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A B S T R A C T

Community initiatives play a critical role in fostering a circular economy. Repair cafés, as free community repair 
events, have been found to be successful in promoting the culture of repair and educating diverse audiences on 
product durability. However, research on what drives visitors’ participation in such events is scarce. This in
formation is needed to understand how the initiatives can develop and reach more visitors. This study aimed to 
explore the drivers behind visiting repair cafés using a mental model approach. Thirty visitors to Dutch repair 
cafés mapped their mental models of the motivational process behind attending the events by drawing influence 
diagrams and submitted to interviews that provided more in-depth discussions of their mapped mental models. 
The findings highlight the key drivers of repair café attendance — namely, environmental concerns; profiting 
from the knowledge, skills and materials available at repair cafés; the desire to demonstrate the importance of 
repair; and being part of a social movement. Interestingly, meeting others or experimenting with new repair 
methods were not seen as important drivers of visiting repair cafés. In conclusion, this study complements the 
earlier repair motivation literature and offers implications for how to promote consumer participation in repair 
initiatives.

1. Introduction

Numerous policies and initiatives within the circular economy and 
sustainability realm have put consumer repair on the agenda (European 
Union, 2020; Organisation for Economic Co-operation and Develop
ment, 2023; United Nations, 2015). At the same time, the decreasing 
number of repair businesses in many countries shows that repair is a 
diminishing practice (Korsunova et al., 2023; McCollough et al., 2018). 
Studies have revealed that consumers often choose product replacement 
over repair because current market structures support short-term 
ownership and that repair is viewed as a practice that is costly and 
inconvenient and demands specific skills (Bakker et al., 2014; Jaeger-
Erben et al., 2021; Laitala et al., 2021). This is a critical problem for 
which current policies have not yet found a solution.

Against the backdrop of this downturn in consumer repair, com
munity initiatives have emerged that have successfully engaged con
sumers in repair, such as bike kitchens (Bradley, 2018), makerspaces 
(Lange and Bürkner, 2018) and repair cafés (Charter and Keiller, 2018). 
Repair Café International is an initiative that organises repair services on 

a non-profit basis (van der Velden, 2021). This initiative has grown 
exponentially since it began in 2009 to over 3000 repair cafés globally 
(Repair Café International, 2024), and academic interest is growing 
(Meiβner, 2021; Spekkink et al., 2022; van der Velden, 2021). Repair 
cafés are considered frontrunners of the circular economy — a future 
economic system in which the value of products and resources is kept in 
circulation for as long as possible — by actively countering the 
‘throwaway’ culture and prolonging the lifetime of products (Böhm 
et al., 2023; Conduit et al., 2023).

Repair cafés hold great potential for promoting repair practices for 
contemporary consumers. Importantly, such events attract audiences 
from diverse backgrounds, especially people who are unfamiliar with 
repair techniques (Moalem and Mosgaard, 2021). Repair cafés may be a 
stepping stone into the world of repair for these consumers. In this way, 
studies have shown that past repair behaviour is a critical driver of 
continued engagement in repair (Jaeger-Erben et al., 2021; Parajuly 
et al., 2023). Therefore, successful visits to repair cafés can increase 
individuals’ ability to take care of products (Ackermann et al., 2018) and 
perform prompt repairs in the future (Korsunova et al., 2023). Moreover, 
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the social function of repair cafés has been found to reinforce conscious 
relationships with objects, which increases care for products’ durability 
(Madon, 2022; Meiβner, 2021; van der Velden, 2021). These aspects 
make repair cafés an intriguing context for studying the drivers of 
consumer repair.

Thus far, the motivations behind visiting repair cafés remain 
underexplored. Earlier repair research has focused on the drivers of self- 
repair and the usage of professional repair services (Jaeger-Erben et al., 
2021; Korsunova et al., 2023; Laitala et al., 2021). Additionally, repair 
café studies have primarily examined volunteer organisers’ motivations, 
overlooking the visitor perspective (Hielscher and Jaeger-Erben, 2021; 
Moalem and Mosgaard, 2021; Parajuly et al., 2023). These two groups 
— volunteers and visitors — differ significantly in repair skills and 
commitment to the initiative (Deflorian, 2021; Madon, 2022). While 
another literature stream has focused on the social and political aspects 
of repair cafés (Butzlaff and Deflorian, 2021; Colombijn and Egboko, 
2023; Graziano and Trogal, 2017), it remains to be seen whether these 
aspects drive participation among local visitors (Spekkink et al., 2022).

Therefore, the current study uses a mental model approach to 
explore the drivers for consumers to visit repair cafés. The study answers 
the following research question: How do repair café visitors’ mental models 
drive their participation in such events? Mental models are individuals’ 
internal, simplified representations of external reality and can be 
explored to identify the most critical factors that influence decisions 
(Gray et al., 2014; Jones et al., 2011; Yrjölä et al., 2018). A mental model 
approach is particularly suitable here, as it provides a comprehensive 
view of the process that drives certain behaviours (van den Broek et al., 
2024). For this study, empirical data were generated using a two-fold 
method: 30 visitors at nine Dutch repair cafés (1) visually depicted 
their motivational processes by mapping their mental models (Gray 
et al., 2014; Özesmi and Özesmi, 2004) and (2) were interviewed about 
the mental models that they had drawn. The findings reveal the key 
drivers for repair café visits that add to the discussion on how to moti
vate consumer repair and circular economy participation through 
community initiatives (Greene et al., 2024).

