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Abstract 
 
Global warming, increasing greenhouse gases emissions, global pollution, exhaustion of 

natural resources… Those are all consequences of human activities on the environment. 

Today's world is facing major environmental challenges and sustainability has become a 

burning topic during the last decades. In our consumption-focused society, the concept of 

the sharing economy has emerged as an alternative to existing consumption patterns. 

Advocating the "use rather than own" principle, this concept has a true potential in terms 

of changing the way we consume and produce to lead to more sustainable behaviors.  

 

Current literature has investigated the motivations influencing the decision to participate 

in the sharing economy. Three main motivations have been highlighted: economic, social 

and environmental. Indeed, the sharing economy offers the possibility to save or make 

money, strengthen social ties and reduce one's ecological impact. Even though the 

environmental aspect plays a part in the decision-making process, it is unclear whether it 

is a determining factor or only a secondary concern. Thus, our study aims at developing 

an in-depth understanding of the motivations that drive people's participation in the 

sharing economy and the role of environmental sustainability. To fulfill that purpose, we 

have formulated the following research question: How important is environmental 

sustainability among the motivations to participate in the peer-to-peer sharing economy?  

 

To answer our research question, we conducted a qualitative study. We interviewed six 

French users of the collaborative carpooling platform Blablacar. Questions about the 

sharing economy in general and use of this specific platform were asked. These interviews 

allowed us to understand users' perceptions and attitudes towards the sharing economy 

and to make the connection with the environmental motivation.  

 

Our findings reveal that the environmental motivation exists and is part of the decision-

making process. We could note a behavior change as the willingness to use collaborative 

platforms in the future is increasing. At the same time, a growing environmental 

consciousness has been expressed. However, the economic motivation still strongly 

prevails over the environmental and social motivations to engage in sharing activities. 

This observation leads us to conclude about the uncertain future of the sharing economy 

as a more sustainable consumption pattern.   
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1 Introductory Chapter 
 

1.1 Subject Choice  
 

Human activities are known to have an impact on the environment. These impacts have 

substantially increased in the modern era, leading to a dramatic alteration of the global 

environment (York et al., 2003, p. 279). One of the most problematic consequences is 

global warming. Studies have demonstrated that human activities are responsible for this 

phenomenon (IPCC, 1990, cited in COP22, 2016), which is caused by the concentration 

of greenhouse gases in the atmosphere. As one of the consequences, 2016 has been the 

hottest year recorded on Earth (COP22, 2016). To deal with this situation, governments 

have established policies to limit the negative effects of human activities on the 

environment (Barr, 2003). Furthermore, companies have also taken actions aiming at 

reducing their waste for instance, thus improving their brand image in the eyes of the 

consumers (He and Lai, 2014). Nevertheless, if we really want to cope with the 

environmental challenges that today’s world is facing, each and every one of us can and 

must take initiatives to move in this direction. For Barr (2003, p. 227), we need an “active 

engagement of all citizens in the environmental debate”.   

 

As business students and future managers, we are specifically interested in environmental 

issues and how today’s world can solve the major problems that are pollution and global 

warming for instance. When researching topics related to sustainability and solutions to 

help moving towards a more sustainable society, we discovered the sharing economy as 

a potential solution to encourage sustainable behaviors (Heinrichs, 2013). The sharing 

economy involves the sharing of “underutilized assets, from spaces to skills” (Bostman, 

2013). When further investigating this topic, we acknowledged that we are frequent users 

of collaborative services in our personal life, such as the famous platform Airbnb, Uber 

or Couchsurfing. Following this sharing concept, consumers are gradually moving away 

from the traditional forms of possession to new forms of consumption allowing a higher 

level of flexibility (Kathan et al., 2016, p. 665). These new consumption patterns allow 

to gain access to goods and services without necessarily involving any form of ownership, 

which makes it an engaging research subject since we feel personally involved. We have 

observed that the sharing economy is a rather recent but fast-growing concept in Europe 

and the United States (PwC US, 2015; Vaughan & Daverio, 2016). Furthermore, it turns 

out to have positive impact on the environment. Demailly and Novel (2014, p. 8) state 

that “the sharing economy can contribute to sustainability if this is the goal that its actors 

set”. Frenken and Schor (2017) emphasize the idea that the sharing economy is “less 

resource-intensive”. Another benefit of this phenomenon is that it “reduces the demand 

for new goods or the construction of new facilities” (Frenken & Schor, 2017, p. 5). In 

their assessment of the sharing economy, the authors state that it is still too soon to have 

assured evidence of the positive impact of the sharing economy because of a lack of 

empirical data, apart for car and ride sharing, “where substantial reductions in CO2-

emissions are realized” (Frenken & Schor, 2017, p. 5). In a study conducted in the United 

States, Fremstad et al. (2016) confirmed the environmental benefits of carpooling through 

the reduction of the user’s carbon footprint. As a matter of fact, by sharing a car, users 

are able to reduce the pollution their trips entail. Here, the action of sharing results in a 

positive impact on the environment.  

 

In the light of these developments, we have decided to investigate the concept of the 

sharing economy mainly through the example of the carpooling platform Blablacar. 
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Blablacar is an online platform that aims at connecting drivers that have available seats 

in their cars with passengers looking for a ride. The French company, created in 2006, 

has become the world leader in the carpooling sector. The market share of Blablacar is 

especially substantial in its national market, making up more than 95% of the carpooling 

market. This represents between 2 and 2,5 millions of users in the country (Oliveau, 

2014). These elements make of France the biggest market on which Blablacar is available. 

It should be acknowledged that the present study was not conducted in collaboration with 

Blablacar. Because of the significant amount of sharing platforms, users of one common 

platform, in this case Blablacar, were selected. That way, we were able to establish 

connections and make comparisons based on this illustrative example.  

                     

We have chosen to use theories related to sustainability, the sharing economy and 

motivations. To begin with, we discuss the notion of sustainability, which is composed 

of three dimensions, namely economic, social and environmental (World Commission on 

Environment and Development, 1987). Then, we focus on the concept of the sharing 

economy, bringing out all its complexity and characteristics (Botsman, 2013). Eventually, 

we link motivation theories to the sharing economy in order to investigate what drivers 

motivate peers’ participation in collaborative activities.   

 

1.2 Problem Background and Research Gaps 
 

Sustainable development is one that “meets the needs of the present without 

compromising the ability of future generations to meet their own needs” (World 

Commission on Environment and Development, 1987). Our current society is facing 

major challenges in terms of environmental changes and access to resources (Schor & 

Fitzmaurice, 2015, p. 422), which are threatening future generations and their capacity to 

meet their needs. To cope with these challenges, new perspectives on the capitalist 

economy and existing consumption patterns have been developed. While their level of 

disruptiveness varies, the concept of sharing economy has emerged as an alternative to 

move towards a more sustainable society in the long-term (Gruzka, 2016, p. 1; Heinrichs, 

2013, p. 229).  

 

Sharing is not a new practice as people have been trading with one another for centuries. 

However, the 2008 global economic crisis combined with the emergence of new 

technologies and an increasing environmental consciousness have given rise to a new 

concept termed "sharing economy" (Cohen & Kietzmann, 2014, p. 279). It is an umbrella 

term for a broad range of activities including “the shared creation, production, 

distribution, trade and consumption of goods and services by different people and 

organisations” (Stokes et al., 2014, p.9). Three business models can be identified inside 

the sharing economy. The most common one is the peer-to-peer (or P2P) sharing 

economy. It involves an interaction between individuals, or peers, trading or exchanging 

a good or a service. This operation is facilitated by a company or a platform that has no 

direct involvement in the transaction taking place (Stokes et al., 2014, p. 12). One famous 

example of this model is the platform Airbnb that allows individuals to rent out their 

private property to other individuals looking for accommodation. The second most 

common business model is the business-to-consumer (or B2C) sharing economy. 

Following this model, individuals interact with companies, the latter owning or managing 

the assets (Stokes et al., 2014, p. 12). In the transportation sector, the car-sharing company 

Zipcar illustrates this model. It owns a fleet of cars that are rented out by members of the 

platform on a short-term basis. Lastly, a less frequent but growing type of business model 
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is the business-to-business (B2B) sharing economy. The definition is the same as for the 

B2C model except that the interaction involves only companies and not individuals. The 

platform LiquidSpace allows a company with an empty office or room to rent it out to 

another company looking for a workspace. The present study will look at the interactions 

taking place between individuals through P2P platforms. Indeed, the latter are the ones 

that disrupt the most traditional business models (Demary, 2014, p. 9), which makes them 

particularly relevant to study. Additionally, some of them such as Airbnb or Blablacar are 

very well-known by the general public. Thus, consumers have sufficient knowledge and 

understanding of these platforms to provide reliable data for a study.  

 

The European Commission (2016, p. 2) acknowledges the potential of the sharing 

economy to contribute to the European Union’s sustainability agenda. In fact, it can 

“encourage more asset-sharing and more efficient use of resources”, which aligns with 

the objectives of the European Union for increasing sustainable initiatives in the coming 

years.  In Europe, transportation, food consumption and home energy use are the main 

household consumption areas responsible for most of the challenges related to the 

environment (Michaelis & Lorek, 2004, p. 10). For instance, personal travel has been 

identified as a major contributor of greenhouse gas emissions, air pollution, resource 

extraction and other environmental impacts resulting from vehicle manufacture 

(Michaelis & Lorek, 2004, p. 38). By following a “using rather than owning” model 

(Leismann et al., 2013, p. 3), the sharing economy has the potential to diminish the 

negative effects associated with these household consumption areas. Surprisingly, while 

it appears to have potential in terms of sustainable development, studies on carpooling as 

part of the sharing economy are scarce, which is our first identified research gap. Most of 

previous studies on shared mobility focused on the practice of car sharing, which involves 

short-term access to a vehicle by members of a platform (Martin, 2016, p. 1) but not two 

or more strangers sharing the vehicle at the same time. Belk (2014, p. 1597) argues that 

car sharing activities borrows the term sharing but should be more accurately referred to 

as “short-term rental activities”. Consequently, carpooling is a more relevant example 

since it involves simultaneous shared consumption of a service, which is the ride from 

one destination to the other (Demailly & Novel, 2014, p. 21).  

 

Although carpooling appears to be one solution to contribute to more environmental 

sustainability, it is not clear whether being sustainable is truly the motive behind the 

actions of carpooling platforms’ users. Indeed, several theorists agree that motivations to 

participate in sharing practices revolve around three main dimensions which are 

economic, social and environmental (Borel et al., 2016, pp. 10-14; Stokes et al., 2014, pp. 

17-18; Schor and Fitzmaurice, 2015, pp. 12-13) but the economic motive seems to be 

predominant compared to the environmental and social ones (Demailly & Novel, 2014, 

p. 26; Vaughan & Daverio, 2016, p. 10). As emphasized by Böcker and Meelen (2016, p.  

1), “Insights in motivations would be instrumental in developing a better understanding 

of the so far underexplored decision-making processes”. In the present study, we want to 

address this research gap by not only identifying the drivers that motivate individuals to 

take part in collaborative activities, which has been done by several theorists. We also 

want to explore the decision-making process of users when they decide to participate in 

sharing activities by understanding how economic, social and environmental motivations 

articulate between one another. Additionally, we want to specifically focus on the 

environmental motivation. Previous studies, while identifying motivations, did not 

develop an in-depth understanding of the environmental driver. Indeed, none of them 

have tried to assess the level of importance given to the desire to be more sustainable. 
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Thus, our study aims at addressing this research gap by assessing, through a qualitative 

study, how important environmental sustainability is in the decision to participate as a 

user of collaborative platforms.  

 

The identification of several research gaps in the literature has led to the formulation of a 

research question that helps to evaluate the importance given to environmental 

sustainability by participants in the peer-to-peer-sharing economy:  

 

1.3 Research Question 
 

How important is environmental sustainability among the motivations to participate in 

the peer-to-peer sharing economy?  

 

1.4 Research Purpose  
 

The primary purpose of our study is to develop a deeper understanding of the motivations 

that can drive users to get involved in the peer-to-peer sharing economy. By doing so, our 

main goal is to evaluate how strongly the environmental driver influences sharing 

platforms users in their consumption behavior. Moreover, Böcker and Meelen (2016, p. 

10) state that “the investigation of user motivations is important for analyzing whether 

the innovation can really induce a transition towards a more sustainable society”. Thus, 

we deeply think that this assessment will contribute to determine if the involvement in 

sharing economy practices conveys a real interest regarding the protection of the 

environment or if other motivations prevail in this consumption behavior. If such an 

environmental interest and concern is developed and proven, our study could confirm that 

this new form of consumption can be considered from a long-term perspective. Thus, 

through this better understanding, our study raises the question of the viability of the 

sharing economy as a new and more sustainable way of consuming. As a matter of fact, 

if the environmental driver is substantial in the consumption decision, it could mean that 

carpooling, and de facto the sharing economy, is not only a trendy concept but can be 

considered in the long-term. On the contrary, if sustainability is not an important 

motivator for people, it can reveal that mindsets have still not changed regarding the need 

to be more sustainable. Further studies could investigate why people are still reluctant to 

adopt more sustainable behaviors. In this way, our research is relevant for the academic 

literature with the goal to overcome some of the identified research gaps regarding the 

lack of perspective to analyze motivations revolving around the impact on the 

environment.  

 

Even though we did not collaborate with Blablacar, we believe that our study can provide 

a solid ground for the company, but also for similar sharing platforms. Indeed, by bringing 

out the real reasons why individuals make the decision to become users of the platform, 

our study could provide relevant information for the company to efficiently connect ride 

providers and users. Thanks to these elements, the company could be able to develop its 

marketing communication to attract more and more users based on their main 

motivations.    
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2 Theoretical Framework 
 

2.1 Sustainability 
 
2.1.1 What is Sustainability?  

 

Academics struggle to agree on a common definition for the concept of sustainability, 

sometimes referred to as sustainable development in the literature (Lozano, 2008, p. 

1838). The first widely spread definition of sustainable development was established by 

the World Commission on Environment and Development (1987) in the Brundtland 

report as a “development that meets the needs of the present without compromising the 

ability of future generations to meet their own needs”. However, this definition given by 

the United Nations organization has sometimes been criticized and called into question. 

Johnston et al. (2007, p. 60) estimated that more than 140 definitions of the concept 

existed. This important amount of definitions confirms the idea of Jucker (2002a, p. 31) 

that “there are as many definitions of sustainability or sustainable development as there 

are people trying to define it”. This lack of clear definition of the concept entails 

confusion and raises problems when it comes to the solutions to adopt regarding 

sustainability (Costanza & Patten, 1995; Johnston et al., 2007). Costanza and Patten 

(1995, p. 194) explain that most of the definitions are, in reality, predictions. Thus, 

according to the authors, one’s definition of sustainability is actually more a description 

of an initiative or action that would eventually lead to sustainability. Therefore, 

sustainable development would refer to the actions conducted in order to reach more 

sustainability. The two authors illustrate this idea with the example of harvest rates. 

Keeping these rates under the “rates of natural renewal” (Costanza & Patten, 1995, p. 

194) will lead to sustainability, but this is not a definition of the phenomenon, but well 

and truly a prediction. Thus, a system can be assessed as sustainable when enough time 

has passed for researchers to be able to determine if the predictions have been realized 

(Costanza & Patten, 1995, p. 194). Furthermore, Johnston et al. (2007, p. 61) recommend 

to use different terms for each sector in which sustainability is needed (“sustainability in 

fisheries” or “sustainability in agriculture” for instance) instead of having only one broad 

definition of sustainability. By doing so, the authors claim that it will be easier to decide 

which actions to set up and that the results will be more convincing. 

 

Despite this lack of precise definition, researchers have agreed on the parameters that 

must be considered to develop a sustainable society (Jucker, 2002a, p. 31). These 

parameters have been identified in the report of the World Summit on Sustainable 

Development (2002, p. 8), which complements the broad definition of sustainability by 

calling for “the need to ensure a balance between economic development, social 

development and environmental protection as interdependent and mutually reinforcing 

pillars of sustainable development”. Thus, sustainability revolves around three 

dimensions which are economic, social and environmental. To create a sustainable 

society, an equilibrium should be found between these three pillars (Johnston et al., 2007; 

Jucker, 2002a; Lozano, 2008). Indeed, a lack of equilibrium among these three pillars 

will prevent any progress in terms of sustainability. Thus, Johnston et al. (2007, p. 65) 

state that economic development is not a protection against the consequences that 

environmental degradations can entail. The environment capacities must be respected to 

limit the amount of natural disasters that a too fast and uncontrolled economic growth 

causes.   
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Figure 1. Graphical representation of sustainability using a Venn diagram (Lozano, 2008) 

 

Figure 1 represents the three pillars of sustainability and their interaction. It shows how 

their connection creates sustainability. Lozano (2008, p. 1843) explains that “the aspects 

must be integrated to reflect achievement of sustainability as the interaction of the three”. 

