a clearer and more consis-
tent differentiator of committed participation inten-
tion than the Self-Transcendence-Self-Enhancement
dimension.

The sociodemographic findings also reinforce the
usefulness of segmentation, although they should
be interpreted differently depending on the level of
analysis. In the bivariate profiling, the high commit-
ted participation intention segment showed higher
proportions of men, Millennials, respondents with
higher education, respondents without children,
those with paid employment, and those with savings
capacity. These results help describe the composition
of the segments. However, when personal values and
sociodemographic characteristics were considered
simultaneously in the multinomial logistic regres-
sion, only generation and educational level remained
significant among the sociodemographic variables.
These results indicate that generation and education-
al level were the sociodemographic variables most
consistently associated with segment membership,
whereas the remaining sociodemographic variables
were useful mainly for descriptive segment profiling.
The relevance of generation may reflect differences
in digital familiarity, openness to platform-based
exchanges, and experience with access-based con-
sumption, as prior research has associated sharing-
economy participation with younger and more digi-
tally familiar consumers (Bocker & Meelen, 2016;
Prieto et al., 2017; Tussyadiah & Pesonen, 2016).
Educational level, in turn, may be associated with
greater access to information, platform literacy, and
confidence in using alternative consumption models,
which is consistent with previous evidence linking
education to collaborative and platform-based con-
sumption practices (Bocker & Meelen, 2016; Prieto et
al,, 2017). The added value of this study is that these
characteristics are shown to differentiate not merely
adoption, but the intention to sustain and recom-
mend participation in CC initiatives.

http://dx.doi.org/10.21511/im.22(4).2026.02
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The non-supported sociodemographic hypotheses
also provide relevant insights. One possible explana-
tion is that some variables that appear meaningful
at the bivariate level may not operate as independent
differentiators once broader structural and moti-
vational factors are considered jointly. For example,
gender differences in CC may depend strongly on the
type of platform, perceived security, and the nature
of the service, which may explain why gender did not
remain significant in a general CC model. Similarly,
cohabitation with a partner and having children may
not capture family responsibilities in a sufficiently
precise way, since household arrangements can in-
volve different levels of time pressure, risk tolerance,
and consumption needs. In the same vein, employ-
ment status, savings capacity, and financial depen-
dence on others may describe economic conditions,
but their association with committed participation
intention may overlap with educational level, digi-
tal familiarity, or the perceived usefulness of specific
CC services. Therefore, these findings suggest that
sociodemographic variables related to gender, house-
hold structure, and economic-employment condi-
tions may be useful for describing consumer profiles,
but they may not be strong independent differentia-
tors of committed participation intention when val-
ue orientations, generation, and educational level are
analyzed simultaneously.

Taken together, these results contribute to CC lit-
erature in three ways. First, they move the discus-
sion beyond initial adoption by examining com-
mitted participation intention as a predisposition
toward continued participation and recommenda-
tion, rather than as actual long-term behavior. This
distinction is important because the study does
not observe repeated platform use over time, but
rather identifies consumers’ intention to remain
involved with and recommend CC initiatives.
Second, the findings show that personal values,
especially the Openness to Change-Conservation
dimension, help distinguish different levels of this
intention, while generation and educational level
remain relevant sociodemographic differentia-
tors in the multivariate model. This supports the
usefulness of segmentation approaches in CC re-
search (Hellwig et al., 2015; Malecka et al., 2022b).
Third, the study provides evidence from urban
consumers in Peru, a Latin American emerging
economy where CC participation intention may
be shaped by value orientations, generational dif-