This study makes critical contributions to the growing consumer 
repair literature (Ackermann et al., 2018; Fachbach et al., 2022). First, it 
focuses specifically on repair drivers within the social context of com
munity repair events, complementing existing research on self-repair 
and repair service contexts (Jaeger-Erben et al., 2021; Korsunova 
et al., 2023; Laitala et al., 2021). Second, it introduces a unique meth
odological approach to repair studies, which have previously utilised 
methods such as surveying (Fachbach et al., 2022), cultural probes 
(Terzioğlu, 2021) and in-depth interviews (Ackermann et al., 2018) to 
study consumers’ drivers to repair. However, the new method allows for 
the collection of visual representations of the motivational processes 
behind repair decisions as participants perceive them (van den Broek 
et al., 2021a, Section 3.3). Third, it contributes to the stream of the 
literature that views repair cafés as catalysts of social change towards 
the circular economy (Bradley and Persson, 2022; Spekkink et al., 2022; 
van der Velden, 2021) by revealing what motivates consumer partici
pation in such community initiatives.

2. Motivation to repair

Since research on the drivers of visiting repair cafés is currently 
scarce, this study turns to the literature on consumer repair in general. A 
consumer’s need to repair an object may occur when it no longer sup
ports the consumer practice of which it is used as part (Godfrey et al., 
2022). Consumers typically use professional repair services when they 
have a valid warranty or when they do not have the skills to perform a 
repair themselves (Korsunova et al., 2023; Rogers et al., 2021). Elec
tronics are taken to professionals more often than clothes and furniture, 
which people may attempt to repair themselves (Laitala et al., 2021). 
However, the most critical barriers to using repair services are found to 
be their perceived high cost and mistrust of service providers (Rogers 

et al., 2021). A lack of information on the repair services available, 
inconvenient store hours or long waits may sometimes hinder people 
from approaching professionals (Güsser-Fachbach et al., 2023).

Consumers’ drivers and barriers to repair can be divided into tech
nical aspects, value aspects and emotional aspects (Terzioğlu, 2021, 
Table 1). Importantly, the same aspects can serve as drivers and barriers 
in different situations. For instance, the price of a new product may drive 
a decision to repair it if replacing it is perceived as expensive, or it might 
hinder such a decision if replacing it is perceived as cheap.

The technical aspects that either drive or hinder consumer repair are, 
for instance, the required skills and knowledge for performing repairs, 
the reversibility of a repair, access to materials and methods and prod
ucts’ design-related problems (Terzioğlu, 2021). Studies have high
lighted design issues and a lack of know-how to perform a repair as key 
barriers to self-repair (Laitala et al., 2021; Sabbaghi et al., 2016; Sonego 
et al., 2022). Repairs are also often perceived as inconvenient and 
requiring too much time and effort (Sabbaghi et al., 2016). According to 
Terzioğlu (2021), technical aspects represent most barriers to repair, 
except for endurance (e.g. making a product stronger) and the low need 
for time and effort (e.g. when a repair is easy).

Value aspects include economic motivations behind decisions to 
repair or replace, such as the cost of the initial item, the replacement cost 
and the cost of spare parts (Jaeger-Erben et al., 2021). Another critical 
value aspect affecting repair motivation is a product’s condition and its 
perceived obsolescence (Sabbaghi et al., 2016; Sonego et al., 2022). The 
premature end of life of consumer goods is connected to smartphones in 
particular, which consumers are often willing to replace after two years 
of use (Proske and Jaeger-Erben, 2019). In addition, symbolic, func
tional and aesthetic value can be critical drivers for a decision to repair 
(Terzioğlu, 2021). Symbolic value relates to products that are visibly 
repaired, which indicates that repair is important to an individual; 
functional value relates to the properties of products that fulfil users’ 
practical needs; and aesthetic value relates to the effects a repair has on a 
product’s aesthetics, which can be positive or negative (Terzioğlu, 
2021).

Emotional aspects include environmental concerns related to waste 
and negative feelings related to throwing things away (Fachbach et al., 
2022; Okada, 2001). Repair can also be motivated by a meaningful 
relationship with an object or by the meaningfulness of the repair ac
tivity itself. Consumers can grow emotionally attached to the products 
they use as part of mundane activities, and products can hold memories 
of other individuals (Mugge et al., 2010). A higher attachment to a 
product has been found to stimulate repair, and recursively, repair has 
been found to increase attachment (Desmet, 2012; Jaeger-Erben et al., 
2021; Page, 2014). Furthermore, as an act, repair can hold meanings of 

Table 1 
Overview of the drivers and barriers to repair and their categorisation, based on 
Terzioğlu (2021).

Technical aspects Required skills Barrier
Required knowledge Barrier
Endurance Driver/Barrier
Reversibility Barrier
Accessibility of materials and methods Barrier
Design-related problems Barrier
Required time and effort Driver/Barrier

Value aspects Aesthetic value Driver/Barrier
Financial factors Driver/Barrier
Functional value Driver
Condition of the product Driver/Barrier
Symbolic value Driver

Emotional aspects Environmental concerns Driver
Emotional attachment Driver
Perceived interest Driver
Perceived pleasure Driver
Negative stigma attached to repair Barrier
Lack of confidence Barrier
Perceived negative feelings Driver
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autonomy, creativity and care (Bradley, 2018; Meiβner, 2021), and 
some consumers are driven by the enjoyment they perceive in repair and 
their curiosity about novel repair techniques (Terzioğlu, 2021). 
Emotional aspects may act as barriers to repair — for instance, when an 
individual lacks confidence in their repair skills or feels that negative 
stigma is attached to a repair (Terzioğlu, 2021).