Thus, to reach an optimized level of sustainability, each pillar must be as integrated as 

possible, as shown in Figure 2.  

 

 

 
Figure 2. Integrating the economic, environmental, and social aspects to achieve full interrelatedness (Lozano, 2008) 

 

Lozano (2008, p. 1844) adds an important dimension to these three pillars, which is time. 

As stated earlier, the economic, social and environmental aspects have to be involved 

together to reach sustainability. This connection of the three pillars, once it exits, must 

remain through time to ensure sustainability in a long-term perspective.  

 
2.1.2 Sustainability, a Long-Term Concern 

 

In the last decades, the world has considerably improved its standard of living. This is 

demonstrated by the increase of population, life expectancy, literacy rates or incomes 

(Lozano, 2008, p. 1838). However, this growth has happened at the cost of environmental 

resources (York et al., 2003, p. 283). York et al. (2003, p. 296) state that the 

environmental threats to sustainability are mainly due to economic and population 

growth. Far from recommending to stop economic growth, as specialists advocate the use 

of growth to solve issues (World Commission on Environment and Development, 1987). 
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As written in the Brundtland’s report (World Commission on Environment and 

Development, 1987, p. 30), “sustainable development recognizes that there are thresholds 

imposed by nature, but no limits to growth itself”. Thus, to cope with these issues 

efficiently, the content of growth must be modified in order to move towards 

sustainability. This sustainability aims at bringing back an equilibrium between the 

economic, social and environmental aspects (Lozano, 2008, p. 1843).  

 

Consequently, if we want to reach sustainability, behaviors have to be modified (Jucker, 

2002b, p. 9). First, to be able to change behaviors, the phenomenon of “eco-illiteracy” 

described by Jucker (2002b, p. 10) must be reduced. Eco-illiteracy refers to the lack of 

awareness of people about sustainability issues. This lack of knowledge and information 

is confirmed by Lozano (2008, p. 1845) who regrets that people are not familiar enough 

with the concept of sustainability and its challenges. This change can start during 

childhood through education, as recommended by Jucker (2002b, p. 13). The academics 

who advocate this change predict that the better people will be aware of sustainability, 

the more change will really happen. As a matter of fact, if people, who also are – or will 

become when they get older – voters, feel more concerned by sustainable issues, then 

more initiatives will be taken. This phenomenon will have repercussions on the politics 

and one can hope that more laws to support sustainability will be created. Eventually, 

when sustainability becomes a full part of norms and regulations, companies will be more 

than ever encouraged to invest to create more sustainability (York et al., 2003, p. 283). 

Not only can this increased awareness have an impact on the regulations, but it also aims 

at changing consumption behaviors as well. Current consumption patterns are not 

sustainable enough (Johnston et al., 2007, p. 64). Michaelis and Lorek (2004, p. 5) 

validate this statement and add that current ways of consumption have a too important 

negative impact on renewal and mineral resources. Issues linked to consumption affect 

all the areas of consumption, two of the main ones being food and transportation 

(Michaelis & Lorek, 2004, p. 97). The idea of unsustainable patterns of consumption has 

also been developed by Jucker (2002a, p. 85). Indeed, if the world population keeps on 

consuming as much as it currently does, four planets Earth would be necessary to provide 

enough resources for everybody (Jucker, 2002a, p. 87). Heinrichs (2013, p. 229) claims 

that the increase of environmental and sustainability awareness will contribute to the 

change of consumer habits and practices. Thus, it is urgent to take actions to change minds 

and behaviors. Michaelis and Lorek (2004, p. 94) emphasize that all stakeholders have to 

be involved to create these new consumption patterns. Indeed, the authors explain that 

everybody can play a role and have responsibilities to face. Gruzka (2016, p. 1) also 

brings out the idea that "consumption- focused lifestyles" must be changed in order to 

address challenges such as environmental issues. Therefore, the author calls for a 

transformation of the ways of producing and consuming. In that extent, she highlights a 

range of activities that are grouped together under the term "sharing economy". According 

to her, this concept has been gaining significant attention for the last few years. In line 

with this idea, Heinrichs (2013, p. 229) also reports the sharing economy as an emerging 

way of consuming that could bring more sustainability in the long-term. 

 

2.2 The Sharing Economy  
 
2.2.1 The Notion of Sharing 

 

Belk (2007, p. 127) defines sharing as “the act and process of distributing what is ours to 

others for their use as well as the act and process of receiving something from others for 
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our use”. It is seen as a substitute to private ownership, where there are no more “mine 

and yours” but only “ours” and where both tangible and intangible assets can be shared. 

Sharing practices are not new to society as people or groups of people have been trading 

between one another for centuries (Belk, 2014, p. 1596; Demary, 2014, p. 4). Going back 

to the Stone Age, members of a tribe or a group would collaborate through collecting 

plants and hunting animals in packs to ensure their survival and the one of their group. 

Centuries later, Babylonian farmers would display a mutualist behavior where members 

of the group would harvest, build new constructions and share equipment together as well 

as defend the land for one another (Botsman & Rogers, 2010, p. 68). 

 

As we will elaborate upon in section 2.2.3, the rapid development of new technologies in 

the last decades, in addition to other drivers, has led to a change in the way people share. 

With the advent of the Internet, people can now provision goods or services with 

strangers, in a new activity called collaborative consumption (Schor & Fitzmaurice, 2015, 

p. 410), also referred to as sharing economy. This concept involves “using Internet 

technologies to connect distributed groups of people to make better use of goods, skills 

and other useful things.” (Stokes et al., 2014, p. 10). 

 
2.2.2 An Ambiguous Definition 

 

Defining the sharing economy is challenging as theorists and researchers have not agreed 

on one definition (Demailly et al., 2016 p. 7) and on which activities it comprises 

(Codagnone & Martens, 2016, p. 6). The main reason for this confusion is the recency of 

this concept (Frenken & Schor, 2017, p. 2). Indeed, Martin (2016, p. 151) positions the 

emergence of the first digital sharing platforms in the late 1990s or early-mid 2000s, 

allowing peers to establish relationships on a much wider scale than ever before. 

Examples of these platforms include the now-famous websites eBay, Craigslist and 

Couchsurfing. The sharing economy then became an increasingly widespread concept 

around 2011 and 2012, following the publication of What's Mine is Yours: The Rise of 

Collaborative Consumption (Botsman & Rogers, 2010). This book is considered by many 

as the starting point for the popularity of the concept in the public discourse (Cheng, 2016, 

p. 61; Heinrichs, 2013, p. 229; Martin, 2016, p. 151). 

 

In their book, Botsman and Rogers (2010, p. xv) first referred to the concept as 

collaborative consumption, which they defined as “traditional sharing, bartering, lending, 

trading, renting, gifting, and swapping, redefined through technology and peer 

communities”. Belk (2014, p. 1597) criticized this definition and called for the need to 

distinguish between real and pseudo-sharing practices. In his view, collaborative 

consumption is “people coordinating the acquisition and distribution of a resource for a 

fee or other compensation.” Nonetheless, this definition is rather restrictive since it 

excludes not-for-profit platforms such as Couchsurfing and gift giving that is a permanent 

transfer of ownership. 

 

It is reasonable to say that sharing is not only concerned with consumption, which 

explains why the term sharing economy has become increasingly popular. It includes “the 

shared creation, production, distribution, trade and consumption of goods and services by 

different people and organizations” (Stokes et al., 2014, p. 9). An important notion added 

to this definition is the one of temporary access. Indeed, the European Commission (2016, 

p. 3) retained the definition of “activities (…) facilitated by collaborative platforms that 

create an open marketplace for the temporary usage of goods or services often provided 
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by private individuals”. One example of such activity would be carpooling where several 

people share a ride with a car owned only by the driver. There is no change of ownership 

of the asset and the usage of the car by several people is only temporary. The same idea 

of non-durability is found in the definition recently proposed by Frenken and Schor (2017, 

p. 2-3). They argue that the sharing economy is characterized by “consumers granting 

each other temporary access to under-utilized physical assets (“idle capacity”), possibly 

for money”. While this definition can comprise both for-profit and not-for-profit 

platforms, it excludes the sharing of services.  

 

Even though the sharing economy is an increasingly acknowledged and studied 

phenomenon, it appears that the concept still lacks a shared definition. For the purpose of 

this study, the ones proposed by Stokes et al. and the European Commission seem to 

reflect best the concept. In this thesis, the sharing economy is viewed as an umbrella term 

for several activities ranging from the creation to the consumption of goods or services, 

involving a temporary access or usage. Several theorists agree that the terms sharing 

economy and collaborative consumption can be used interchangeably (Codagnone & 

Martens, 2016, p. 5; Martin, 2016, p. 151). Nonetheless, to ensure clarity throughout this 

thesis, only the term sharing economy as defined above will be used. 

 

As previously mentioned, sharing is not a new phenomenon for humankind. However, 

Schor and Fitzmaurice (2015, pp. 415-417) make three major distinctions between older 

sharing practices and the sharing economy. The first one is that the sharing economy 

involves exchanges between strangers rather than people from restricted circles such as 

families or communities. The second distinction relates to the heavy use of new 

technologies such as the Internet in the context of the sharing economy. These new digital 

tools have allowed the creation of sharing platforms easily linking providers and users 

willing to exchange goods and services on a much wider scale. The last distinction that 

can be made with older sharing practices is the involvement of consumers with a high 

cultural capital. In other words, people share not because they need to but because they 

choose to, reflecting that participation in the sharing economy is a conscious decision. 

Consequently, even though similarities exist between sharing practices adopted in the 

past and the sharing economy, the latter has distinctive characteristics that makes it a 

separate concept. 

 
2.2.3 A Recent but Fast-Growing Concept 

 

Even though the publication of the book by Botsman and Rogers (2010) has incontestably 

contributed to the rising popularity of the sharing economy, other anterior drivers can 

explain its rapid growth. The main driver acknowledged by theorists is the development 

of new technologies and, more specifically, the considerable penetration of the Internet 

on a global scale (Cohen & Kietzmann, 2014, p. 279; Felländer et al., 2015, p. 14; Stokes 

et al., 2014, p. 10). In fact, the number of Internet users has increased from about 16 

million, or 0.4 percent of the world’s population in 1995 (Felländer et al., 2015, p. 14), to 

more than 3.7 billion, representing almost 50 percent of the total population, in 2017 

(Internet World Statistics, 2017). Stokes et al. (2014, p. 10) see the Internet as a strong 

influencer on collaboration for two reasons. The first one is that it allows peers to 

communicate without the need for intermediaries. The second one is that people can share 

information while they transact, fostering more collaboration and reciprocity. These 

interactions have been facilitated as a result of reduced transaction costs that should occur 

when consumers and suppliers have to search for each other. With new technologies, this 
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identification has become much easier and less costly (Demary, 2014, p. 7), making 

digital platforms attractive to consumers. Other technological drivers correlated with the 

rise of the Internet are mentioned, including the increased penetration of smartphones 

(Felländer et al., 2015, p. 14; Owyang et al., 2014, p. 8) and the emergence of social 

networks (Owyang et al., 2014, p. 8). These technologies facilitate new forms of sharing 

where it is possible to identify in real-time idle resources and peer-to-peer transactions 

(Owyang et al., 2014, p. 8). 

 

Furthermore, theorists regard the financial crisis that hit the world in 2008 as another 

main driver in the rise of sharing activities. Demary (2014, p. 8) establishes a link between 

the global financial crisis and the sharing economy. Indeed, he states that Google Trends 

has registered the first search for the term sharing economy in 2009, which coincides with 

the crisis that hit the world shortly before. As a consequence of the crisis and the recession 

that followed, people started to look for alternative ways to get employment or income. 

The sharing economy was viewed as an opportunity to make money on their idle assets, 

either tangible or intangible ones (Felländer et al., 2015, p. 16; Schor & Fitzmaurice, 

2015, p. 412), which resulted in a rapid growth, aided by the creation of digital 

collaborative platforms. 

 

In addition to these two economic and technological drivers, several societal drivers have 

been identified. Among those, we can quote the growing environmental consciousness of 

society (Cohen & Kietzmann, 2014, p. 279; Owyang et al., 2014, p. 8) as well as the 

desire for more social interaction and for more independence from consumerism 

(Felländer et al., 2015, p. 17; Owyang et al., 2014, p. 8). The sharing economy has been 

presented as giving the possibility to “save or make money, provide a novel consumer 

experience, reduce ecological and carbon footprints, and strengthen social ties” (Schor & 

Fitzmaurice, 2015, p. 411). Consequently, the combination of these factors rendered the 

principle of sharing rather than owning an attractive alternative for consumers. 

 

Most business sectors have been and are still affected by the sharing economy. Sharing 

platforms can be found in a variety of sectors including “transportation, accommodation 

and rental, retail, office space and logistics, finance and consumer credit, and the labor 

market.” (Codagnone et al., 2016, p. 14). They are present on both the factor markets, 

including labor and capital, and the product markets of goods and services. Thus, they do 

not affect only one business sector but rather the entire economy. 

 

In 2011, the concept of collaborative consumption was named by Time magazine as “one 

of its 10 ideas that will change the world” (Schor & Fitzmaurice, 2015, p. 410). Six years 

later, the disruptive potential of the sharing economy has become clear. PwC US (2015, 

p. 14) estimates that only five of the key sharing sectors, namely travel, car sharing, 

finance, staffing, and music and video streaming, will increase global revenues from $15 

billion as of the time of their report to approximately $335 billion by 2025. Only in 

Europe, growth in revenues and transactions has exceeded expectations since 2013 and it 

has accelerated in the year 2015 (Vaughan & Daverio, 2016, p. 6). Additionally, venture 

capital funding is higher for sharing businesses than for any other type of business, 

including social media platforms (Le Jeune, 2016, p. 1), proving its disruptive power. The 

sharing economy is a threat not only for listed companies in some major sectors such as 

car sharing and accommodation, but also for companies in other sectors including travel 

equipment, sports goods, apparel and luxury accessories to name a few (Le Jeune, 2016, 

p. 2).  
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In addition to disrupting the economy, the sharing economy has the potential to affect 

society as a whole since it aims at building greater social capital and fostering 

collaboration and solidarity (Codagnone et al., 2016, p. 14). Benefits for consumers and 

society can be enormous (Schor & Fitzmaurice, 2015, p. 411). Vaughan and Daverio 

(2016, p. 3) believe that it has now become a “deep socio-economic trend that is 

fundamentally changing the way we live our lives”. Given its disruptive potential, its 

substantial estimated growth and its clear impact on society at large, it seems clear than 

the sharing economy is more than just a trend and is here to stay (Vaughan & Daverio, 

2016, p. 4). 

 
2.2.4 Business Models and Classifications within the Sharing Economy 

 

The sharing economy and the business models within it can be categorized in several 

ways. A business model defines how a business creates and delivers value to its customers 

and, in turn, generate profits from it (Teece, 2010, p. 173). According to Schor (2014, p. 

4-5), the two most important distinctions within the sharing economy are, first the one 

between for-profit and non-for-profit platforms and, second, the one between peer-to-peer 

(P2P) and business-to-peer (B2P) platforms, usually referred to as business-to-consumer 

(B2C). Indeed, sharing platforms do not all have the same goals when it comes to value 

creation and users may choose between several types. Additionally, the transactions take 

place between several types of actors depending on the platform. Schor and Fitzmaurice 

(2015, p. 420) propose a matrix classifying the different types of sharing platforms (see 

Table 1). 

 
Table 1. A typology of sharing platforms (Schor & Fitzmaurice, 2015) 

  Organization 

  Peer-to-peer (P2P) Business-to-peer (B2P) 

M
a
rk

et
 

o
ri

en
ta

ti
o
n

 Non-profit P2P Non-profit sharing 

e.g. food swaps, time banks 

B2P Non-profit sharing 

 

For-profit P2P For-profit sharing 

e.g. Relay Rides, AirBnB 

B2P For-profit sharing 

e.g. Zipcar 

 

As we notice, platforms do not all share the same orientation towards value creation and 

profits. The first distinction to be made is between sharing platforms that are not making 

any profits and other platforms that are more commercially-oriented and make benefits 

on the transactions that occur. Furthermore, for-profit platforms do not all function the 

same way. On the one hand, platforms that facilitate exchanges between peers usually 

make profits by taking a commission on that transaction. On the other hand, business-to-

peer platforms, generally referred to as business-to-consumer (B2C), rely on a more 

traditional business model by trying to maximize revenue per transaction (Schor & 

Fitzmaurice, 2015, p. 420). 