27



Innovative Marketing, Volume 22, Issue 4, 2026

ferences, educational level, and the specific condi-
tions under which platform-based consumption
was developing before the pandemic. Although
the 2019 data should not be interpreted as describ-
ing the current size or maturity of Peru’s CC mar-
ket, they provide a useful pre-pandemic reference
point because the strongest differentiators iden-
tified in the study are related to relatively endur-
ing value orientations (Schwartz et al., 2012; Sagiv
& Schwartz, 2022) and structural characteristics,
rather than only to short-term platform usage pat-
terns. This is particularly relevant in an emerging
urban market such as Peru, where CC initiatives
were already present before the pandemic but the
platform ecosystem was still consolidating. In the
current context, where digital platforms, digital
payments, and online service ecosystems have ac-
celerated in Latin America amid persistent digital
transformation gaps (ECLAC, 2025), these find-
ings remain analytically useful because CC plat-
forms increasingly need to understand which con-
sumer profiles may be more inclined toward con-
tinued participation and recommendation, not
only which users are willing to try these services
for the first time.

From a managerial perspective, the findings suggest
that CC platforms should avoid treating consumers
as a homogeneous group. High-intention consum-
ers may respond to loyalty, referral, and communi-
ty-building strategies that reinforce continuity and
recommendation. Moderate-intention consumers
may require clearer value propositions and trust-
building mechanisms that combine practical, social,
and experiential benefits. Low-intention consum-
ers may need communication strategies focused on
reducing perceived risk, increasing familiarity, sim-
plifying access, and emphasizing safety and reli-
ability. Besides, the relevance of openness to change,
generation, and educational level suggests that plat-
forms should adapt their communication and on-
boarding strategies to consumers’ readiness to ex-
periment with alternative consumption models and
their degree of familiarity with digital or platform-
based services. Therefore, segmenting consumers
according to committed participation intention,
value orientations, and the sociodemographic char-
acteristics that remain relevant in the multivariate
model can help platforms design strategies aimed
at strengthening users’ intention toward continuity
and recommendation.

CONCLUSION

This study examined how personal values and sociodemographic characteristics are associated with different
levels of committed participation intention in CC in Peru. Unlike studies focused mainly on adoption or gen-
eral intention to use, this research approached committed participation intention as a more sustained form
of engagement, reflected in consumers’ intention to continue participating and to recommend CC initiatives.

The findings show that this intention is heterogeneous. The segmentation analysis identified high, mod-
erate, and low committed participation intention segments. In the multivariate analysis, among the val-
ue dimensions, Openness to Change—Conservation emerged as the clearest and most consistent differ-
entiator, while Self-transcendence-Self-enhancement showed a more nuanced pattern. generation and
educational level remained significant among the sociodemographic variables, whereas other sociode-
mographic differences observed in the bivariate profiling did not remain significant. These results sug-
gest that committed participation intention is more consistently associated with value orientations and
selected structural characteristics than with all sociodemographic differences considered individually.

Overall, the study contributes to CC research by distinguishing committed participation intention from
both initial adoption and actual sustained participation. It also shows that a segmentation approach can
help identify different levels of intention toward continuity and recommendation. In addition, the study
provides evidence from Peru, Latin American emerging economy where CC was at an early consolida-
tion stage when the data were collected. Although the 2019 data should not be interpreted as describing
the current size or maturity of the CC market, they provide a useful pre-pandemic baseline for under-
standing relatively stable consumer predispositions that remain relevant for platforms seeking to move
beyond first-time adoption.
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Future research could extend these findings in several directions. First, comparative studies across Latin
American countries could help determine whether the segments identified in Peru are also observed in
other emerging economies with different levels of digital platform development. Second, future studies
could compare pre- and post-pandemic data to examine whether the associations between personal values,
sociodemographic characteristics, and committed participation intention remain stable in a more mature
and digitalized CC market. Third, future research could analyze specific CC sectors, such as mobility, ac-
commodation, logistics, financial services, or education, to examine whether committed participation
intention varies according to the type of platform and the perceived risks or benefits involved. Fourth,
future research could explore other forms of participation in CC, distinguishing, for example, between
users who participate mainly as demanders, those who act as providers, and those who contribute as value
co-creators through recommendations, ratings, peer support, or community-building behaviors. Finally,
longitudinal studies could examine whether committed participation intention translates into actual con-
tinued participation, recommendation, and other engagement behaviors over time.
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Table Al. Questionnaire items, operationalization, response formats, and measurement sources

Construct /

. Dimension
variable

Operationalization

Response

Item / question format

Source

Intention
to continue
participating

Construct composed
of two dimensions:

| want to continue participating in
collaborative consumption rather than stop
using it.