Thus far, research has underexplored the drivers of consumers’ 
desire to repair at community repair events. One study in the repair café 
context suggested that the shared resources and social dynamics of 
repair cafés emphasise distinct drivers when compared to performing 
repairs at home (Parajuly et al., 2023). However, these data were solely 
based on repair café volunteers (Parajuly et al., 2023) — that is, in
dividuals actively engaged in the repair café initiative who often possess 
higher repair skills than casual visitors. Given that repair cafés represent 
successful initiatives with the potential to promote repair for diverse 
audiences, understanding visitors’ drivers is important. While previous 
research has highlighted various barriers, the aim of this study is to 
explore specific drivers to understand how to advance visitors’ 
participation.

3. Research design and materials

3.1. Mental model approach

A mental model approach was utilised to identify the drivers of 
consumers visiting repair cafés.1 As cognitive structures, mental models 
embody an individual’s implicit or explicit assumptions about a system 
or a process, which often differ from scientific understandings or are 
incomplete because they are simplified representations of reality 
(Johnson-Laird, 2010; Morgan et al., 2002; Vennix, 1999). Mental 
models help individuals explain events or processes, facilitate inter
pretation and make predictions about future developments (Jones et al., 
2014). Altogether, mental models underpin people’s attitudes, judg
ments, decision-making and behaviours related to a system or process 
(Biggs et al., 2011; Goldberg et al., 2020; Güss and Robinson, 2014). 
Thus, the mental model approach could provide a comprehensive view 
of the process that drives participation in repair cafés.

Specifically, a mental model mapping method was used, which is a 
prominent method for grasping visual representations of individuals’ 
mental models to understand their content and structure (Jones et al., 
2011; van den Broek et al., 2021a). These illustrations can encompass 
psychological drivers (e.g. social norms, habits or attitudes), de
mographic factors (e.g. gender, age or education) and contextual factors 
that characterise the environment in which the behaviour occurs (e.g. 
economic constraints and available facilities) (Hale et al., 2022). 
Therefore, mental model mapping can provide insights into predictors of 
behaviour, highlight gaps in actors’ understanding of their own or 
others’ behaviours and showcase differences in decision-making be
tween individuals. These insights can identify leverage points to facili
tate behavioural change (van den Broek et al., 2024), such as how to 
foster consumer participation in repair initiatives.

3.2. Data generation

To eliminate the risk of studying participants’ intentions rather than 
their actual behaviour, this study investigated their mental models while 
they visited repair cafés (Hassan et al., 2016). Thirty participants were 
recruited at nine repair café events in seven locations in the Dutch city of 
Utrecht between May and June 2023. These participants were inter
viewed while they were queueing for a repair, during the repair or after 
it. The interviews combined the mental model mapping technique with 
interview questions. The aim of the method was to gain insight into the 

participants’ own perceptions of the motivational process that had led to 
their decision to visit a repair café. Information about the participants is 
summarised in Appendix A.

The participants mapped their mental models on a tablet using M- 
Tool, a validated online tool for creating visualisations of mental models 
(van den Broek et al., 2021a, 2021b) that has been applied to understand 
mental models of socio-ecological systems (van den Broek et al., 2023), 
ecosystem service trade-offs (Gebhardt et al., 2024), plant-based protein 
transitions (van den Boom et al., 2023) and COVID-19 transmission (de 
Ridder et al., 2022). With M-Tool, participants can create an influence 
diagram by selecting relevant concepts and connecting them with 
weighted arrows to show directional relationships between concepts 
(van den Broek et al., 2021a). One of the advantages of M-Tool is that 
participants can create visual representations of their mental models 
themselves instead of researchers constructing them from verbal in
terviews, as is commonly done in mental model studies (Jones et al., 
2011). Moreover, M-Tool allows for the quantitative analysis of mental 
model mapping — for instance, the centrality of concepts and the 
weights of the relationships between concepts. This study included a 
fixed set of concepts that represented the potential drivers of going to a 
repair café that participants could use to create their diagrams.

3.2.1. Creating and validating the set of concepts
To arrive at a set of concepts for M-Tool, a validation process was 

applied that combined deductive and inductive approaches. This process 
began with the creation of a preliminary set of 19 concepts for M-tool 
based on the repair drivers and barriers identified in the literature 
(Terzioğlu, 2021, Table 1). To verify that these concepts represented the 
key concepts of repair café visitors’ mental models, a validation study 
was conducted with 15 visitors at one repair café. These participants 
took part in a paper-and-pen survey in which they marked whether the 
19 concepts were relevant or irrelevant for their motivation to visit. 
Moreover, an open-text response question was included in the survey to 
ask participants for other aspects affecting their motivation that were 
not on the list.