 

Based on the matrix, the second distinction comes from the exchanges that occur. 

Following a peer-to-peer (P2P) business model, individuals share goods or services 

between one another and the sharing platform only acts as an intermediary between 

demand and supply. Indeed, it does not possess or produce the assets involved in the 

exchange (Demary, 2014, p. 5). In contrast, in a business-to-consumer model, the 

company does not only provide a platform to convey demand, it also acts as a supplier of 
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the good or service (Demary, 2014, p. 6). A third business model of sharing platforms, 

the business-to-business (B2B) model, is often mentioned in the literature. However, it is 

not included in the matrix proposed by Schor and Fitzmaurice (2015, p. 420). It involves 

the interaction between a company and other businesses which own or directly manage 

their assets (Stokes et al., 2014, p. 12). Demary (2014, p. 7) argues that this business 

model can work either as a P2P one, with a platform acting as an intermediary between a 

supplying company and a receiving business, or as a B2C business model if one company 

owns both the platform and the shared good for the purpose of supplying it to another 

company. However, it is not a very developed model yet and it may be classified as a 

‘niche’ (Codagnone & Martens, 2016, p. 12). 

 

In the present work, only the P2P model involving exchanges between individuals will 

be investigated. As previously mentioned, it is the most disruptive business model and it 

is also the most widespread. Inside this model, different sharing activities can be 

identified. Stokes et al. (2014, p. 11-12) distinguish between four pillars of activity as part 

of the peer-to-peer collaborative economy, namely collaborative consumption, 

collaborative production, collaborative learning and collaborative finance. Collaborative 

consumption can itself be divided into three systems: redistribution markets, product-

service systems and collaborative lifestyles. This classification is based on the one 

proposed by Botsman & Rogers (2010) in the book What's Mine is Yours: The Rise of 

Collaborative Consumption. First, redistribution markets involve “Reselling or 

redistributing things from where they are not needed to where they are wanted” (Stokes 

et al., 2014, p. 11). Second, product service systems are defined as “Paying to access 

goods, instead of owning them outright” (Stokes et al., 2014, p. 11). Finally, collaborative 

lifestyles are concerned with people that “share and exchange intangible assets, such as 

time, skills, money and space” (Stokes et al., 2014, p. 11). While this classification is very 

often used, other ones can be found in the literature. Schor (2014, p. 2) defines four 

categories: recirculation of goods, increased utilization of durable assets, exchange of 

services, and sharing of productive assets. The first one is similar to the system of 

redistribution markets. The second type is concerned with a more intensive use of durable 

goods and other assets while the third one is based on services rather than goods 

exchange. Finally, the last one involves concentrating efforts on sharing assets or space 

to favor production instead of consumption activities. Demailly and Novel (2014, p. 13) 

make another distinction between three sharing models which are redistribution, 

mutualization and shared mobility. Mutualization is concerned with the short-term 

renting or lending of assets while shared mobility involves sharing individual cars through 

car sharing or carpooling practices.  

 
Table 2. Classifications of sharing activities 

Botsman & Rogers 

(2010) 

Schor (2014) Demailly & Novel (2014) 

○ Redistribution markets 

○ Product-service systems 

○ Collaborative lifestyles 

○ Recirculation of goods  

○ Increased utilization of 

durable assets 

○ Exchange of services 

○ Sharing of productive 

assets 

○ Redistribution 

○ Mutualization 

○ Shared mobility  

 

These three classifications have been summarized in Table 2. Even though they have 

redistribution as a common system, the other systems slightly differ. For the purpose of 
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this thesis, the most relevant categorization is the one from Demailly and Novel. Indeed, 

shared mobility appears as a distinct category from the two others. Carpooling falls into 

this category and is described as a separate concept from car sharing since it involves the 

mutualization of a service (e.g. the ride) rather than a good (e.g. the car) (Demailly & 

Novel, 2014, p. 16), the purpose being to optimize the occupancy of the vehicle. 

Carpooling platforms are part of the peer-to-peer sharing economy since they connect 

individuals looking for a ride with other individuals offering one, in exchange for a fee. 

 

2.3 Motivation theories  
 

Each human behavior is the result of a decision (Saaty, 2008, p. 83) and the decision-

making process is led by several factors. Weber and Hsee (2000, p. 32) mention culture 

but also factors related to the individual judgment like motivation, risk perception or risk 

preference. Saaty (2008, p. 95) brings out the factors of beliefs and values. In this thesis 

work, despite the important amount of factors that can influence a decision, we will focus 

on the motivations.  We made this choice because we truly think that the decision of being 

involved in the sharing economy depends on what the user can gain from it. As a matter 

of fact, we make the assumption that it is the potential benefit that leads users to move 

from his usual way of consuming to a new pattern, which he does not know well yet. 

Therefore, we will investigate more deeply the motivation theories in this study.  

 

Motivation can be defined as “a process governing choices made by persons or lower 

organisms among alternative forms of voluntary activity” (Vroom, 1964, p6). Academics 

have studied these motivations in order to get a better understanding of our behaviors as 

individuals, as groups but also as consumers (Greene, 1999). The aim of this section is to 

have an overview of relevant motivation theories regarding our study.  

 
2.3.1 Maslow’s Hierarchy of Needs  

 

In 1943, Abraham Maslow expounded his first theoretical representation of human needs. 

This representation consists of a five-level pyramid (see Figure 3). Each level comprises 

a group of human needs. The bottom of the pyramid represents the basic physiological 

needs (Bellotti et al., 2015, p. 1086). These basic needs are concerned with everything 

that will enable a human being to live in proper conditions, such as having access to food, 

water, shelter (Maslow, 1943, p. 372). Then, the following need is safety. It is fulfilled 

when one is protected from any physical or psychological danger (Maslow, 1943, p. 376). 

Then, comes the need for love, meaning affection that one can exchange with someone, 

in his or her family or other relationships (Maslow, 1943, p. 381). Next, the need for 

esteem will push one to look for trust, recognition or good reputation in order to express 

his or her relevance to the society (Maslow, 1943, p. 382). Eventually, Maslow states self-

actualization as the final need on his pyramid. It could be defined as the need that has to 

be fulfilled if one wants to reach his full potential (Oleson, 2004, p. 85). In the reading of 

Maslow’s hierarchy of needs, upper needs can be satisfied only after the more basic needs 

have been fulfilled (Bellotti et al., 2015, p. 1086). 

 

In the context of the peer-to-peer sharing economy, Bellotti et al. (2015) explain that 

Maslow’s theory is relevant to understand the motivations that lead users to participate in 

the new consumption patterns involved in the sharing economy. As a matter of fact, the 

authors claim that participating in the peer-to-peer sharing economy can be a good way 

to fulfill several of the needs expressed in Maslow’s pyramid. However, the authors do 
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not totally agree with the obligation to first fulfill the basic needs. On the contrary, they 

explain that it can happen that “higher needs can supersede basic needs” (Bellotti et al., 

2015, p. 1086). Therefore, the sharing economy can be used to fulfill some needs but not 

especially in the order described by Maslow.  

 

 
 

Figure 3. Maslow's hierarchy of needs (Poston, 2009) 

 
2.3.2 Theory of Planned Behavior  

 

In his theory of planned behavior, Azjen (1985) establishes a link between beliefs and 

behaviors. Bellotti et al. (2015, p. 1886) explain that, in this theory, one’s behaviors ensue 

from his or her beliefs and norms. Thus, for a behavior change to happen, one must 

integrate the new behavior in his or her mind as a norm or belief and then the change can 

take place. To illustrate this process, Bellotti et al. (2015, p. 1886) take the example of 

physical exercise. If one wants to get used to exercising regularly, he or she must believe 

and integrate fully that he or she is able to do so.   

 

In the light of the peer-to-peer sharing economy, the change of behavior is the switch 

from a traditional way of consuming to “new peer systems” as explained by Bellotti et al. 

(2015, p. 1086). The consumer will start to use peer-to-peer sharing platforms as a usual 

way of consuming when his or her motivations have made of this behavior a norm or a 

belief in his or her mind. According to Azjen’s theory, if the change of behavior - meaning 

the adoption of this new pattern of consumption - happens, sharing economy could be 

considered as a long-term habit of consumption.  

 
2.3.3 Self-Determination Theory  

 

The self-determination theory is another theory related to motivations. This theory aims 

at studying one’s motivations to understand if his or her behavior is driven by personal 

interests or values, or by motives external to the self (Ryan & Deci, 2000, p. 69). Thus, 

this theory highlights two types of motivation. First, intrinsic motivation, that can be 

defined as the “natural inclination toward assimilation, mastery, spontaneous interest, and 
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exploration” (Ryan & Deci, 2000, p. 70). Bellotti et al. (2015, p. 1086) explain that 

intrinsic motivation is self-determined. In other words, if one is driven by an intrinsic 

motivation, he or she will find the activity rewarding in itself and will not need an external 

reward to take part in it. Thus, intrinsic motivation can come from curiosity, desire to 

discover, amusement or compulsion (Bellotti et al., 2015, p. 1089). Ryan and Deci (2000, 

p. 71) specify that intrinsic motivation occurs in the case of activities that offer intrinsic 

interest for the people involved. Intrinsic motivations are related to activities that 

represent challenge or novelty. Second, extrinsic motivation concerns most of our 

decisions (Ryan & Deci, 2000, p. 71). Indeed, as explained by Ryan and Deci (2000, p. 

71), extrinsic motivation refers to when one adopts a behavior to “attain some separable 

outcome”. Extrinsic motivations are driven by external regulations such as peer pressure, 

rewards or reputation (Deci & Ryan, 2008, p. 182). A good example of this type of 

motivation is the one of students doing their homework. They can put a lot of effort in 

this work to have a better career later or because their parents put a lot of pressure on 

them. In both case, even if the choice of studying hard is voluntary, the students are 

extrinsically motivated (Ryan & Deci, 2000, p. 71).  

 

The self-determination theory is particularly relevant regarding the peer-to-peer sharing 

economy in order to understand users’ motivations. As suggested by Bellotti et al. (2015, 

p. 1086), the range of users’ motivations is very wide, from the main extrinsic reward 

which is money to the satisfaction of helping someone, an intrinsic motivation. Thus, this 

theory has the potential to be really helpful to understand users in the peer-to-peer sharing 

economy. Additionally, Jucker (2002b, p. 12) states that "self-determination is a key part 

of sustainability". According to the author, it seems that motivation to create a more 

sustainable environment and society really comes from intrinsic factor. It means that one 

will not have external rewards but only the satisfaction of the action he did or the initiative 

he took.  

 
2.3.4 Herzberg’s Dual Factor Theory 

 

Herzberg’s theory (1968) brings out two factors that influence behavior: the hygiene 

factor and the motivation factor. On the one hand, the hygiene factor refers to the factors 

of motivations such as salary, status, interpersonal relationships, security or working 

conditions (Herzberg, 1968, p. 92). On the other hand, the motivation factor is related to 

factors like responsibility, achievement, recognition for achievement or growth 

(Herzberg, 1968, p. 91-92). Herzberg’s theory can be linked with the self-determination 

theory. As a matter of fact, extrinsic motivation is comparable with the hygiene factor 

whereas intrinsic motivation is alike the motivation factor. As stated previously, extrinsic 

motivations are led by external rewards like salary, social pressure or reputation, which 

corresponds to what Herzberg relates to the hygiene factor. Regarding the intrinsic 

motivations, they can be associated with the motivation factor described by Herzberg 

because they consist of self-determined motivations such as achievement or 

responsibility.  

 

In the perspective of the peer-to-peer sharing economy, Herzberg’s theory is relevant to 

evaluate if users are intrinsically or extrinsically motivated depending on which factor 

influences the most the user's decision, and to deeply understand their motivations. This 

theory intersects with the other theories of motivation described above (Bellotti et al., 

2015, p. 1086-1087). To begin with, if we go back to Maslow’s hierarchy of needs (1943), 

we see that, to be intrinsically motivated, one has to fulfill his needs driven by extrinsic 
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motivations such as hunger or thirst. Then, when the different categories of extrinsic 

needs are satisfied, the individual can envisage fulfilling intrinsically driven needs like 

self-actualization. Eventually, when we keep on following Bellotti et al.’s reflection, we 

can link Herzberg theory (1968) to the self-determination one as stated before. Indeed, 

both address the relevance of intrinsic and extrinsic motivations in one’s behaviors.   

 
2.3.5 Summary of the Motivation Theories  

 

Table 3 draws up a summary of the motivation theories developed in our theoretical 

framework chapter.  
 

Table 3. A summary of the motivation theories used in this study 

Authors Theory Main idea  

Maslow 

(1943) 

Hierarchy of Needs  Five main levels of human needs, going from 

basic physiological needs to self-actualization. 

One must fulfill a level of need before starting 

to deal with the next one.  

Azjen 

(1985) 

Theory of Planned 

Behavior 

A change of behavior happens if the behavior is 

part of the beliefs and norms of the individual.  

Ryan 

and Deci 

(2000) 

Self-Determination 

Theory 

Human behaviors are driven by two types of 

motivations: extrinsic and intrinsic. Extrinsic 

motivations are rewarded by external factors 

whereas intrinsic motivations are self-

determined.  

Herzberg 

(1968) 

Dual Factor Theory  Two factors influence human behaviors: the 

hygiene factor and the motivation factor. The 

hygiene factor can be related to extrinsic 

motivations while the motivation factor can be 

linked to the intrinsic motivation. 

 

 

2.4 Research Connecting Sustainability and the Sharing Economy 
 
2.4.1 The Sharing Economy, a Path to Sustainability  

 

The need for a change in our consumption habits has now been well established by 

academics. As Leismann et al. (2013, p. 185) explain, one of the main challenges that we 

are facing today is the overconsumption of resources that the planet can offer us. The 

consumption of resources by humans can only be reduced if we change our lifestyles and 

our levels of consumption (Leismann et al., 2013, p. 187).  Therefore, the sharing 

economy can appear as a good solution to entail these changes. As a matter of fact, Belk 

(2014, p. 1598) brings out the disruptive capacity of the sharing economy, meaning that 

this new form of consumption has the potential to create considerable changes regarding 

consumption habits. Bostman and Rogers (2010, p. 212) confirm this idea of 

disruptiveness when they explain that the sharing economy could be as significant as the 

Industrial Revolution regarding how we consider ownership. The sharing economy is 

about to lead us to forms of “alternative ownership and usage” that we did not use before 

and that has the potential to result in positive environmental impacts (Heinrichs, 2013, p. 

229). Thus, the sharing economy can potentially transform our current consumption 
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habits. Leismann et al. (2013, p. 199) underline the major role that could play the concept 

of “use rather than own” in the coming years in terms of resources saving. The sharing 

economy has an impact on behaviors and how people will make their choices regarding 

consumption. 

  

Moreover, people involved in the sharing economy have the will to create a better world, 

through the possibility for them and for their community to adopt more sustainable 

behaviors (Bellotti et al., 2015, p. 1090). Sharing leads to practical and economic 

advantages, for the consumer, the community and at the same time the environment (Belk, 

2014, p. 1599). Benefits of the sharing economy are also highlighted by Heinrichs (2013, 

p. 230) that recommends “to exploit the sustainability potential of the sharing economy”. 

Indeed, adopting sharing behavior will result in a more efficient use of resources 

according to Leismann et al. (2013, p. 193). Furthermore, Demailly et al. (2014, p. 11) 

detail the benefits that the sharing economy can have on the environment, through a better 

use of the resources. Thus, they explain that sharing goods for instance will limit the 

production of new goods and entail a lot of resource saving, especially regarding energy. 

Moreover, a less important production of goods allows to reduce the generation of waste 

(Demailly et al., 2014, p. 11). The authors calculated that sharing goods could lead to a 

reduction of 10% of the household waste (Demailly et al., 2014, p. 13).  

 
2.4.2 Limits of the Sharing Economy regarding the Environment   

 

Nowadays, the main challenge that defenders of the sharing economy have to face is the 

lack of empirical data that could undeniably confirm its positive impact on the 

environment (Borel et al., 2016; Cheng, 2016; Frenken & Schor, 2017; Schor & 

Fitzmaurice, 2015). Thus, even if the sharing economy can be defined as sustainable, 

through the action of sharing, its real impact on the environment still has to be proven 

(Cheng, 2016, p. 60, 68). Indeed, researchers lack empirical data to assess properly how 

the sharing economy can affect the environment. Frenken and Schor (2017, p. 5) explain 

that the effects of the sharing economy on the environment are more complex than 

anticipated. Indeed, despite the expected environmental benefits, the real impact on the 

environment remains so far unclear (Schor & Fitzmaurice, 2015, p. 414). As of now, the 

only empirical data that certify a positive impact of the sharing economy on the 

environment concerns car and ride sharing (Frenken & Schor, 2017, p. 3). Schor and 

Fitzmaurice (2015, p. 422) add that the long-term effects of the sharing economy still 

remain unknown.  