My intention is to continue participating in
collaborative consumption rather than use |
traditional alternatives. :

f1could, | would like to stop participating in

Committed
participation
intention

intention to continue
participating
and intention to
recommend.

Intention to
recommend

| would recommend participating in
collaborative consumption to anyone who
asked me.

riends and relatives how satisfied | am with
collaborative consumption experiences.

| say positive things about participating in
collaborative consumption.

Seven-point
i Likertscale :

Benevolence

's very important to him to help the people
around him. He wants to care for other

It is important to him to be loyal to his
friends. He wants to devote himself to
people close to him.

Construct composed
of two dimensions:
Benevolence and
Universalism.

Self- :
transcendence

Universalism

in the world be treated equally. He wants
justice for everybody, even for people he
doesn’t know.

Six-point

Itis important to him to listen to people
who are different from him. Even when
he disagrees with them, he still wants to
understand them.

or nature. Looking after the environment is
important to him. H

Likert scale

Self-direction

mportant to him. He likes to do things in his
own original way. H

It is important to him to make his own i
ecisions about what he does. He likes to be i

i free to plan and to choose his activities for

himself.

Construct composed of
Opennessto : three dimensions: Self- :
change Direction, Stimulation

) Stimulation
and Hedonism.

ew things to do. He thinks it is important to Six-point
do lots of different things in life.

Hedonism

Having a good time is important to him. He
likes to “spoil” himself.

He seeks every chance he can to have fun.

i Itisimportant to him to do things that give

him pleasure.

© Likertscale !

: . i Adapted from
¢ Seven-point : X

- i Bhattacherjee
Likert scale :

(2001)

Adapted from

Véazquez-
Casielles et
al. (2009);
Maxham and
Netemeyer
(2002)

Schwartz
(2003)

Schwartz
(2003)
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Table Al (cont.). Questionnaire items, operationalization, response formats, and measurement sources

Construct / Response

. Operationalization Dimension i Source
variable P Item / question format

Itis very important to him to show his
abilities. He wants people to admire what

Achievement he does.

Being very successful isimportant to him. :
He likes to impress other people. Six-point Schwartz

i Itis important to him to be rich. He wants to Likert scale (2003)

i Construct composed
Self- i of two dimensions:
enhancement {  Achievement and
: Power.

Power {Itis important to him to be in charge and tell |

others what to do. He wants people to do
what he says.

; Itis important to him to live in secure ;
i surroundings. He avoids anything that might :
H endanger his safety. H

Security Itis very important to him that his country

be safe from threats from within and
without. He is concerned that social order
be protected.

ConstrucF composed they’re told. He thinks people should follow
of two dimensions: H H

Conservatism ' i rules at all times, even when no-one is

Security, Conformity . H ;
’ ; watching.
and Tradltlon COnfOrmlty B P P PP g »»»»»»

i Six-point Schwartz
i Likert scale : (2003)

i Itisimportant to him always to behave
i properly. He wants to avoid doing anything :
H people would say is wrong. H

He thinks it’s important not to ask for more
i than what you have. He believes that people :
Tradition i should be satisfied with what they have.

Religious belief is important to him. He tries
hard to do what his religion requires.

34 http://dx.doi.org/10.21511/im.22(4).2026.02



	“Beyond adoption: Personal values and sociodemographic profiles associated with committed participation intention in collaborative consumption in Peru”
	_Hlk211609874
	_GoBack