Consequently, five of the preliminary 19 concepts were dropped 
from the final set (concepts related to endurance, reversibility, design- 
related problems, aesthetics and negative stigma attached to repair) 
because more than 10 of the respondents did not perceive them as 
relevant. Moreover, the open-text responses were analysed to identify 
other relevant concepts missing from the list. While it could be seen that 
some of the answers reflected the concepts already included in the list (e. 
g. “I want to contribute to sustainability” in environmental concerns), 
participants also raised new drivers. Two concepts (meeting people at the 
repair café and social movement) were added to the final list. Hence, 14 
concepts from Terzioğlu’s (2021) study were kept, and two new con
cepts were added based on the participants’ input.

Moreover, an interpretative approach was employed to determine 
the final set of icons, concepts and their explanations. This ensured clear 
differentiation between them and alignment with the study context. Two 
types of modifications were made to the list in this process. First, closely 
related concepts were combined, with knowledge, skills and lack of 
confidence in one’s own skills grouped together as my knowledge and 
skills to repair, and environmental concerns and negative feelings about 
throwing things away grouped together as environmental concerns. Sec
ond, to distinguish the different actors in the repair café context, sepa
rate concepts were created for visitors’ and repair café workers’ 
knowledge and skills and for visitors’ and repair café workers’ repair 
materials. These adjustments resulted in a set of 15 concepts. Table 2
shows the final set of 15 concepts, the target variable and their 
explanations.

3.2.2. The mental model mapping task
M-Tool was designed to enable a user-friendly and standardised 

approach to mapping mental models (van den Broek et al., 2021a). At 
the start of the study, the participants were walked through the 

1 This study was approved by the Ethics Committee of the Faculty of Geo
sciences at Utrecht University (reference no. Geo S-23957).
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programme’s functionalities, which were introduced through a practical 
task. Thereafter, the participants were guided in mapping their mental 
models of the topic of the study.

The same instructions were given to all participants on how to map 
their mental models of their motivation to visit the repair café that day 
(Appendix B). In addition, a list of the concepts and their explanations 
was provided on sheets of paper (in Dutch or English). At this stage, the 
icons for the concepts were shown on the left panel of the mapping 
screen; the target variable (coming to the repair café) was automatically 
placed on the mapping canvas; and the three weighted arrows were 
shown on the right panel (Fig. 1). The participants chose their concepts 
and connected them with arrows to indicate the influences between 
them and the target variable (see the example in Fig. 1). The participants 
could choose between three weighted arrows to indicate whether the 
influence was weak, moderate or strong. M-tool registered each 
connection with the weight assigned to them: 1 = weak influence, 2 =
moderate influence and 3 = strong influence.

3.2.3. Interview questions and a demographic survey
The mapping task was complemented with interview questions to 

gain deeper insights into the choices the participants had made and their 
perceptions of the concepts and connections. The participants were 
encouraged to think aloud while conducting the mapping task to elab
orate on their perceptions. When they had finished, they were asked to 
walk the interviewer through their mapped mental models, explaining 
their choices. If a participant skipped concepts, they were prompted to 
address all of them. Moreover, they explained why they had not 
included other concepts. Appendix B describes the phases of the inter
view in detail.

To further validate the final list, the participants were asked if they 
felt that there were any concepts missing from the list provided. Most 
(26 out of 30) declared that no concepts were missing, but four 
mentioned the following missing concepts: the location of the repair café 
(near home; two persons mentioned this), emotional aspects related to 
repair (feeling good about oneself) and situational factors (living 
abroad). It seems that the two participants did not perceive that the 
concept of time and effort reflected the location of the repair café, even 
though one participant included that concept with the particular 
reasoning. Each interview lasted between 15 and 30 min, including the 
mapping task. All the interviews were audio recorded with the permis
sion of the participants, and the recordings were transcribed into text.

To gain insight into the participants’ demographics and back
grounds, they were asked to fill out a short survey after the interviews. In 
addition to questions on the participants’ educational background, age 
and gender, this survey included questions on which items they had 
brought for repair and whether they had visited a repair café before. 
These data are summarised in Appendix A.

3.3. Data analysis

The data analysis method used combined quantitative analysis of the 
mental model mapping data and deductive thematic analysis of the 
interview data. The mapping data were examined in terms of how 
frequently each concept and connection were included in the diagrams. 
For instance, the frequencies of the connections between concepts were 
calculated. To analyse the strengths of the connections in the mental 
models, the concepts’ mean in-strengths and out-strengths were calcu
lated. In a mapped mental model, in-strengths represent the ingoing 
arrows to a concept and out-strengths represent the outgoing arrows 
from a concept. In addition, an aggregated mental model was created 
that combined all the diagrams, with the weights of the connections 
across them added up. This offered a layout for the analysis of the 
qualitative interview data.

The aim of the deductive thematic analysis of the interview data 
(Braun and Clarke, 2006) was to provide an in-depth understanding of 
the key connections in the mental models and to understand why certain 

Table 2 
Overview of the 15 concepts from which participants could choose to map their 
mental models regarding their motivational processes behind visiting a repair 
café. The target variable ‘coming to the repair café’ was automatically included 
in the mapped mental models.

Icon Concept Meaning

Pleasure of repairing The pleasure and joy that I get from 
repairing things.

Importance of the 
product

The feeling that the product is special 
and important to me.

My materials The materials, tools and spare parts I 
have at home to repair products.

Showing others the 
importance of repair

Wanting to show others it is important 
to repair products instead of throwing 
them away.

Meeting people at the 
repair café

Meeting people in the local 
community or neighbourhood.

Necessity of the product Need to use the product in everyday 
life.