  

While studying the sharing economy, researchers have highlighted potential negative 

effects that this consumption pattern could have on the environment. These effects are 

called rebound effects. They are negative consequences entailed by the sharing economy, 

that were not initially expected (Borel et al., 2016, p. 8). These effects may in fact offset 

the positive impact expected from the sharing economy. For instance, if a consumer 

decides to rent a good instead of buying it, we could first think that he or she will save 

energy and resources. However, if he or she has to travel a long distance to get this good, 

the CO2 emissions resulting from the trip can offset or reduce the positive impact of 

renting (Borel et al., 2016, p. 8). Also, because of the easier and cheaper access to a variety 

of goods, consumers can increase their consumption, even unintentionally. For instance, 

if a consumer does not have a real need of a good, but decides to use it anyway because 

of its cheap price, the resource saving is less efficient that if the consumer had not decided 

to rent this good (Borel et al., 2016, p. 8). Verboven and Vanherck (2016, p. 305) explain 
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that the risk of rebound effect is particularly important in the case of cheap-price goods 

or services because the consumer is less reluctant to spend money. The same rebound 

effect also exists on the provider side. Indeed, when a provider makes money through the 

renting of the goods he or she offers, he or she can decide to rent out more goods than he 

or she would have done without this supplementary income (Borel et al., 2016, p. 8). 

Parguel et al. (2016, p. 9) support this idea when they explain that the sharing economy 

give consumer “opportunity to enjoy new experiences”. This contradiction between the 

expected results of the sharing economy from an environmental perspective and the 

reality is called the “sustainability paradox” (Verboven & Vanherck, 2016, p. 304). To 

cope with this contradiction, Verboven and Vanherck (2016, p. 311) encourage public 

authorities to take actions in order to increase the awareness level of the consumers 

regarding their consumption and its consequences. By doing so, it will facilitate the 

prevention of many of the rebound effects (Verboven & Vanherck, 2016, p. 311).  

  

Despite these elements and the discovery of rebound effects, most of the academics 

acknowledge that the sharing economy, associated with other factors, can help our society 

to reach sustainability (Heinrichs, 2013; Schor & Fitzmaurice, 2015). Thus, Leismann et 

al., (2013, p. 187) claim that "absolute, rather than relative, resource consumption is 

decisive for the Earth’s ecological sustainability”. Furthermore, Martin (2016, p. 158) 

explains that the sharing economy will not be enough and needs more regulation or the 

construction of another framework around the concept, especially in order to optimize all 

the innovation that the sharing economy creates.  

 

2.5 Research on Users’ Motivations 
 
2.5.1 Economic, Social and Environmental Factors 

 

Individuals can see real benefits in participating in the sharing economy but their 

motivations to do so may differ. This is not surprising considering the number of 

platforms and activities that exist within the sharing economy (Schor, 2014, p. 5). Most 

theorists agree that motivations to be involved in sharing practices revolve around three 

main dimensions which are economic, social and environmental (Borel et al., 2016, pp. 

10-14; Stokes et al., 2014, pp. 17-18; Schor & Fitzmaurice, 2015, pp. 414-415). First, in 

economic terms, peer-to-peer platforms give the possibility to disrupt the supply chain by 

distributing value to suppliers and consumers rather than to intermediaries. Moreover, 

they deliver additional value to consumers while presenting producers with new 

opportunities to earn income (Schor & Fitzmaurice, 2015, p. 414). This in turn can 

increase consumers’ purchasing power and their realized profits or savings (Borel et al., 

2016, p. 8). Second, the environmental motivation is linked with the ability to reduce 

one’s ecological impact. However, as discussed earlier, very few studies measure the real 

impact sharing activities have in terms of reducing environmental footprint (Schor & 

Fitzmaurice, 2015, p. 414). Finally, sharing platforms have the potential to build stronger 

social ties and social networks between consumers (Schor & Fitzmaurice, 2015, p. 414). 

Societal changes have led to weakened connections between individuals and the sharing 

economy allows to establish interactions and strengthen trust between strangers (Stokes 

et al., 2014, p. 17). 

 

These three dimensions, economic, environmental and social, are the most common but 

two other ones can sometimes be found in the literature. Convenience or practicality of 

the exchange is emphasized since sharing platforms enable a rapid access for consumers 
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to goods or services (Borel et al., 2016, p. 8; Owyang et al., 2014, p. 7). Another 

motivation related to the social aspect is a true commitment to collaboration and sharing 

as opposed to the traditional consumerist system. Consumers feel empowered by this 

form of consumption that do not involve a market exchange but a more personal 

interaction (Borel et al., 2016, p. 8; Schor & Fitzmaurice, 2015, pp. 414-415). 

 
2.5.2 Relative Importance of Extrinsic and Intrinsic Motivators 

 

Some of the previously mentioned drivers of participation are purely altruistic while 

others are based on utility and individual interest (Codagnone & Martens, 2016, p. 22), 

which is directly linked to the self-determination theory. Bellotti et al. (2015, p. 1086) 

state that participation in the peer-to-peer sharing economy is based on both extrinsic and 

intrinsic motivations. The main extrinsic motivation one can have in the context of the 

sharing economy is monetary rewards in the forms of profits or savings. In contrast, the 

desire to be more sustainable and the drive for social actions are intrinsic motivators 

(Hamari et al., 2015, p. 2051). 

 

Most studies support the idea that extrinsic motivation as related to financial rewards 

prevails over intrinsic motivations, which are linked to environmental and social aspects. 

Hamari et al. (2015) conducted a quantitative study on 168 registered users of the Finnish 

platform Sharetribe where one can create an online marketplace in a few clicks 

(Sharetribe, 2017). Their results highlight that “perceived sustainability is an important 

factor in the formation of positive attitudes towards CC [collaborative consumption], but 

economic benefits are a stronger motivator for intentions to participate in CC.” (Hamari 

et al., 2015, p. 2055). Thus, it appears that, even though people have a positive judgment 

of the sharing economy because of its potential positive sustainable impact, they still want 

to participate mainly for economic reasons. However, one main limitation of this study is 

that most people surveyed were not actively using Sharetribe at the time of the survey, 

which could have influenced the results.  Our study will only look at current participants 

in the sharing economy in order to ensure that results are derived from the views of actual 

participants rather than judgment from non-participants.  

 

Other studies also concluded that the economic factor prevails but the importance of 

social and environmental factors may vary. ING (2015) released the results of a survey 

on over 14,800 consumers in 15 countries. The findings reveal that the most influential 

factor for participation in the sharing economy for both European and American 

consumers is to save money, thus reflecting an economic motivation. However, while 

European consumers feel on average more concerned about the environment, that they 

have ranked as their second motivation, American consumers have ranked it only third 

after the motivation to gain additional income. Finally, for both groups of consumers the 

ability to build communities is the least important factor.  

 

Furthermore, Borel et al. (2016, pp. 10-14) found that motivations may differ depending 

on the type of sharing platform. Indeed, interviews conducted with users of five different 

platforms, for buying/selling, giving away goods, renting, lending and repairing, revealed 

that they had more divergent than similar motives. For instance, those borrowing or 

recycling goods given away by others were driven more by environmental and social 

considerations than those purchasing second-hand objects. The conclusions of Borel et 

al. were that there is no such thing as collaborative consumption but rather collaborative 

consumptions. This argument is in line with the belief of Böcker & Meelen (2016, p. 10) 
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that “the combination of motivations behind sharing economy participation thus is highly 

dependent on sharing economy sector.” For instance, their quantitative study through a 

survey distributed to users from Amsterdam revealed that people participating in meal, 

tool and ride sharing were driven more by intrinsic motivations, namely social and 

environmental ones. On the contrary, people participating in accommodation and car 

sharing felt more motivated by economic, thus extrinsic, motivations. However, similarly 

to the study by Hamari et al., this study asked for people’s willingness to participate in 

the future in sharing activities. The issue with that methodology is that it may not reflect 

what their actual behaviors will be.  

 

A common limitation to the quantitative studies described above is that motivations are 

assessed on a restricted number of questions and they are not extensively investigated. In 

fact, these studies miss in-depth perceptions as they do not try to get a better 

understanding of the phenomenon. Additionally, they do not specifically investigate the 

environmental motivation and the perceptions users have on the sustainable impact the 

sharing economy can have. Our study addresses this limitation by using a qualitative 

rather than quantitative approach to gain thorough understanding of the importance of 

environmental sustainability in the decision to participate in the sharing economy. The 

study from Borel et al. (2016) is the closest to what we want to achieve in our own study 

since it involves interviews with users of collaborative platforms. However, we believe 

that it is better to focus on users of one single platform to be able to make comparisons 

on their behaviors and perceptions of environmental sustainability as related to only one 

practice, which is carpooling.  
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3 Methodology  
 

3.1 Scientific Method 
 
3.1.1 Ontology  

 

We hold the belief that reality is socially-constructed and dependent on social actors 

(Collis & Hussey, 2014, p. 46). If we want to understand how the world operates, we 

should be able to relate it to the ever-changing perceptions and actions of social actors. 

Thus, our ontological position for this research is subjectivism as we believe in the 

necessity to study the subjective meanings behind the actions of social actors to be able 

to understand these actions (Saunders et al., 2009, p. 111).  

 

Without social actors, we do not believe the sharing economy would even exist 

considering that this concept is based on a conscious decision to engage in collaborative 

activities. Our research question is derived from our subjectivist ontological position as 

we want to understand what motivates people to be voluntary actors in the sharing 

economy. However, before being able to understand their motivations, we have to make 

sense of their perception of reality (Saunders et al., 2012, p. 132). Indeed, within users of 

sharing platforms, everybody will have a different interpretation of his or her own 

experience, for instance why he or she started to use such platforms and how he or she 

benefited from it. This will in turn allow us to comprehend their motivations to participate 

in the sharing economy within a specific context.  

 

We view motivations as purely subjective since each person holds a unique belief of what 

is important to himself or herself. They may evolve over time as a result of social 

interactions, which makes them impossible to study independently from social actors. In 

our view, understanding motivations is crucial in order to understand why people act in a 

certain way. Finally, even definitions of the main concepts we study rely on subjective 

meanings. For instance, not everybody agrees on one definition of what environmental 

sustainability is. Depending on people’s background, education or current environment, 

perceptions of what sustainable behaviors are will differ, making it a subjective 

phenomenon. Similarly, the notion of sharing will also likely be influenced by 

characteristics specific to every individual.  

 
3.1.2 Epistemology  

 

We hold the belief that social actors should not be studied the same way as phenomena 

from natural sciences (Bryman & Bell, 2015, p. 26). Furthermore, the world is made of 

multiple and complex realities based on subjective meanings. Thus, the present research 

follows an interpretivist epistemological stance. Our study focuses on understanding 

people that are all different from one another. As said previously, they hold subjective 

beliefs and meanings about the areas our research is concerned with, and this result in 

valuable knowledge for our study.  

 

Being empathic is crucial for interpretivists (Saunders et al., 2009, p. 116). In this 

research, we want to understand the point of view of actors of the sharing economy by 

entering as much as possible into their world through asking questions relating to their 

beliefs, the choices they make and the reasons they make these choices. Empathy and 

trust are very important for this research. Knowing the respondents prior to the study was 



   

 

22 

 

an asset to establish trust, which in turn encouraged them to share their personal beliefs 

and attitudes with honesty.  

 

We acknowledge that the data collected through our qualitative study is specific to a 

person and to a context. However, we also believe that, by understanding the motivations 

expressed by our respondents to explain their behaviors, we can unveil patterns that would 

be valid for similar people or situations than those of our study.  

 
3.1.3 Research Approach  

 

Three different approaches can be used when conducting a research, respectively 

deduction, induction, and abduction (Saunders et al., 2012, pp. 144-145). In the present 

study, we will be using a deductive approach. It involves the development of a theory and 

its rigorous testing with empirical data (Saunders et al., 2012, p. 145). According to Hyde 

(2000, p. 88), two conditions must be fulfilled for a researcher to be able to use a deductive 

approach. First, the concepts under study must be obvious from the beginning. Then, the 

researcher must be able to hypothesize relationships between these concepts before the 

start of the data gathering. In the case of our study, we are starting with existing theories 

about sustainability, motivations and the sharing economy. Thus, the concepts under 

study are known and obvious from the start of the study. Moreover, we want to understand 

how these different theories are connected. Thus, it is relevant for us to use these theories 

as foundations for our study. Then, the existing literature allows us to propose a 

relationship between the theories, meaning that motivations influence the decision of 

being involved in the sharing economy activities. As researchers, we want to understand 

how a particular motivation, the environmental one, drives a user to take part in the 

sharing economy.   

 

Our interview guide has been elaborated on the basis of these theories. Since we know 

from the previous literature what relationships between the theories we want to test and 

verify, our interview questions aim at collecting the data we need from our respondents 

to support or reject the relationship.  In other words, our data will aim at verifying if the 

users' motivations that we will find are the same that the ones described by the existing 

literature. After the collection of data, we will investigate the patterns that emerged from 

the data collection. Therefore, we will focus on the verification of the relationship 

between the theories, following a deductive approach as described by Patton (1991, cited 

in Hyde 2000, p. 84).  

 
3.1.4 Research Design 

 

A research design guides the collection and analysis of data through the framework that 

will be followed by the researchers (Bryman & Bell, 2015, p. 49). Saunders et al. (2012, 

p. 159) describe the research design as a general plan that will allow the researchers to 

answer the research questions. The first step within the research design is to decide of the 

research strategy, meaning if the study will be conducted through a qualitative or a 

quantitative method (Saunders et al., 2012, p. 160). On the one hand, the quantitative 

method is defined as a method that entails the collection of numerical data (Bryman & 

Bell, 2015, p. 160). Saunders et al. (2012, p 162) explain that in quantitative approach, 

the goal to use data in order to test theories. This element is confirmed by Bryman and 

Bell (2015, p. 37) who say that quantitative method entails an “emphasis on the testing of 

theories”. On the other hand, the qualitative method differs from the quantitative one by 
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several factors as Bryman and Bell (2015, p. 392) explain. First, this method is more 

focused on words than on numerical data. Then, this method puts the stress on the 

examination and the interpretation that participants have of the world in order to get a 

better understanding of the social world (Bryman & Bell, 2015, p. 392). For Saunders et 

al. (2012, p. 163), researchers following a qualitative method have to draw conclusions 

from the socially constructed and subjective meanings about the phenomenon under 

study.  

 

Our study aims at gaining a deeper understanding about two phenomena. First, we want 

to acquire a more complete knowledge on the influence of the sustainability driver in the 

decision of being involved in sharing economy activities. As stated earlier, our 

ontological stance is subjectivism, as we plan to have a deeper understanding of the 

subjective reality of our research problem (Saunders et al., 2012, p. 132). Moreover, our 

etymological stance is interpretivism, as we will focus on “subjective meanings 

motivating actions” (Saunders et al., 2012, p. 140). In accordance with these two positions 

and with the purpose of our study, we will adopt a qualitative method, both for the 

collection and the analysis of our data. As a matter of fact, our aim is not to build a 

theoretical model establishing statistical relationships between variables. Indeed, we do 

not think that a quantitative study would allow to capture all the specificities of the 

phenomena under study. Thus, we rely on a qualitative study to understand the link that 

exist between motivations and behaviors through an in-depth research. 

 
3.1.5 Literature Search  

 

Before writing a critical literature review, a literature search has been necessary to 

identify all the relevant sources to the research areas. Conducting a literature search 

allows to identify the existing body of knowledge about the investigated topic but also to 

learn about subjects and methodologies used in previous research. In addition to 

providing information about what is already known, it helps to identify gaps in the 

literature that can then be investigated (Collis & Hussey, 2014, p. 76).  

 

Both primary and secondary sources can be used in a research paper. The choice of 

materials depends on the research question, the objectives and the time available 

(Saunders et al., 2009, p. 69). In the present research, we have used a combination of both 

types of sources. Primary sources are contemporary to the event under study, thus they 

provide firsthand evidence (Harvard Library, 2017). Secondary sources are based on the 

interpretation and analysis of primary sources. They were not created as a result of direct 

experience of the event so they have no direct connection with the event or individual 

under study (Harvard Library, 2017). Among the materials used, refereed academic 

journals are particularly valuable for research projects as they extensively describe earlier 

research on the investigated topic. Books are more useful in helping to clarify the research 

question and purposes or in finding which methods to use (Saunders et al., 2009, p. 70). 