Social movement Being part of the social movement to 
improve product repairability and 
longevity.

Trying new repairing 
methods

Interest in trying new techniques and 
tools to repair products.

Financial factors The price of a new product compared 
to the cost of repairing.

My knowledge and skills 
to repair

The knowledge and skills to repair 
products that I have.

Materials and services at 
the repair café

The materials, tools and services that 
the repair café workers offer to repair 
the product.

Environmental concerns Concerns about waste and other 
environmental problems.

Condition of the product The age and condition of the product 
that needs to be repaired.

Repair café workers’ 
knowledge and skills

The knowledge and skills to repair 
products that the repair café workers 
have.

Time and effort The time and effort required to 
participate in the repair café.

The target variable: 
Coming to the repair 
café

Coming to the repair café to repair 
your product today.
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concepts were not perceived to motivate repair café visits. The interview 
transcripts were encoded using ATLAS.ti 24 qualitative data analysis 
software, and the set of mental model concepts included in M-Tool were 
used as the codes. The focus was on how the participants perceived each 
concept’s role in their motivational processes. Patterns were sought in 
the participants’ perceptions to detect similarities and differences. 
Combined with the M-tool data, these patterns revealed the strongest 
and weakest drivers of repair café visits and how these drivers related to 
each other.

4. Findings

4.1. Structure of the mental models

The participants included averages of 6.93 (SD = 2.22) concepts and 
6.67 (SD = 3.22) connections in their mapped mental models. The 
aggregated mental model in Fig. 2 combines all of the participants’ 
mapped mental models, with the widths of the arrows indicating the 
sum of the weights assigned to each connection across the participants. 
The widest arrows show that the most frequently included and strongest 
connections were direct connections from the concepts of environmental 
concerns, repair café workers’ knowledge and skills and showing others the 
importance of repair to the target variable, coming to the repair café.

The mental model mapping revealed that environmental concerns and 
repair café workers’ knowledge and skills were shared drivers among vis
itors (Table 3). Interestingly, the second most commonly included con
cepts were showing others the importance of repair and the social movement 
at a repair café. In particular, these social drivers distinguish repair cafés 

from other repair contexts, such as performing repairs at home or using 
repair services. Moreover, concepts that reflected products’ emotional 
value (importance of the product) or functional value (necessity of the 
product) were often considered important, but not for all participants. 
Financial factors and the pleasure of repairing drove some participants’ 
visits, but neither was included in the mental models as the strongest 
influencer. Least frequently, participants chose the concepts of the 
condition of the product, the visitor’s own materials, meeting people at the 
repair café, trying new repairing methods and time and effort.

4.2. Drivers of visiting repair cafés

This section focuses on the interview findings, whereby visitors re
ported their perceptions of the role of different concepts in their moti
vation to visit a repair café, as well as the interlinkages between 
concepts. The interview responses are discussed with regard to when 
these concepts were perceived as relevant or irrelevant to motivation. 
These qualitative insights provide a nuanced understanding of the 
strong and weak drivers of visiting a repair café, highlighting why 
certain concepts matter more to some visitors than others.

4.2.1. Environmental concerns
Environmental concerns were a strong driver, with 29 out of 30 par

ticipants including the concept in their mapped mental model, often 
with an arrow indicating strong influence (mean out-strength = 2.69). In 
the interviews, participants highlighted their desire to reduce waste. 
Although they thought that their products might be beyond repair, they 
wanted to verify that they could not be fixed before disposing of them. 

Fig. 1. Screenshots of the mental model mapping task in M-Tool. (Top) The mapping screen, with concept icons in the left panel, the mapping canvas with the target 
concept in the middle panel and the three types of arrows that participants could use to connect the concepts in the right panel. The thick arrow represents a strong 
influence (weight of 3), the medium arrow represents a moderate influence (weight of 2) and the thin arrow represents a weak influence (weight of 1). (Bottom) An 
example of a mental model diagram after the mapping task.
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This was often also reflected at the societal level, with participants 
worried about the amount of waste in society, criticising contemporary 
Western lifestyles and reflecting on how the ease and inexpensiveness of 
buying new products makes people forget repair as an option. These 
concerns motivated their visits to a repair café, as they wanted to act 
against these trends. Also, some reasoned that if they refrained from 

buying a new product, they could reduce the need for new products, as 
Ethan explained: 

I think it’s the main reason why we are here, because instead of throwing 
away a vacuum, it’s good to repair it, and then the whole supply chain of a 
new vacuum is not needed. (Ethan, 40, with a vacuum cleaner)

Moreover, some participants connected their visits to a repair café 
with other lifestyle choices to minimise their impact on the environ
ment. For instance, they considered flying less, buying second-hand 
products, living in smaller apartments and picking up trash from 
streets. Similarly, they wanted to address environmental issues by 
visiting a repair café and prevent their items from ending up as waste.

4.2.2. Knowledge, skills and materials at repair cafés
Three interrelated concepts captured strong drivers for repair café 

visits: visitor’s own knowledge and skills to repair (14 participants, mean 
out-strength = 2.79), repair café workers’ knowledge and skills (17 par
ticipants, mean out-strength = 2.59) and materials and services at the 
repair café (12 participants, mean out-strength = 2.42). This indicates 
that the lack of skills and the trust in repair café volunteers’ skills drove 
participation among the visitors. Moreover, the materials and tools 
offered at the event were often linked to these concepts.

Most participants described themselves as not skilled at repairing 
items, either in general or specifically for the items they had brought in 
for repair. Technical or electronic repairs were most often too advanced 
for the visitors. In fact, electrical devices comprised most of the products 
brought in (Appendix A). Some participants had attempted to repair 
their items at home or had sought help from friends and family. When 
they deemed their efforts unsuccessful, they ultimately decided to visit a 
repair café.

Because of their lack of skills and knowledge, the visitors turned to 
the help of repair café volunteers. The concept of workers’ knowledge and 
skills was included by 17 participants, making it the second most 

Fig. 2. The aggregated mental model combines the individual mental models mapped by the participants (N = 30). The widths of the arrows indicate the sum of the 
weights assigned to the connections in the individual mental model diagrams.

Table 3 
The number and percentage of participants (N = 30) who included each concept 
in their mental model and the mean out-strength of the arrows added from those 
concepts to other concepts per diagram. Note: the mean out-strength can have a 
value above 3 when participants include more than one outgoing arrow from 
one concept to others in their diagrams (e.g. the mean out-strength of 4.33 for 
time and effort).

Concept Participants who included 
the concept

Mean out- 
strength

Environmental concerns 29 (97 %) 2.69
Repair café workers’ knowledge 

and skills
17 (57 %) 2.59

Showing others the importance 
of repair

16 (53 %) 2.06

Social movement 16 (53 %) 2.00
My knowledge and skills to 

repair
14 (47 %) 2.79

Importance of the product 14 (47 %) 2.93
Financial factors 12 (40 %) 2.08
Materials and services at the 

repair café
12 (40 %) 2.42

Necessity of the product 12 (40 %) 2.25
Pleasure of repairing 12 (40 %) 2.50
Condition of the product 8 (27 %) 2.50
My materials 7 (23 %) 1.71
Meeting people at the repair café 4 (13 %) 1.50
Trying new repairing methods 3 (10 %) 3.00
Time and effort 3 (10 %) 4.33
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frequent concept. Participants appreciated volunteers’ efforts when 
diagnosing what was wrong with their products and attempts to find the 
best methods for repairing them. Although some repair cafés volunteers 
were amateur repairers, while others were professional, the participants 
trusted them to be very skilled in repairing. Some participants were 
excited to see the volunteers working on their items — how they were 
opened and what was inside. Other participants said that they are not 
very interested in the act of repairing their items itself but rather just 
wanted to have them back fixed. However, visitors shared a mutual 
appreciation for the volunteers’ skills and efforts. Felicia had good ex
periences with this: 

They do it quickly, and they know what to do. … They’re very friendly, 
and they tell me what they are doing and what they are fixing, so I can 
understand what is broken and needs to be fixed. (Felicia, 64, with a 
toaster and an iron)

In addition, visitors were motivated to visit a repair café because of 
the equipment provided there. Typically, repair cafés have many tools 
and materials, as well as some spare parts, which are used for repairing. 
However, not all visitors were sure about the equipment needed or were 
aware whether they had it at home. Others knew exactly which tools 
they would need and that they would find it at a repair café, such as a 
multimeter to measure electricity. Having the right materials was also 
perceived as making repairs easier.

4.2.3. Showing others and the social movement
Two social drivers were considered strong by most of the visitors: 

showing others the importance of repair (16 participants, mean out- 
strength = 2.06) and the social movement of repair cafés to improve 
product repairability and longevity (16 participants, mean out-strength 
= 2.00). Nine visitors out of 30 did not include either of these concepts. 
Interestingly, another concept that described the social aspect of repair 
cafés, meeting people, was not considered an important driver, which is 
discussed in Section 4.2.7.

The participants were motivated to visit a repair café by the possi
bility of demonstrating the importance of repair to others. When asked 
to whom they would communicate this to, most referred to family 
members, friends or colleagues. Participants often mentioned that they 
did not want to ‘preach’ about repairing but instead demonstrated it 
through their own actions. They also wanted to share knowledge about 
the initiative, especially after a successful repair. Ian explained that he 
wanted to show his family that the burned cable of their air fryer could 
be fixed: 

My family wanted to buy a new one, but I wanted to show that you can 
repair something before buying a new one because it was working 
perfectly fine. So I think that’s why I wanted to come. (Ian, 22, with an 
air fryer)

There were diverse ways in which the social movement was 
perceived as driving a repair café visit. Overall, the visitors felt that the 
aims of the initiative matched well with their own ideas about being 
unwasteful; therefore, they wanted to support it. They declared that the 
social movement was most strongly advocated by the volunteers, but as 
visitors, they could support these efforts by joining the events. To some 
participants, the social movement was meaningful because they con
nected the term with community aspects (doing things together, vol
unteering), which they wanted to support. Dina reflected on this in her 
interview: 

It gives me hope for the future that there are still people who spend their 
Saturdays fixing other people’s stuff. At the same time, we get connected. 
So this one is important. (Dina, 47, with a computer keyboard)

4.2.4. Emotional and functional value of a product
The concept of the importance of the product was created to capture 

emotional value aspects, while the concept of the necessity of the product 

was created for functional value aspects (Terzioğlu, 2021). The former 
was chosen by 14 visitors (mean out-strength = 2.93), and the latter was 
chosen by 12 visitors (mean out-strength = 2.25). For nine participants, 
their products held both types of value.