Finally, reports are a valuable source of information under the condition that the authority 

of the publisher or author has been carefully assessed (Saunders et al., 2009, p. 72). For 

this research, only reports coming from trusted organizations and governmental bodies 

have been considered. For this thesis work, relying on a combination of primary and 

secondary sources have ensured a broad understanding of our research areas.  

 

In order to identify the relevant sources for this thesis work, we searched for articles and 

reports using several keywords covering our main research areas, including 
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“collaborative consumption, “collaborative economy”, “sharing economy and 

sustainability”, “sharing economy motivations”, to name a few. Because of the recency 

of the topic of the sharing economy, no publication period was necessary as all the articles 

were published from 2009 onwards. We used the database provided through the website 

of Umeå University library as well as Google Scholar and other databases including 

ScienceDirect and EBSCO. Most of the reports were found and downloaded directly from 

the publishing organization’s website. We also retrieved sources from peer-reviewed 

articles by looking at their reference list. The process of searching the literature and 

looking at other articles’ reference lists helped us to identify the articles and authors that 

were the most prominent in our research areas. 

 

3.2 Practical Method  
 
3.2.1 Qualitative Data Collection 

 

Before starting to collect data, we were faced with two options regarding the source of 

data. Indeed, research can be based on primary data, which are collected and analyzed 

directly by the researcher, or based on secondary data, which are analyzed by someone 

that was not involved in the data collection (Church, 2001, pp. 33-34). While these two 

types of data are valid for research, we considered both their advantages and 

disadvantages and decided to collect and analyze only primary data. It should be noted 

that secondary data about motivations for participating in the sharing economy were 

available. However, they were statistical data so they did not match the purpose of this 

study which is to gain an in-depth understanding of the link between motivations, and 

more specifically the environmental one, and participation in the sharing economy. The 

main benefit of using primary data is that it allows the researcher to collect data 

specifically related to the problem under investigation. Additionally, by being present 

during the data collection, the researcher has direct knowledge of the study and the 

behaviors of the participants (Church, 2001, p. 33). Research based on primary data can 

be particularly influential for future research on the field (Church, 2001, p. 34). For these 

reasons, we collected primary data to ensure their appropriateness as related to our 

research question and to secure full knowledge of the study that was designed and the 

data that was gathered. 

 

We then decided to follow a qualitative research approach by conducting interviews with 

French users of the carpooling Blablacar. Interviews are “a method for collecting data in 

which selected participants (the interviewees) are asked questions to find out what they 

do, think or feel.” (Collis & Hussey, 2014, p. 133). We chose this data collection method 

for several reasons. First, interviews are very useful in ensuring the collection of valid 

and trustworthy data that are relevant to both the research questions and its objectives 

(Saunders et al., 2012, p. 318). Then, they allow to collect “data on understandings, 

opinions, what people remember doing, attitudes, feelings and the like, that people have 

in common” (Arksey & Knight, 1999, p. 2). Finally, interviews ensure that participants’ 

answers can be clarified and explored in-depth, which would not be possible in a 

quantitative study through a questionnaire for instance (Arksey & Knight, 1999, p. 32). 

Consequently, interviews align with our ontological and epistemological stances and our 

willingness to uncover subjective meanings to individuals through gaining extensive 

understanding of their behaviors and opinions.  
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Several types of interviews can be followed and the choice must be relevant to the 

research question and objectives, and the strategy to be followed (Saunders et al., 2012, 

p. 318). For the purpose of this study, we decided to use semi-structured interviews. 

Following this design, the researcher prepares, prior to the interview, a list of themes and 

questions to be covered but it allows for variations from one interview to the other 

(Saunders et al., 2012, p. 320). The questions may not be asked in order, or some may not 

even be asked at all if relevant information has been provided during the interview. Some 

questions may also be developed while talking with the interviewee (Collis & Hussey, 

2014, p. 134). Prior to conducting the interviews, we designed an interview guide with 

the key themes and questions to be covered, but we allowed new questions to emerge 

during the course of the interview. Moreover, we sometimes found it unnecessary to ask 

questions that had been answered in another question and we did not always ask questions 

in the same order. The aim was to allow respondents to talk freely and to give us as many 

information as possible. Without restraining them to only a set of specific questions 

prepared in advance, we were able to develop a deeper understanding of their "world" 

and their ideas and beliefs (Collis & Hussey, 2014, p. 134).  

 

To formulate the questions, we used some closed questions that could be answered by 

“yes” or “no” but we mostly relied on open questions that required longer and more 

detailed answers. The aim of the latter was to encourage the respondent to think and 

reflect on the topic to collect information about his or her opinions, related experiences 

and emotions (Collis & Hussey, 2014, p. 133). As mentioned previously, we designed an 

interview guide to lead us through each interview (see Appendix 1). It was divided into 

four main parts relevant to the themes identified in the theoretical framework. The first 

one was concerned about the interviewee’s profile, namely his or her age and occupation. 

The second part related to the respondent’s attitudes towards the idea of sharing and 

sharing platforms. The third theme dealt with his or her attitude towards sustainability, 

not specifically related to the sharing economy. Finally, the last part was concerned with 

the specific example of Blablacar, the motivations to use it and the attitudes towards this 

service.  

 
3.2.2 Illustrative Example Selection  

 

In order to collect valid and reliable data to help us answer our research question, we 

decided to ask some general questions about the sharing economy to our interviewees but 

also specific questions related to only one specific platform that they would be users of. 

Our aim was to take advantage of their knowledge and experience with this platform to 

collect more specific data that we may not gather when asking general questions for which 

it is harder for them to relate it to their personal experience.  

 

The carpooling platform Blablacar was chosen as our example of a sharing platform that 

our respondents would be users of. There were several reasons for this choice of 

carpooling and, more specifically, Blablacar. First, carpooling is in line with the definition 

of the peer-to-peer sharing economy proposed by Stokes et al. since it involves “vehicle 

owners allowing other passengers to ride in the same vehicle to and from the same or 

similar destinations” (Cohen & Kietzmann, 2014 , p. 10), which corresponds to shared 

consumption of a service (e.g.: the drive from one destination to the other). Furthermore, 

it implies an interaction between strangers, which is a defining characteristic of the 

concept of the sharing economy according to Schor (2014, p. 7). Finally, carpooling does 

not create new capacity since the driver would have travelled anyway, with or without 
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additional passengers. This is again part of the sharing economy because it maximizes 

assets utilization instead of requiring new ones (Frenken & Schor, 2017, p. 3). Moreover, 

environmental motivations are central to carpooling activities (Böcker & Meelen, 2016, 

p. 9). For instance, the platform Blablacar estimates that, in addition to financial benefits 

for its users, it has saved about one million tons of CO2 in 2015 (Vaughan & Daverio, 

2016, p. 18). Because we have identified transportation as one of the household 

consumption areas most concerned with environmental challenges (Michaelis & Lorek, 

2004, p. 10), carpooling has a real potential in terms of long-term sustainability. Thus, it 

is a particularly relevant sector to understand the link between the concepts of 

sustainability, motivations and the sharing economy. Finally, it is the only sector for 

which previous studies have found evidence of its positive impact on the environment 

(Frenken & Schor, 2017, p. 5). Consequently, it allows us to build our study on an 

example of a business sector where concrete proofs rather than mere assumptions have 

been identified.  

 

We specifically chose to focus on the French carpooling platform Blablacar because it is 

one of the leading platforms of carpooling in Europe (French Ministry of the Economy, 

Industry and Digital Sector, 2015, p. 16), the number of members having increased from 

1 million in 2011 to 25 million in 2015 (Vaughan & Daverio, 2016, p. 18). It is the leading 

company in its national market, France, with more than 1 221 000 visitors per month in 

2014 (French Ministry of the Economy, Industry and Digital Sector, 2015, p. 38). 

Consequently, we expected awareness about this platform and the way it works to be 

high, and we trusted it would be relatively easy to find current users. Focusing on 

collecting data from users rather than the company Blablacar itself was a conscious 

choice. In fact, we believed users would have no incentive in quoting environmental 

motivations if they did not believe in it, which would not be true for the company 

Blablacar. Indeed, when asked about the motivations that led to the creation and the 

development of the platform, managers would certainly quote the preservation of the 

environment since it is a main argument for why carpooling is beneficial.  

 
3.2.3 Qualitative Sample Selection 

 

Based on our research question, we chose the most appropriate type of sample that would 

help us to answer it. Since generalization from our sample to the all the users of the 

sharing economy is not the aim of our qualitative study, a random sample does not need 

to be selected (Collis & Hussey, 2014, p. 131). Consequently, we relied on a non-random 

sample selection technique that allows to develop in-depth understanding of the “complex 

issues relating to human behavior” (Marshall, 1996, p. 523). Several methods can be used 

to select a non-random sample and we chose a combination of two types of samples, 

which are convenience and purposive samples.  

 

The choice of a convenience sample involves that “the researcher has little influence on 

the composition of the sample” (Collis & Hussey, 2014, p. 132). It may be because only 

some people are available at the time of the study. For our research, we chose to focus on 

French people because we had people in our entourage that we knew could be part of our 

study. Thus, this made access to the sample relatively easy. Additionally, by choosing 

French people, we knew we could easily communicate with them in our mother tongue, 

which would avoid misunderstandings resulting from language barriers and would allow 

us to capture all the meanings behind words.  
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French people were a convenient choice for us, but the way we selected the participants 

inside this category was through purposive sample selection. It involves the selection of 

participants by the researcher based on “the strength of their experience of the 

phenomenon under study” (Collis & Hussey, 2014, p. 132). The participants are selected 

by the researcher before the start of the study but no others are sought after the study starts 

(Collis & Hussey, 2014, p. 132). If the researcher knows them, they may be classified 

according to “known public attitudes or beliefs” (Marshall, 1996, p. 523). We identified 

six persons in our circle of acquaintances that had mentioned to us, prior to the study, that 

they were users of the carpooling platform Blablacar. We made sure before including 

them in our sample that they were still users of the platform at the time of the study. 

Because of our familiarity with them, we had no difficulty reaching them and arranging 

interviews. In order to collect data as accurate and reliable as possible, we made sure that 

we did not know about their motivations for using Blablacar before the interviews, as we 

did not want to be influenced in the way we would conduct the interview. Additionally, 

none of the respondents had heard about the purpose of our research beforehand, to ensure 

that their answers would not be biased by what they knew about our research topic.  

 
3.2.4 Conducting the Interviews 

 

Table 4 draws up an inventory of the different interviews we conducted. The table 

includes information about the interviewees such as their age, gender and occupation, and 

information regarding the length and the place of the interviews. In order to guarantee the 

anonymity of our respondents and confidentiality of their answers, we attributed them 

fake names.  

 
Table 4. Interviewees selected for the study 

Name  Age Gender Occupation Length of the 

interview  

Place of the 

interview 

Clémence 32  Female Teacher 30 minutes 20 

seconds  

Skype interview 

Dominique 48 Female Optician 35 minutes 38 

seconds  

Skype interview 

Cédric 23 Male Student 33 minutes 16 

seconds  

Umeå University 

Sébastien 21 Male Student 31 minutes 44 

seconds 

Umeå University 

Paul 21 Male Student 33 minutes 4 

seconds  

Umeå University 

Emma 26 Female HR assistant 35 minutes 52 

seconds 

Skype interview 

 

At the beginning of each interview, we gave the respondent background information 

regarding our study and its purpose. We also pointed out that they would remain 

anonymous as recommended by Saunders et al. (2012, p. 241). The interviewee is likely 

to feel more relax if he knows that he will remain anonymous (Saunders et al., 2012, p. 

389). We tested our interview guide during a pilot interview, as suggested by Saunders et 

al. (2012, p. 451). This pilot interview lasted only twenty minutes and we understood that 

some changes had to be done, in order to optimize our data collection and gather sufficient 

information. We first added several questions to have a complete overview of our 
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respondents’ behaviors regarding the environment and their consumption habits. We then 

changed the order of the questions to start with general information regarding the 

importance of sustainability in their lives before moving on to the specific topic of 

Blablacar and their personal motivations. This new version of the interview guide was 

more connected to our theoretical framework, allowing to establish a clearer connection 

between the theory and the analysis of the results. Therefore, we made modifications and 

started our real interviews with our updated interview guide.  

 

At the end of these six interviews, we understood that we would not collect any new 

information from supplementary interviews. Indeed, the respondents expressed rather 

similar opinions and we did not believe additional interviews would enlighten our results. 

This phenomenon is called data saturation (Bryman & Bell, 2015, p. 433), meaning that 

the data collection does not generate any new findings anymore. Thus, we concluded that 

six interviews were enough for us to pursue our study. 

 
3.2.5 Transcribing 

 

As advocated by Bryman and Bell (2015, p. 488), we did not take notes while conducting 

the interviews. Instead, we recorded all the interviews, after making sure that the 

interviewees agreed. By doing so, we were able to pay more attention during each of the 

interviews. However, to be able to use and analyze the data collected during the 

interviews, we had to transcribe the audio files. Indeed, Saunders et al. (2012, p. 550) 

explain that the first step for one aiming at a qualitative analysis of the collected data is 

to transcribe these data in question. By transcribing, we mean to write down everything 

that the interviewees told us (Saunders et al., 2012, p. 550). Bryman and Bell (2015, p. 

495) apprise the researcher that the process of transcribing is really time-consuming. 

Nevertheless, the transcriptions of the interviews make the analysis of the data much 

easier and more convenient.  

 

3.3 Qualitative Analysis  
 

The chosen method to analyze qualitative data depends on the research approach that the 

researchers have selected (Saunders et al., 2012, p. 548). As stated in the scientific 

methodology chapter of this study, we have opted for an deductive research approach.  

 

To analyze our data, we decided to use a thematic network analysis. This method is 

defined as a "technique for breaking up text, and finding within it explicit rationalizations 

and their implicit signification" (Attride-Stirling, 2001, p. 388). Furthermore, Braun and 

Clarke (2006, p. 79) explain that a thematic network analysis aims at  identifying, 

analyzing and reporting themes within data. Even if there is no precise way of leading a 

thematic analysis (Attride-Stirling, 2001, p. 386), six steps must be followed by the 

researchers (Attride-Stirling, 2001, p. 391; Braun & Clarke, 2006, p. 86).  

 

The first step is to reduce the data, meaning coding the material collected during the 

interviews (Attride-Stirling, 2001, p. 390). To do so, we went through all our transcripts 

and associated a few words to each answer in order to describe efficiently the main 

elements. The second step is about identifying general themes (Attride-Stirling, 2001, p. 

390). This step allows the researchers to refine the data in a set of significant but still 

basic themes, which will be more manageable for the pursuit of the analysis. During this 

step, we found relevant themes from our coded data. As a matter of fact, the themes had 
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not been determined beforehand. However, at this step, the themes remain general and 

will be refined in the next step. Then, the third step is the construction of the thematic 

network (Attride-Stirling, 2001, p. 392). Here, the researchers start with basic themes that 

are used to move toward a global theme. Thus, during this step, we investigated the links 

between our different themes in order to see how some of them were connected together. 

Step four is related to the description and exploration of the thematic network (Attride-

Stirling, 2001, p. 393) in order to underlie patterns that start to appear. It means that this 

step is about starting to define the themes that will be used in the analysis section of the 

study. The fifth step consists of summarizing the network (Attride-Stirling, 2001, p. 394), 

in other words, summarizing the emerging identified patterns. Thus, during this step, we 

gathered several themes that were in relation with each other in order to create our final 

themes. Eventually, the last step is the interpretation of the patterns (Attride-Stirling, 

2001, p. 394), in order to address the patterns form the thematic network to the theoretical 

interests linked to the research question. This final step corresponds to the analysis of the 

network and the discussion of how the theories discussed previously can be connected 

with the themes that have emerged from the analysis.  

 

3.4 Ethical Considerations  
 

Ethical issues are an important consideration when it comes to writing a thesis. As 

Bryman and Bell (2015, p. 129) claim, ethical issues exist at several stages in business 

and management research. The ethical issues can be classified into four main areas, as 

elaborated by Diener and Crandall in 1978 (Bryman & Bell, 2015, p. 134). These areas 

are harm to participants, lack of informed consent, invasion of privacy and finally 

deception. To begin with, harm to participants can be defined by different forms including 

discomfort, embarrassment, stress, pain or conflict (Saunders et al., 2012, p. 231). This 

element also brings out the issues of the confidentiality of records and the anonymity of 

accounts (Bryman & Bell, 2015, p. 136). If confidentiality and anonymity were not to be 

respected, not only could the participants get harmed but the reliability of the data would 

be reduced (Saunders et al., 2012, p. 231). Then, a lack of informed consent means that 

any participant needs to have sufficient information to freely decide if he wants to get 

involved in the study (Saunders et al., 2012, p. 231). Next, invasion of privacy refers to 

the degree to which invasions of one’s privacy can be approved (Bryman & Bell, 2015, 

p. 143). The researchers must ensure the privacy of all the individuals taking part in the 

different stages of the study (Saunders et al., 2012, p. 231). Eventually, deception happens 

when researchers represent their research as something else than what it actually is 

(Bryman & Bell, 2015, p. 144). Nevertheless, Bryman and Bell (2015, p. 145) explain 

that not often possible or even desirable to provide participants with a very detailed 

description of the topic and the purpose of the study. 