The visitors provided several examples of how the emotional value of 
their items had driven them to visit a repair café. These visitors reflected 
on their emotional attachment to the products or described how the 
products were used as part of activities that held emotional value to 
them. Often, other people were involved in these examples. For instance, 
Laura had brought an old vacuum cleaner that used to belong to her 
mother; therefore, it was important to her. Melanie was repairing her 
daughter’s clock and explained how happy she was to give it back to her 
on her birthday. To Yusuf, it was important to have the battery of his 
foldable electric bike fixed so that he could use the bike on trips with his 
wife.

Sometimes, participants felt that their products held both emotional 
and functional value. For instance, Paula said that she had a special bond 
with her overlock machine (a serger), because she had bought it with her 
severance pay 10 years previously and that it was necessary for her 
hobby on a weekly basis, as she liked to sew. Overall, functional value 
was reflected in products that were used in mundane activities, such as 
making coffee, cooking with an air fryer, working on a computer, vac
uum cleaning and cycling to work. In these cases, participants reported 
that they needed to repair the products because it would be hard to 
engage in daily activities without them.

The participants who did not include either of the concepts in their 
mapped mental models (n = 13) gave different reasons for not 
perceiving the concepts as important. For example, Otto said that his 
razor was not in any way unique to him and that he did not mind 
growing a beard while it was broken. Xavier, who had brought an 
electric toy and an e-reader to the repair café, explained that both 
products had broken down a few months previously but that he had no 
rush to repair them; thus, they were not particularly important or 
necessary.

To conclude, most of the participants took products to repair cafés 
that had either emotional or functional value for them. Emotionally 
valued products were meaningful because of their history, and some 
were meaningful for an activity that the visitor enjoyed performing. In 
contrast, functionally valued items were needed for mundane activities. 
However, these concepts were not considered important for all. Thirteen 
visitors expressed that neither of these concepts had a role in their 
motivation to visit a repair café. Their visits were motivated by other 
drivers, such as environmental concerns.

4.2.5. Financial factors
Financial factors were included in the mental models mapped by less 

than half of the participants (n = 12). Therefore, most participants did 
not perceive these as important, and those who did often gave them a 
moderate weight in influencing their decision to visit (mean out- 
strength = 2.08). Interestingly, the participants compared the financial 
cost of repairing an item at a repair café both to buying a new product 
and repairing the item at a professional repair shop.

For some participants, repairing items at a repair café was a clear 
financial decision. Those who had chosen financial factors in their 
mapped mental models highlighted that it would be more expensive for 
them to buy a new product (products in question: suitcase, battery of an 
electronic bike, toaster, headphones, microwave and a coffee bean 
grinder) or that hiring a professional repairer would be expensive. Some 
expressed a desire to be conscious of spending their money. Still, 
financial factors were not strongly emphasised in terms of driving their 
motivation to visit.

Most of the participants (n = 18) did not choose financial factors in 
their mapped mental models. These participants explained that they 
could afford to buy replacement products but still wanted to repair the 
items. Even the fact that it was free or at least cheap to repair items at a 
repair café (one can give a voluntary donation) was not perceived as a 
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relevant driver, although it was perceived to ‘lower the barrier’ to visit. 
Interestingly, participants explained that bringing a product to a pro
fessional was often not an option if it had no valid warranty or because 
repair shops repair products at a price that could eventually be higher 
than the cost of a new product.

4.2.6. Pleasure of repairing
The concept of the perceived pleasure of repairing was selected by 12 

participants, often with an arrow indicating a strong influence (mean 
out-strength = 2.50). This indicates that this was not important to the 
majority, but for those to whom it was important, it had a strong 
influence.

Most participants declared that they did not find pleasure in 
repairing items and mentioned that they did not possess many repair 
skills or have much interest in repair as an activity. On the contrary, 
some participants said that they enjoyed repairing and often did it at 
home. These people were also interested in how repair café volunteers 
repaired their products and wanted to learn about repair. Often, repairs 
were performed in collaboration with the repairer and the visitor. 
However, several participants declared that they went to events simply 
to get their products repaired by someone else and that they were not 
very interested in the process themselves, such as Otto: 

So, the pleasure that you get from repairing — well, that is more about 
getting the product repaired, not the action itself, really. It can be satis
fying to be able to do it yourself, but it doesn’t really apply to me. (Otto, 
27, with an electric razor)

4.2.7. Least frequently included concepts
The five least frequently included concepts in the mapped mental 

models were condition of the product (8 participants, mean out-strength 
= 2.50), my materials (7 participants, mean out-strength = 1.71), meeting 
people at the repair café (4 participants, mean out-strength = 1.50), trying 
new repairing methods (3 participants, mean out-strength = 3.00) and 
time and effort (3 participants, mean out-strength = 4.33). In the in
terviews, the participants reported their perceptions of these concepts.

For the majority of participants, the condition and age of their 
products were irrelevant regarding their motivation. However, there 
was a group of eight participants to whom it was a moderately strong 
driver. They mentioned that because the condition of their products was 
good or if the products were quite new, that motivated them to repair 
them. Some mentioned that even though their products were old, they 
still wanted to have them repaired. Therefore, the group was motivated 
to visit a repair café due to their perception of their products being in 
good condition before they broke.