 

From the beginning of our study, it has been really important for us to pay attention to 

these ethical principles and to respect them. As so, all our interviewees were given the 

information that their confidentiality and anonymity would be fully respected and that 

there would not be the possibility to track their identity. One of our priorities was to give 

sufficient information to our participants to make them able to decide freely if they 

wanted to be interviewed for our study. We also informed our interviewees that they had 

the right to withdraw from our study if they came to feel uncomfortable being part of it. 

Before each interview, we asked if they agreed to be recorded. To make sure that all the 

interviewees had the same information, we presented ourselves and explained the purpose 
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of the study prior to all the interviews. We shared the same content with all our 

interviewees.  

 

Saunders et al. (2012, p. 245) mention two other ethical principles that are researcher’s 

objectivity and integrity. The respect of these principles will avoid the misrepresentation 

of the data collected. It includes for the researcher to not select which data to include in 

the study and to report their data honestly (Saunders et al., 2012, p. 245). When a 

researcher fails to abide by these ethical principles, it can lead to data falsification, 

through the manipulation of interviewees for instance or by the voluntary 

misrepresentation of the data. During our study, we avoided any unethical action or 

decision. To do so, we made sure to respect all the ethical principles regarding our 

interviewees as stated before. We remained objective while conducting the interviews 

and collecting the data.  Furthermore, we did not manipulate or falsify the data that we 

collected and analyzed. We tried to be as upright, objective and honest in our study as 

possible. 
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4 Qualitative Empirical Findings and Analysis 
 

4.1 The Sharing Economy  
 
4.1.1 Attitudes and Behaviors Towards Sharing Platforms  

 

The first set of questions of the interviews was designed to understand the attitude each 

interviewee has towards the idea of sharing with strangers, and to assess their degree of 

awareness and participation in the sharing economy. When asked their opinions on the 

idea of sharing goods or services with strangers rather than buying them, all the 

interviewees displayed a positive attitude towards this concept. However, this positive 

attitude was mitigated by the value of the good shared for several respondents. Indeed, as 

Cédric noted, “I think it is a good idea to some extent, meaning that it should not be for 

goods that are too valuable”. The reasons given to this positive judgment towards sharing 

rather than buying were varied. Most of the respondents believe that it allows to save 

money. Additionally, Sébastien and Emma emphasized the convenience of sharing. 

Finally, Sébastien also highlighted that “it is very beneficial for me if I can share a good 

that I do not need all the time”. Thus, he believed that sharing makes a better utilization 

of assets that people do not need on a full-time basis.  

 

We asked interviewees whether they were using online platforms, apart from Blablacar, 

allowing to share goods or services with strangers. If they could not think of any platform, 

we would guide them by quoting the examples of Airbnb, Couchsurfing and Uber as these 

are among the most famous collaborative platforms. Only Cédric and Paul spontaneously 

mentioned the platform Airbnb to find short-term accommodation. For the rest of the 

respondents, they all declared knowing Airbnb after we mentioned the examples but they 

had very limited or non-existent knowledge about other sharing platforms. Cédric was 

the most aware since he mentioned his knowledge of platforms to exchange tools even 

though he had never used them: “I know there is also Kiloutou, a platform on which you 

can rent any object like a lawnmower, but I have only used Airbnb”. However, all the 

respondents have limited experiences with sharing platforms, having only used Airbnb. 

Emma was the only one without any experience as she has never used any collaborative 

platform apart from Blablacar.  

 

After evaluating their awareness and knowledge about sharing platforms, we wanted to 

assess the respondents’ use of sharing platforms. For all the respondents, Airbnb was the 

only platform we could relate our questions to since they had not used any other platform, 

apart from Blablacar. We asked them about their frequency of use and whether they 

considered themselves as regular users of Airbnb. All of them answered that they only 

had an occasional use of around two or three times per year and they did not classify 

themselves as frequent users. However, we then asked questions to assess their frequency 

of use in the future and, while all the respondents agreed they would keep on using 

Airbnb, they also expressed their willingness to use other sharing services. Dominique 

voiced the possibility to use more collaborative platforms such as Airbnb following a 

change in lifestyle: “Until now we did not travel a lot, which is why we did not do it too 

much [using sharing platforms], but now that my husband is retired, we might travel more 

often. So yes, we could use it more.” A change in lifestyle could also convince Cédric to 

increase his use of sharing platforms: “This summer, when I come back to France and 

move into my apartment, I told myself I could use these platforms [tool-sharing platforms] 

if I need instead of buying the tools”. Other interviewees were willing to diversify the 



   

 

32 

 

type of platforms they use. For instance, Paul expressed his interest in finding new 

platforms oriented towards sustainable actions and matching more his personal interests. 

Finally, Emma, who was the only one not using sharing platforms except Blablacar, 

seemed ready to try for certain goods such as tools but not for accommodation. To assess 

their satisfaction with sharing platforms, we asked respondents whether they would 

recommend using such platforms to their peers. They unanimously answered that they 

would definitely recommend it. Paul noted that “Why not share something we do not use 

when someone else could need it at the same period. If it benefits both then it is a win-

win situation for everybody”. Thus, he sees sharing as a win-win exchange for all the 

parties involved, as well as a good way to help others. Clémence would recommend 

sharing platforms since she never had issues so far and she is very satisfied. Finally, 

respondents emphasize the economic aspect and the social dimension as criteria to 

recommend to their peers. 

 

Furthermore, we wanted respondents to give us their views on sharing platforms as 

compared to more traditional forms of consumption. Given that all of them except Emma 

were users of Airbnb, we asked them to express their opinions on this platform as 

compared to traditional forms of accommodation such as hostels or hotels. From their 

answers, a clear division appeared. Dominique, Sébastien and Emma expressed their 

preference for traditional forms of accommodation while Clémence, Cédric and Paul 

liked this new concept of sharing. The latter believed it gave more flexibility than a hotel 

in terms of booking periods or arrival time, provided more comfort than a hostel for 

instance, and allowed to meet and exchange with locals. We went further in our 

assessment of the sharing economy and intended to collect their opinions on the future of 

collaborative platforms. Interestingly, respondents had mixed viewpoints and we could 

observe a clear division. For Clémence and Dominique, collaborative platforms, thus 

representing the sharing economy in this study, were only a fad. Dominique believes that 

“it is trendy but it will slow down (…) I think they [people] will use it less, do it less than 

right now”. On the contrary, Cédric, Sébastien and Paul showed strong support for the 

concept and believed in its durability. About Airbnb, Cédric noted: “I think it is something 

that will stay and that might even replace traditional hotels in the long-term”. Sébastien 

expressed his willingness to see the concept of the sharing economy develop further and 

last. Emma had a slightly different point of view since she believed in the continuation of 

the phenomenon but she observed that “it will constantly change, it will be one concept 

then another”. Thus, she trusts that it will last but it will also constantly evolve and take 

new forms in the future.  

 

Finally, we investigated the limitations or obstacles that could prevent our respondents 

from using collaborative platforms, or that could lead them to stop using them. A bad 

experience was their common answer except for Paul that saw no reason for stopping to 

use collaborative platforms. Clémence observed that she would most likely be suspicious 

and careful if she would have a problem once with another peer.  Dominique declared: 

“if one day I could not trust it [Airbnb] anymore, I would stop using it”. Thus, trust is 

crucial, which is an opinion shared by most respondents. In addition, Sébastien 

highlighted the importance of security and compliance with the posting in the example of 

Airbnb. Finally, Cédric would stop using sharing platforms if constraints would become 

too high for him and prices would increase unreasonably.   
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4.1.2 The Specific Example of Blablacar 

 

In order to assess participants’ motivations, we decided to focus on the specific example 

of the sharing platform Blablacar. The sample had purposively been chosen to include 

only people currently using it. Before evaluating the different motivations to use 

Blablacar, we first considered the opinions and attitudes of our respondents towards 

Blablacar.  

 

We asked the participants to tell us how they heard about Blablacar for the first time. 

They unanimously answered that they discovered it through word-of-mouth, either from 

friends or relatives such as colleagues. Emma noted that “At that time [when she started 

using it in 2012] it was not generalized, you payed directly to the person, you 

corresponded over the phone…”. Thus, she started using it when it was still a new 

concept. Furthermore, we asked interviewees whether they were using the platform as 

drivers offering a ride to other individuals or passengers sharing the ride offered by 

someone else. Clémence and Cédric were mainly drivers but they sometimes used the 

service as passengers as well. The contrary was true for Sébastien, that was mainly a 

passenger but could occasionally be a driver. Finally, Dominique was only a driver, while 

Paul and Emma were solely passengers.  

 

When asked about their frequency of use, our respondents had mixed answers. Clémence 

and Cédric were frequent users, using it approximately once a month. They even declared 

being ambassadors, which is the highest level of experience one can get on Blablacar. 

Emma was also a frequent user, declaring “I use it at least twice a month since I go to 

and come back from school in another city once a month”. On the contrary, Dominique, 

Sébastien and Paul were occasional users, using the service a few times per year and 

depending on their needs. Paul stated that “I am not a frequent user because the service 

is not present in my country of origin” so his use was constrained by the availability of 

the service. We also tested whether posting the ride on Blablacar - for drivers - or 

checking the rides available on the platform - for users – every time they planned a trip 

by car was systematic or not. For all the respondents, checking on Blablacar before a trip 

was a reflex. For Clémence and Cédric, going to the platform Blablacar even had priority 

over any other websites such as the one of the French railway company. Dominique 

acknowledged that “It was not [a reflex] but it is becoming one. (…) Before we did not 

systematically think of it, we did our trip, we liked to be alone. And now we enjoy being 

with other people, it is nice as well.”. Thus, a change in attitude towards being others led 

to a new behavior of systematically posting the ride on Blablacar for others to join. 

Finally, Sébastien emphasized that, as a driver, posting the ride was systematic only for 

trips longer than two hours and a half because “it is more complicated for a short trip (…) 

It already happened to me to post a trip of 2h and in the end, it lasted 3h15 because you 

had to pick up and drop someone somewhere, the person is late… Now I do not do it 

anymore”. Consequently, a negative experience resulted in a lack of willingness to use 

Blablacar for short trips.  

 

When asked about their use of Blablacar in the future, all participants answered that they 

would keep on using the service. However, none of them mentioned their willingness to 

increase their frequency of use. Clémence and Dominique also emphasized that they 

would keep on using it as long as they did not have any bad experience. All respondents 

were satisfied with Blablacar since they answered positively and enthusiastically to the 

question of whether they would recommend it to a peer or not. Sébastien stated: “Yes 
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clearly, I already do. Why? For the same reasons I use it, because it is convenient, less 

expensive and better for the environment”. Clémence noted: “Yes I already recommend 

it, because it is very convenient and as long as I do not get any problem I recommend it.”.  

 

Finally, as we did with collaborative platforms in general, we asked participants if they 

could see any reasons that would make them stop using Blablacar. Half of the respondents 

mentioned a bad experience, either with the platform Blablacar or the people in the car. 

Clémence stated: “If one day it would go wrong with either the driver or a passenger, for 

example if the driver would not drop me off where decided or there would be troubles 

inside the car, then yes it would make me think”. Cédric mentioned that he would stop 

using it if he felt endangered. He also added another reason that would be an increase in 

prices until the point they become disproportionate for him. This idea was shared by 

Emma that declared she would stop using Blablacar if they keep on increasing their 

commission. Indeed, she observed an increase in prices on her regular trip: “When I 

started it was about 40 cents for a trip that costs 5€ whereas we are at 1€ now”. Paul was 

more concerned with the loss of the core values of sharing for the sole pursuit of profit. 

Finally, Dominique declared that she would stop using Blablacar if she could feel that 

people had lost gratitude and saw it merely as a normal action to be driven by someone 

else.  

 

4.2 Sustainability  
 

In our interview guide, we had questions focusing on the behavior of the interviewees 

regarding environmental sustainability to understand how aware they are of the 

environmental challenges and issues. To begin with, we asked the interviewees if they 

would describe themselves as environmentally responsible. All our interviewees claimed 

that they were environmentally responsible, but we distinguished different levels of 

involvement. For instance, Paul explained that it was a quite recent phenomenon for him 

and Cédric told us that he knows he could probably do more in terms of environmental 

sustainability. On the opposite, we felt that Emma had a high environmental 

consciousness, which has been proven later by her other answers. Then, to assess their 

behavior towards the environment, we investigated their behavior as consumers and the 

actions or small things that they do in their everyday life that aim at protecting the 

environment.  

  

When asked if they considered the environmental impact of their decisions as consumers, 

Dominique, Emma, Cédric and Paul reported to keep in mind the environmental impact 

of their consumption actions. Emma systematically thinks of the environmental 

consequences of her actions and tries to limit as much as she can her negative 

environmental impact. She gave us a really convincing example of her actions “Regarding 

the cleaning products, I do not buy them, but I make them myself. It has been at least 2 

years since I last bought a cleaning product”.  Emma, Dominique and Paul claimed to 

take into account the provenance of the fruits and vegetables they buy. Therefore, 

Dominique says “For the vegetables, we select products from local farms”. Paul brought 

out the issue of packaging and told us that he pays a lot of attention to the packaging of 

the products he buys and he tries to reduce the amount of individual packaging. A 

common point of view was shared regarding the purchase of organic food. As a matter of 

fact, all the interviewees told us that they try to buy some organic products but they do 

not do it as much as they would because of the price of these products. For instance, 

Sébastien told us “I would buy organic products if I had more money. My parents do it, 
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if I can I will do it later as well”. Regarding their clothing purchase, all the respondents 

explained us that they do not buy organic clothing because of the price. Clémence 

summed up the situation by saying “I try to buy some organic food but for the clothing, 

it is another budget, so it makes you think twice before you buy the product”. After this, 

we asked about the small things that the interviewees did in their everyday life regarding 

the environmental issues. The most frequent answers that we got were related to 

recycling, saving water and energy, not throwing waste and cigarette butts on the ground 

and limiting food waste.  

  

Then, we investigated their habits in terms of transportation for their everyday trips. The 

means of transport that our interviewees used were the car, public transportation and the 

bike. All the interviewees mainly used the car, except of Paul who said he used mainly 

the bike. He explained that the bike was really convenient and rather fast. Regarding the 

use of the car of the main mean of transport, Clémence said that she had to use her car 

because there was no other possibility to go from her home to her workplace. Cédric, 

Sébastien and Emma explained that they used their car for convenience reasons. For 

instance, Sébastien and Emma said that the cities where they live were not well served in 

terms of public transports. Thus, in their case, it was easier and faster to use their car. For 

his part, Sébastien explained that he preferred to use his car because, by doing so, he did 

not depend on the timetables and other constraints that the use of public transportation 

could entail.  

  

Finally, we asked interviewees if they took into account the environmental impact of their 

means of transport when they planned a trip. All the interviewees told us that they had 

this environmental impact in mind but that it was not the only factor of decision.  When 

it comes to the use of the car for a long-distance trip, Clémence said “When I go on a trip, 

I always try always try to fill the car, so yes I think a little about the environmental 

impact”. On the same idea, Sébastien said “yes I usually try to fill the car when we go on 

a trip, because I think it is useless to use for example three cars if we are four people to 

travel”. For Paul, the most important when traveling was optimizing the mean of 

transport. He said “I try to optimize the mean of transport that I use, meaning filling the 

car or using the train that allows many people to travel in the same mean of transport”. 

Finally, Emma said “I never use my car for long-distance trips because when I arrive to 

my destination, I do not need it anymore and it is immobilized, so there is no point”.  

 

4.3 Motivations 
 

During the interviews, we investigated what motivates our interviewees to use sharing 

economy platforms, and especially the carpooling platform Blablacar. While gathering 

the answers of our interviewees, we realized the motivations shared by our respondents 

were rather similar. As a matter of fact, our interviewees all mentioned the economic 

motivation, the convenience motivation, the environmental motivation and the social 

motivation.  

  

To begin with the economic motivation, Clémence explained that she uses these platforms 

because they allow her to save money. She also explained that she started to use Blablacar 

because her recurrent car trips ended up being quite expensive. This element is also 

mentioned by the others, like Sébastien who said “I think the biggest advantage of these 

platforms is the price”. Furthermore, Emma compared the prices of the train and the 

carpooling for a trip that she had to make really often. She said "By train, I would have to 
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pay 26€ whereas it costs 5€ by carpooling". After making this comparison, she stated 

“the price plays an important part in the decision”. In alignment with this idea, Cédric 

said that he would recommend the use of these platforms because of the economic factor.  

  

Then, our interviewees also mentioned a social motivation. For instance, in the case of 

Airbnb, Cédric would also recommend the use of this platform for the “contact with the 

people” who are your hosts in the example of accommodation. Sébastien confirmed this 

motivation and said that “one can meet nice people and it is agreeable to have contact in 

for the next time we want to come”. This motivation seemed really important for Paul who 

said about these platforms: “this is a good spirit, why would not you share with someone 

something that you do not use and that this person needs at this moment. At the end, it is 

beneficial for the two participants, it is a win-win situation”. Later, he added “the social 

aspect is really important … and this is true for all the platforms”. In the case of 

carpooling, Dominique explained that she is now used to travel with other people and that 

she really appreciates this company. Clémence also said that having company in the car 

makes the trips nicer and makes the time goes faster. We also asked if the interviewees 

had the feeling to be part of a community when using Blablacar. Despite the appreciation 

of the social part of the use of sharing economy platforms, only Cédric said that he had 

the feeling. For him, this feeling comes from the fact that people traveling together in a 

car end up by talking of their previous carpooling experiences. By doing so, they have 

the feeling of belonging to a same community. Still in the case of Blablacar, the company 

of other people is also a token of security for Dominique and Cédric. Indeed, they 

explained that is a good thing for the driver not to be alone in the car for a long trip. Emma 

was the only one that presented the social factor more as an obstacle than a motivation. 

Indeed, she said that “having to talk for 7 hours with strangers could make me think twice. 

I sometimes prefer to take the train.”.
  

Then, the interviewees also highlighted the convenience offered by the use of these 

platforms. Therefore, Clémence explained that she uses Airbnb for instance because one 

is allowed to rent the place or the room for only a few days, and not necessarily for the 

whole week.  Clémence said that she would recommend the use of these platforms 

because of this convenience. She also mentioned flexibility when she says that other users 

are accommodating in terms of schedule or meeting place. Sébastien also mentioned the 

convenience aspect of these platforms. Furthermore, Cédric explained that it is because 

of the economic factor and the convenience of the concept that he started to use Blablacar. 

Paul would also recommend these platforms for the convenience they offer when one 

uses them. Emma was the only one to have a different vision on the convenience aspect 

of sharing platforms. As a matter of fact, she explained that this aspect represents more 

constraints than benefits for her. For instance, about Airbnb, she said “I prefer to use a 

hostel because you waste time while contacting the owner and it is annoying”.  

  

When we asked about the motivations to use Blablacar, Cédric and Sébastien 

spontaneously mentioned the environmental motivation. This motivation was quoted by 

Cédric who explained that the environment was more and more important in the use he 

has of the platform. For him, Blablacar allows to optimize the mean of transport and it 

also offers the possibility to choose an eco-friendlier vehicle. Sébastien also evoked the 

environmental motivation and says again how important it is for him to fill the car when 

he is travelling. He also said “it allows us to reduce our CO2 emissions and our use of 

fossil energies”. Then, when we notified to Clémence, Dominique and Paul that they did 

not mention the environmental motivation, they all told us that they forget about it, but 
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that it was obvious for us when they make the decision to use Blablacar. Clémence said 

“I forgot to tell you about this factor but it is true that it is good for the environment 

because it reduces the number of cars that are used". Then, she also mentioned the 

reduction of the CO2 emissions and she concluded by “I think about it often when I use 

Blablacar but I forgot to tell you”. Dominique said that she did not think of the 

environmental impact of carpooling as a motivation. After this, she acknowledged that 

there must have a beneficial environmental impact, through the optimization of the mean 

of transport and the reduction of CO2 emissions. Paul also said that he forgot to mention 

the environmental motivation. To explain, he said again that the most important for him 

is to use a mean of transport which is optimized, such as carpooling or the train. As an 

environmental benefit of carpooling, he talked of the reduction of the number of cars 

being used as well. Eventually, Emma, who has the eco-friendliest profile, did not 

mention either the environmental motivation. To explain this, she first said that this 

motivation is obvious for her, especially when one looks at his behavior towards the 

environment. Then, she also explained that she is not fully convinced of the benefit of 

carpooling on the environment. She said “The impact is less good as we think it is. 

Because for example, a full car will consume more fuel because of its load. So it is better 

than everybody travelling alone in his own car, but it is not that good either”. Therefore, 

Emma was really skeptical regarding the perceived positive impact of carpooling on the 

environment. Additionally, Sébastien, while being convinced about the positive impact, 

still mentioned one negative consequence in his opinion: “it is an application so it 

consumes so much electricity, data and nuclear energy”. Finally, we asked the 

interviewees if evidence of the positive impact of carpooling on the environment (figures 

for instance) would influence their use of Blablacar. Clémence, Cédric and Paul said that 

they would use the platform more often. Cédric stated "I think I would use it even more, 

especially on shorter and regular trips, like to go to work for example". On the opposite, 

Dominique, Sébastien and Emma said that it would not influence their use of Blablacar. 

Emma said "I would not use it more because I do not need to do more trips than now, I 

already use it as much as I can".  

 

Clémence classified her economic motivation as the most important, followed by the 

social motivation. This classification was also valid for Dominique. Cédric gave 

percentage to represent the importance of each of his motivations. His ranking was 60% 

for the economic motivation and 20% each for the environmental motivation and the 

social motivation. As for Sébastien, he puts the economic motivation first, then the 

environmental motivation and after, the social motivation. Paul was mostly motivated by 

the economic factor and even if the social benefit of these platforms is important to him, 

the social motivation remains lower. Eventually, Emma explained that her main 

motivation was the convenience offered by these platforms. Then, the economic 

motivation was the second most important for her.  

 

4.4 Thematic Analysis and Discussion  
 
4.4.1 Theme 1: Towards a Behavior Change 

 

The first theme that emerged from our analysis of the transcripts was the one of a positive 

attitude towards sharing in general and towards the sharing economy. However, this 

positive attitude was mitigated by obstacles and limitations to the sharing economy in 

itself or its future development.   
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Sharing with strangers is one of the pillars of the sharing economy (Schor & Fitzmaurice, 

2015, p. 415). Our interviews revealed that all the respondents were very positive towards 

this new consumption pattern of sharing goods or services with strangers rather than 

buying them. This was mostly true for goods that were not of too great value or for which 

they did not have a full-time use, such as tools. However, when asking participants about 

their knowledge and use of sharing platforms, we observed that awareness about all the 

platforms that exist was very limited. They all knew about Airbnb and Blablacar but only 

one of them could give examples of other platforms. Moreover, their experience was very 

limited as most of them were occasional users of Airbnb and one of them did not use any 

collaborative platform at all, except Blablacar. Consequently, from our observations, 

awareness and experience with the peer-to-peer sharing economy are restricted. 

Following the theory of planned behavior (Azjen, 1985), it appears that, in the context of 

the sharing economy in general, change in behavior has not happened yet. This means 

that people have not yet integrated the use of collaborative platforms as a regular behavior 

in their mind. However, all the interviewees expressed their willingness to increase their 

use of sharing platforms in the future, either the same ones they already use or new ones 

that match their present needs. Consequently, this is in line with the findings of Vaughan 

and Daverio (2016) that identified the sharing economy as a growing concept. Behavior 

change has not been integrated into people's minds yet but this might evolve in the future 

as they use more and more collaborative platforms.  

 

Interestingly, when looking more closely at the example of Blablacar, we could observe 

that going on the platform Blablacar when planning a trip by car has become systematic 

for all the respondents. This seems to support the theory of planned behavior (Azjen, 

1985). Indeed, our respondents have integrated the behavior of checking rides or offering 

rides on the platform in their mind. Thus, a change in their behavior relating to 

transportation habits has occurred for all of them, more or less recently, and we can expect 

this habit to continue. In fact, the interviewees all stated they would keep on using 

Blablacar in the future. This is linked with their satisfaction with the service since they 

associate using the platform with benefits such as convenience - it is easy to be put in 

touch with other people-, money savings and company. Thus, we can observe a clear 

contrast between behavior change related to sharing platforms in general and behavior 

change linked to carpooling. One explanation could be that our respondents started using 

Blablacar because they believed that it could provide them benefits. After a first use they 

perceived the benefits and they kept on using it, which has now become systematic for 

them as long as they are satisfied with their experience. Consequently, we could argue 

that an increased awareness and a more frequent contact with collaborative platforms 

should lead to a normalization of their use, not only for carpooling but also for other areas. 

However, from our data it seems impossible to conclude that the sharing economy is 

"fundamentally changing the way we live our lives” (Vaughan & Daverio, 2016, p. 3). 

The change might have started to take place but it has not greatly impacted the life of our 

respondents yet. 

 

One idea that also emerges from the data is that the willingness to share and keep on 

sharing with others is based on positive experiences but a negative experience could 

undermine it.  For our respondents, a bad experience, a loss of trust, security concerns, or 

deception from other users could easily lead them to stop using collaborative platforms. 

In all these examples, we can observe the crucial role of security needs as expressed by 

Maslow (1943). Indeed, if the security needs of the users are not met anymore, it is highly 

likely that they will stop using collaborative platforms. Additionally, our interviewees 
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showed concerned about potential excesses of sharing platforms that could make them 

stop using them. For instance, some mentioned a shift in values from a focus on sharing 

to a focus on profits or an unreasonable increase in prices. Finally, our respondents see 

several constraints that could impact their use of sharing platforms if they become too 

important. For instance, some have mentioned the dependency on others, when setting up 

the meeting point or time, or when waiting for them because they are late. In line with 

Schor & Fitzmaurice (2015, p. 415), we can observe that the sharing economy involves 

people with high social capital and it is entirely based on users' willingness to participate. 

Thus, an increase in negative experiences, excesses or constraints could led to a decrease 

in use of sharing platforms.  

 

From our respondents' answers, we could notice a divide in perceptions of the sharing 

economy as a durable rather than trendy concept (Vaughan & Daverio, 2016, p. 4). While 

it appeared clear for half of them that the sharing economy was a solution for the future 

and a durable concept, the other half believed it was a trend that would vanish in a few 

years. An interesting idea was mentioned by one interviewee that was skeptical about the 

future of the sharing economy as it is now but was confident that sharing would remain 

in the future under new concepts developed through technology. From these answers, we 

can conclude that not everybody is convinced about the impact that the sharing economy 

may have on society in the long-term and for how long people are going to keep on 

participating in it.  

 
4.4.2 Theme 2: A Growing Environmental Awareness Towards More Sustainability 

 

The second theme that appeared from our analysis is the growing environmental 

awareness. As stated previously, our interviewees have different levels of environmental 

consciousness and awareness. These different levels range from doing basic actions like 

not throwing waste on the ground to making their own cleaning products. This difference 

can be explained by a lack of information on the environmental challenges that our society 

is facing. Here, our findings are in line with what Jucker (2002b, p. 9) describes regarding 

environmental awareness. For the author, an incomplete information, or even education, 

entails a lack of environmental awareness among the population. However, we can 

believe that the global environmental awareness is about to grow in the coming years. As 

a matter of fact, most of our respondents have demonstrated a growing environmental 

consciousness. Thus, one of the respondents told us that he has been more and more aware 

of environmental issues for the last three years and that he could see a real difference in 

his behavior towards the environment since then. This could be the result of the public 

awareness campaigns and policies that Jucker (2002b, p. 13) advocates . The development 

of the environmental awareness can let one believe in a future stronger commitment in 

sustainable actions. One can also hope that these actions will become a part of the norms 

and behaviors of the society, as expected by York et al. (2003, p. 283). Furthermore, 

Heinrichs (2013, p. 229) believes that a better awareness can entail the change of 

consumption behaviors. When looking at our results, this idea is confirmed by the 

example of one of the interviewees that decided to stop buying cleaning products and now 

makes her own with eco-friendly components instead. However, our study demonstrates 

that the interviewees were ready to modify their consumption behavior mostly for small 

purchases, such as food or basic products, but not yet for more expensive products such 

as some pieces of clothing or household appliances. Therefore, it shows that the global 

environmental awareness is better than a few years ago but it still needs to be further 

developed.  
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Our findings also confirm the theory of Michaelis and Lorek (2004, p. 97) that new 

patterns of consumption can be good solutions to reach sustainability. The sharing 

economy represents one new consumption pattern. Some of its benefits towards the 

environment have already been proven, in the carpooling case (Frenken & Schor, 2017, 

p. 5). Furthermore, this example of sharing practice is also perceived as beneficial for the 

environment by a majority of users. Indeed, our respondents saw the specific practice of 

carpooling as having a positive impact on the environment. Through optimization of the 

capacity of the car, they believed it could reduce CO2 emissions and the use of fossil 

energies. However, two of our participants showed concerns about potential negative 

impacts as well. Indeed, over-consumption of fuel induced by a fully-loaded car and 

consumption of electricity and nuclear energy by the platform in itself have been 

mentioned. These could be included in what Borel et al. (2016, p. 8.) call "rebound 

effects". Thus, we can observe that, even though carpooling appear as a sustainable 

concept, it may also include some negative impacts that are often neglected (Frenken & 

Schor, 2017, p. 5). Even with concrete proofs, given that they were available and 

scientifically-proven, only half of the respondents would increase their use of carpooling 

since they would knew that their actions are sustainable. Consequently, environmental 

sustainability appears to be one but not the main motivation to participate in sharing 

activities.  

 
4.4.3 Theme 3: Prevalence of Extrinsic Motivations 

 

The main motivations that our interviewees mentioned are the economic motivation, the 

social one, the environmental motivation and, to a lesser extent, the convenience of the 

service. Thus, our findings are in line with the idea developed by several authors (Borel 

et al., 2016, pp. 10-14; Stokes et al., 2014, pp. 17-18; Schor & Fitzmaurice, 2015, pp. 

414-415) that motivations to take part in sharing practices mainly revolve around three 

dimensions which are economic, social and environmental. Among the motivations 

quoted by our respondents, we can distinguish between extrinsic motivations and intrinsic 

motivations, as highlighted in the theories by Herzberg (1968, p. 92) and Ryan and Deci 

(2000, p. 71). Regarding the motivations brought out by our respondents, the economic 

driver and the convenience aspect belong to the extrinsic motivations whereas the social 

and environmental drivers are part of the intrinsic motivations. As predicted by the 

research conducted by Schor & Fitzmaurice (2015, p. 414), our interviewees described 

the economic motivation as the most important in their decision-making process. This 

element was also reported in a study led by ING (2015). As a matter of fact, this study 

showed that economic motivations prevail in the decision of using the peer-to-peer 

sharing economy. However, Böcker & Meelen (2016, p. 10) found that ride sharing users 

were mainly driven by intrinsic motivations, such as social and environmental ones. Our 

study demonstrates that, even if these motivations can play a part in the decision-making 

of the user, they do not prevail, including for ride sharing.  

 

The convenience of the service was quoted by several of our interviewees. This result is 

in line with the idea developed by researchers that the sharing economy entails a faster 

and easier access to goods or services for the users (Borel et al., 2016, p. 8; Owyang et 

al., 2014, p. 7). When we compare our results to Maslow's hierarchy of needs (1943, p. 

372), we realize that many of the satisfied needs come from extrinsic motivations. Thus, 

we can clearly state that extrinsic motivations, meaning motivations driven by external 

rewards, prevail in the decision of being involved in the sharing economy.  
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Regarding other motivations, even if they play a less significant part, intrinsic motivations 

can drive individuals to use sharing platforms. Our interviewees evoked the social 

motivation, through meeting new people and creating more social ties. However, when 

we investigated more deeply this motivation, we realized that our interviewees do not 

grant such great importance to the social ties they could create while using sharing 

platforms. As a matter of fact, only one interviewee said to have the feeling to be part of 

a community through the sharing platforms. Furthermore, the feeling to be useful for the 

others when using sharing platforms is not widespread among our interviewees. Thus, 

even if they can occasionally fulfill needs driven by intrinsic motivations, such as self-

actualization or self-esteem (Maslow, 1943, p. 382), users do not rank this motivation as 

the predominant one.  

 

Regarding the environmental motivation, it is also an intrinsic motivation because it is 

rewarding in itself, not by an external factor. As we saw in the results of our interviews, 

the environmental motivation does not greatly influence the decision of the sharing 

economy users. Only two of our interviewees spontaneously mentioned the 

environmental motivation while explaining their decision, even if they all acknowledged 

later that carpooling can have a good environmental impact. Except for one interviewee 

that did not believe the impact is as good as what one may think, all our respondents 

claimed that they took the environment into account in the decision to do carpooling. 

However, when investigating deeper, we observed that this motivation was of lesser 

importance than the economic motivation. Therefore, we can say that intrinsic 

motivations exist in the decision of being involved in the sharing economy, but they are 

not the most important compared to the extrinsic motivations mentioned above.  
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5 Conclusions 
 

5.1 General Conclusions 
 

The main purpose of this study was to understand what motivates people to participate as 

users in the sharing economy and the importance they give to environmental sustainability 

in their decision. This led us to the formulation of the following research question: "How 

important is environmental sustainability among the motivations to participate in the 

peer-to-peer sharing economy?". To fulfill this purpose and answer our research question, 

we relied on a qualitative study. We collected primary data through interviewees with six 

French users of the carpooling platform Blablacar. Then, we analyzed the data using 

thematic analysis. This process allowed us to develop a deep understanding of perceptions 

and attitudes towards the peer-to-peer sharing economy in general and, more specifically, 

towards Blablacar.  

 

Our study revealed that behavior change has happened for carpooling since people have 

integrated in their minds the reflex of using Blablacar when planning a journey by car. 

However, our findings also emphasized that sharing is not yet a consumption habit in all 

the areas. Indeed, both awareness and experience with sharing platforms were very 

restricted for our participants. We still note that this behavior change might take place in 

the future if people can perceive the benefits of using other platforms. Additionally, we 

could observe a positive shift towards more sustainable behaviors. In their everyday lives 

and purchasing actions, our respondents displayed a growing environmental 

consciousness. Carpooling was seen as having a positive environmental impact even 

though some rebound effects were mentioned. However, we could observe that, if 

concrete proofs of the positive environmental impact of carpooling could be found, people 

would still not seem fully motivated by the desire to protect the environment. In line with 

the existing literature, we identified three main motivations which revolve around 

economic, social and environmental dimensions and interviews allowed us to assess the 

relative importance each motivation had as compared to the other ones. An in-depth 

analysis of the motivations to participate in the sharing economy and, more specifically, 

to use Blablacar, revealed that people were mainly extrinsically motivated.  Indeed, 

financial savings were the main factors explaining the decision to use sharing platforms. 

Environmental and social factors were also expressed but they did not play a primary role 

in the decision.  

 

These findings allowed us to meet our research purpose and conclude about the 

importance of environmental sustainability in the decision to participate in the peer-to-

peer sharing economy. Interestingly, our respondents showed an interest towards sharing 

platforms in general and a willingness to use them more in the future. They also 

demonstrated that they were aware of some environmental challenges and were trying to 

take some initiatives towards more sustainability in their everyday lives and in their 

consumption habits. However, they did not identify environmental sustainability as their 

main motivation. The main expressed benefit associated with using peer-to-peer sharing 

platforms was the one of financial savings. The feeling of doing something good for the 

environment was truly secondary and did not have a real influence on behaviors. 

Consequently, the most valuable finding from the present study is that, even though we 

could observe behavior changes and a growing environmental awareness, this does not 

create a sufficient motivation to participate in the sharing economy. People must perceive 

extrinsic rewards such as financial ones to engage in the peer-to-peer sharing economy.  
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These findings may have implications for the future of the sharing economy as a more 

sustainable consumption pattern. From our study, we have not observed the disruptive 

potential of the sharing economy changing the way we live and consume. Behavior 

change has not happened in all the areas yet and it is dependent on many factors such as 

constraints, excesses and negative experiences. One could wonder whether this perceived 

instability will lead it rise or collapse in the years to come. 

 

5.2 Theoretical Contributions 
 

The purpose of our study was to gain a deeper understanding of the motivations of the 

users of the sharing economy. We focused our study on the importance of the 

environmental motivation in the decision-making process. To determine and understand 

users’ motivations, we conducted a study about the sharing economy and focused part of 

our questions on the selected example of carpooling. By choosing to focus on this 

example, we wanted to address the first research gap identified in the introductory 

chapter. Indeed, we had noticed the lack of studies in the literature about carpooling as 

part of the sharing economy. In our study, we have demonstrated that carpooling is a 

relevant example for the sharing economy and we have investigated the sharing economy 

through the example of carpooling. Thus, we contributed to the fulfillment of this first 

research gap. Our study allowed to establish a link between the practice of carpooling and 

its perceived positive environmental impact by users. 

   

Our second research gap was concerned with the lack of knowledge regarding the 

decision-making process when an individual decides to get involved in the sharing 

economy. Our study offers a better understanding of this process, through the 

investigation of the motivations that lead to this decision. Then, our study puts the stress 

on the importance of the environmental motivation in this process, which allows us to 

fulfill the third research gap identified at the beginning of the research, which was a lack 

of good understanding of the decision-making process.  

  

Furthermore, our findings validate the theories from the existing literature regarding the 

motivations that drive users to take part in the sharing economy. Not only did our study 

point out the same main motivations than the literature, but it also revealed the same 

importance when it comes to making the decision. Moreover, we also comprehended 

them through the lens of the motivation theories, and mainly through the distinction 

between extrinsic and intrinsic motivations. 

 

5.3 Practical Contributions 
 

Recommendation for sharing services' providers can be found in our study. Even if the 

most important motivations in the decision-making process remain extrinsic, our study 

reveals that intrinsic motivations such as the environmental one could become more and 

more important for the users in the future. Therefore, it could be relevant for the sharing 

economy platforms to communicate more about potential evidence of the benefits of the 

sharing economy. In the specific case of carpooling, Blablacar could put forward figures 

proving the reduction of CO2 emissions realized on each journey in order to target more 

users and non-users who are motivated by the protection of the environment and 

sustainable issues. Thus, sharing platforms can be good tools to develop intrinsic 

motivations. One can suppose that the fulfillment of more intrinsic needs (Maslow, 1943) 
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could lead to an increase of the number of users because the users would find more 

satisfaction, even self-actualization potentially, in their actions.   

 

Simultaneously, one may suppose that these findings can be relevant for competitors of 

sharing platforms. In the example of a railway company, it may want to target carpooling 

users that have stopped using trains by putting forward evidence of their sustainability. 

Thus, the growth of the sharing economy can encourage more traditional businesses to 

adapt and move towards sustainable initiatives, with the aim of attracting back their 

former customers. 

 

Additionally, governments may find this thesis useful since it shows that environmental 

awareness is growing but it has not been fully-reached yet. Because each government 

must deal with environmental challenges, our study reveals that more sustainable 

practices such as sharing should be encouraged. While extrinsic motivations dominate, 

intrinsic ones still play a role and governments could use them as a lever to encourage 

sustainable initiatives.  

 

Finally, potential users of sharing platforms may also find this thesis of relevance for their 

personal choices. Indeed, it may encourage them to look at their own behaviors and the 

reasons why they could decide to use sharing platforms. In the future, we could expect 

people that are more environmentally-aware to consider the option of sharing rather than 

owning as a sustainable consumption pattern.  

 

5.4 Societal Contributions 
 

By studying environmental awareness and behaviors, we can assess how far these two 

elements are developed in today’s society. Our study demonstrates that environmental 

awareness exists and it is gradually developing. Indeed, it appears that more and more 

people feel concerned by environmental issues. It is important to highlight this finding 

since we hope it will encourage actions and initiatives to reach more sustainability.  

  

Next, our study also presents an overview of users' perceptions on carpooling and, more 

generally, on the sharing economy. We made a really interesting observation regarding 

this perception. On the first hand, we have met very enthusiastic users that consider the 

sharing economy as a real new form of consumption and hope for a further development 

of the concept. On the other hand, some of the users we met are more skeptical about this 

phenomenon and are not sure about how long it will last. This observation raises the 

question of the long-term existence of the concept, and of how it will evolve in the future.    

  

Eventually, our study can participate in the growing awareness of users related to 

environmental issues our society is currently facing. It is important to get all stakeholders 

involved in the behavior changes that are necessary (Michaelis & Lorek, 2004, p. 94). 

Furthermore, as Jucker (2002b, p. 13) states, this involvement is entailed by education 

and information dissemination. Thus, we hope that our thesis can play a part, even a small 

one, in the diffusion of information and help to make our readers more aware about 

sustainability and the potential of the sharing economy.  
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5.5 Limitations and Suggestions for Further Research 
 

We acknowledge that the present study has some limitations. First, our sample selection 

might present some biases as we selected people we already knew prior to the study. We 

acknowledge that three of our respondents have rather similar demographic 

characteristics. However, we do not believe that this homogeneity has strongly impacted 

the results as all the participants, including the ones with different demographics, shared 

rather similar viewpoints. Furthermore, our qualitative study is based on our participants 

telling the truth. We are confident that they did but we have no means to verify it. Second, 

we believe that motivations are the main driver of human behaviors but this is only one 

explanation as someone else may consider that culture or values are what drives 

behaviors. Finally, part of our interview questions related to one specific sharing practice 

– carpooling – and the platform Blablacar. This focus resulted in findings that are 

applicable to one specific context. 

 

This thesis work led us to the formulation of several suggestions for future research. Our 

qualitative study could be replicated on a sample composed of people from different 

nationalities. Indeed, a bigger sample size than ours would potentially allow to unveil 

notable differences between people from different countries. For instance, we could 

hypothesize that people from a country strongly promoting sustainable actions might give 

a greater importance to environmental sustainability as compared to people in a country 

that has not implemented such promotion yet. Thus, a study on a bigger and multinational 

sample could be particularly insightful. Moreover, further research could investigate 

motivations and the importance of environmental sustainability for users of several 

sharing platforms instead of just one. Part of our study focused on the example of 

Blablacar as part of the shared mobility category, but future studies could try to 

understanding behaviors towards other areas of the sharing economy such as 

mutualization or redistribution of goods. An interesting topic of research could also be to 

replicate this study on users of a local platform rather than on a multinational one. Indeed, 

we could expect people that are part of a restricted community to display stronger intrinsic 

motivations. For instance, we could hypothesize that they would be more interested in 

environmental issues because they have a stronger interest in protecting their local 

environment. Finally, it could be particularly useful to investigate motivations to 

participate in the sharing economy, considering it still exists and it has not thoroughly 

transformed, a few years from now. This future research may reveal that motivations have 

radically shifted from extrinsic to intrinsic motivations or, on the contrary, that mentalities 

have not evolved and environmental sustainability is still not the main driver.  
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6 Qualitative Quality and Truth Criteria 
  

Guba and Lincoln (1994, cited in Bryman & Bell 2015, p. 400) brought out two criteria 

to evaluate a qualitative research, which are trustworthiness and authenticity. In this 

section, we apply these criteria to our study.  

 

To begin with, trustworthiness is composed of four criteria: credibility, transferability, 

dependability and confirmability. First, credibility raises the question of how believable 

the findings are (Bryman & Bell, 2015, p. 52). Credibility is particularly important if the 

researchers want their findings to be accepted (Bryman & Bell, 2015, p. 401). To make 

sure that their results will be credible, researchers must use good practices in their data 

collection and data analysis. We used semi-structured interviews to collect our data. 

Thanks to this technique, we had the possibility during the interviews to clarify any 

question or answer that did not seem clear enough, for us or for the respondents. That 

way, we made sure to be fully understood by our respondents and to fully understand their 

answers to properly use the data in our analysis. 

 

Transferability is about knowing if the findings could be applied to other contexts 

(Bryman & Bell, 2015, p. 52). Since qualitative study are focused on small groups, the 

findings are highly related to the characteristics of the social world being studied. In our 

study, we provide what is called a thick description (Bryman & Bell, 2015, p. 402), 

meaning different information about our sample of participants. This description provides 

other researchers with information about what can be considered as a database to use to 

evaluate the transferability of the findings to other contexts.  

 

Then, dependability concerns the possibility for the findings to apply at other times 

(Bryman & Bell, 2015, p. 52). To meet this criteria, researchers are strongly advised to 

keep records of all the steps of the research process (Bryman & Bell, 2015, p. 402). These 

records can be related to the problem formulation, the sample selection or the transcripts 

of interviews. During this study, we followed this recommendation and kept records of 

all these different elements that can be accessed if necessary.  

 

The last criterion of trustworthiness is confirmability. Through this criterion, one 

evaluates how the values of the researchers have intruded the research (Bryman & Bell, 

2015, p. 52). Bryman and Bell (2015, p. 403) acknowledge that a total objectivity is not 

possible but advocate that the researchers avoid as much as they can to let their personal 

values and theoretical inclinations to influence the study. In order to remain as subjective 

as possible, we paid attention not to orientate the answers of our respondents during the 

interviews, by only taking part in the discussion to ask questions and bring more 

clarification if needed.   

 

Eventually, the criterion of authenticity is about the impact of the research. According to 

Bryman and Bell (2015, p. 403), a research must fairly represent the different viewpoints 

that can exist in a social context. It must also provide members with a better understanding 

of the context in which they live. Our research presents different viewpoints because of 

the variety of our selection of interviewees. Moreover, our study offers elements and 

findings that can help one to have a better understanding of the social context he or she 

lives in by explaining what motivates individuals to be involved in sharing economy 

activities.  
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Appendix 1. Interview Guide 
 

We are two students from the Business School of Economics at Umeå University. We are 

currently writing our Master thesis and we are conducting a study. Our aim is to 

understand what motivates or encourages people to use the carpooling platform Blablacar, 

either as a provider or a receiver. 

The study will be published online on the thesis archives. It is solely for academic 

purpose, data will not be distributed to any third-party. 

It should last around 30 minutes. You will remain anonymous, meaning that your name 

will not be displayed and it will not be possible to trace your answers back to you. Is it 

okay to record this interview? You may stop the interview at any time if you do not feel 

comfortable and do not wish to continue further. 

 

I/ Interviewee’s profile 

1. What is your age? 

2. What is your occupation? 

 

II/Attitude towards sharing and sharing platforms 

1. What do you think of the idea of sharing goods or services with strangers instead 

of buying them? Have you ever done it?  

2. Have your ever used Airbnb, Couchsurfing or Uber? Can you tell us more about 

your use of the platform? (frequency of use, in which circumstances …)  

3. When you use this kind of platforms where you share goods or services, is it 

only an occasional use or would you consider it as a consumption habit?  

4. Would you recommend the use of these platforms to someone who is not a user 

yet? Why?  

5. How would you describe these platforms compared to the traditional forms of 

consumption? (ex: use Airbnb instead of going to a hostel)  

6. Do you think you will use platforms where you can share goods and services 

more often in the future? Why?  

7. What reasons would prevent you from using such sharing platforms?  

 

III/ Attitude towards sustainability 

1. Would you describe yourself as environmentally responsible? 

2. When you make a decision as a consumer, do you think of the environmental 

impact that your actions will have?  

3. In your everyday life, what type of small things/actions do you do with the 

objective of protecting the environment? 

 

Now we will focus on your transportation habits. 

1. Which means of transportation do you use? Which one do you use the most? 

Why?  

2. When planning a trip, do you think of the environmental impact the chosen 

mean(s) of transportation has?  

 

IV/ The sharing economy via a Blablacar perspective 

1. Do you use Blablacar as a driver offering a ride or a passenger? 
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2. Do you consider yourself as a frequent user of Blablacar? How often do you use 

it (approximately)? 

3. When you plan a trip by car, do you systematically look for trips on Blablacar (if 

a user)/ do you always offer the ride on Blablacar (if a provider)? 

 

4. How did you find out about Blablacar? For what reason(s) did you use Blablacar 

the first time? 

5. Why do you still use Blablacar? 

if the interviewee does not mention the economic/ social/ environmental factor: 

Do you have any other motive in mind? 

6. What could stop you from using Blablacar?  

7. If the interviewee has previously mentioned the environment: Can you elaborate 

on that? In your opinion, what are the good effects that carpooling has on the 

environment? Do you see any potentially bad effect on the environment? 

8. or If the interviewee has NOT previously mentioned the environment: You do 

not mention the environment as a motive to use Blablacar, can you explain why? 

Do you think carpooling has an impact on the environment (good or bad)? If 

yes, which one(s)? 

9. Previously you mentioned the following motivators: ….. Which one influences 

the most your decision to use Blablacar? 

10. How important is the environment among your motivations? 

 

11. If you had concrete evidence that carpooling has a positive environmental 

impact (e.g. it reduces pollution or C02 emissions), would you use Blablacar 

more often? 

12. Do you feel like you belong to a community when you use Blablacar?  

13. Do you have the feeling that using Blablacar benefits you in any way? Do you 

have the feeling that it benefits the others in any way?  

 

14. Do you think you will keep on using Blablacar in the future?  

15. Would you recommend the use of Blablacar around you? Why?  

 
 

 

 

 