Having or lacking their own tools and materials for repairing items 
were irrelevant for most participants, because they were often not sure 
what kinds of materials were needed for their repairs. As explained in 
the discussion on repair knowledge and skills, most participants felt that 
they lacked the skills to perform repairs or, in a similar vein, decide on 
the materials needed for doing so. The participants who were more 
skilled at repairs could decide on the materials they had and the mate
rials that the repair café had. Thus, the group that included the concept 
often referred to a lack of their own materials.

Most of the participants were not interested in meeting people at a 
repair café. Even though some mentioned that the location had a nice 
social atmosphere, they had either not known that before deciding to 
visit or had not been particularly interested in meeting other people. In 
addition, even though repair cafés’ social movement was appreciated by 
many of the participants, they did not feel that meeting people was a 
driver for their participation. Brian explained his thoughts on this: 

Well, maybe a social event is indeed happening here because I’ve been 
talking to somebody I didn’t know before. But I’m not here to meet new 
people. (Brian, 46, with a coffee bean grinder)

An interest in trying new techniques and tools to repair products did 

not motivate the majority of the visitors to turn up. This was also 
consistent with other choices that the participants had made, with most 
feeling that they did not have repair knowledge or skills or that they did 
not find pleasure or joy in performing repairs. Therefore, it is not sur
prising that they were not interested in trying new repair methods. 
However, three participants expressed this as a strong driver for their 
visits. They were eager to see what repair methods repair café volunteers 
would use when approaching repair problems.

Lastly, only three participants expressed that time and effort had 
affected their decision to visit a repair café, but to them, it was a strong 
motivator. They perceived that it was worth putting time and effort into 
visiting a repair café, and one mentioned that the close distance from 
home motivated them to go there. Some other participants mentioned 
that visiting was more time consuming than buying a new product or 
using professional services. However, it seems that this concept was 
mostly not perceived as relevant when the participants had already 
made the effort to visit. It can be concluded that the participants were 
driven to participate at the café despite the time and effort it took.

5. Discussion

5.1. Implications: the potential of repair cafés

In earlier studies, repair cafés have been criticised for attracting 
‘converted crowds’, meaning people who already have a positive atti
tude towards repairs (Korsunova et al., 2023; Moalem and Mosgaard, 
2021). In the present study, the data showed that concerns about envi
ronmental waste were indeed an important driver for visiting repair 
cafés. At the same time, it was shown that participants were often 
motivated to join because of their perceived lack of skills and knowledge 
to perform repairs themselves. These findings suggest that repair cafés 
attract consumers who, despite their environmental concerns, are 
incapable of repairing items themselves. This argues for the importance 
of community initiatives, such as repair cafés organising repairs in 
modern society. These initiatives provide an important infrastructure 
that enables items to be repaired for consumers who are willing but 
cannot perform them themselves (Hobson et al., 2021).

Previous studies have found that consumers are more likely to repair 
products to which they are emotionally attached (Ackermann et al., 
2018; Mugge et al., 2010). These are partly supported by the findings of 
this study from the community repair context, since almost half of the 
participants considered emotional value important regarding their 
motivation to visit a repair café. Furthermore, the functional value of 
their products was relevant for most of the participants. Still, more than 
10 participants did not include either of these concepts, indicating that 
other drivers were more important for visiting a repair café. This is 
intriguing because, from a circular economy perspective, it is important 
that people also take care of products to which they are not emotionally 
attached (Ackermann et al., 2018), and the findings of this study 
demonstrate that repair cafés can potentially drive this kind of 
behaviour.

The pleasure of repairing items did not motivate most of the par
ticipants to visit, and an even larger number did not consider trying new 
repairing methods important for their motivation. An earlier study 
found that some visitors take up a ‘customer attitude’ when joining 
repair cafés (Madon, 2022). This means that despite the collective 
learning objective of the initiative, they are not interested in the 
repairing act itself or learning new skills. The current explorative study 
on the drivers of visiting seems to support this notion to some extent. 
However, this group of people are still exposed to the social experience 
of repairing items, which can motivate them to take care of their 
products’ durability (Madon, 2022; Meiβner, 2021; van der Velden, 
2021). Successful repair experiences have also been found to be critical 
drivers for continued engagement in repair (Jaeger-Erben et al., 2021; 
Korsunova et al., 2023; Parajuly et al., 2023), and repair cafés can 
expand opportunities for repair education (Lundberg et al., 2024). 
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Therefore, it is important that repair cafés allow visitors to join who do 
not explicitly prioritise learning as a motivator to participate.

Interestingly, the data from this study showed that repair café visi
tors do not consider meeting people in the local community an impor
tant driver for visiting, although earlier studies have highlighted this as 
a relevant driver for volunteer organisers (Charter and Keiller, 2018; 
Spekkink et al., 2022). This is an important aspect to consider when 
encouraging different types of participants (i.e. volunteer organisers and 
visitors). However, when compared to earlier studies, the current 
study’s findings suggest that the two groups share some common drivers 
— namely, environmental concerns, a perceived interest in encouraging 
others to repair (with volunteers more directly involved at repair cafés 
and visitors in relation to their family and friends) and a desire to sup
port the repair café social movement (Charter and Keiller, 2018; Spek
kink et al., 2022). Further comparative studies should explore this to 
better understand the differences and similarities between groups of 
participants.

There was an intriguing difference between the study participants 
regarding the significance of financial factors in their decision to visit a 
repair café. While 12 participants felt that financial considerations 
motivated their participation, most did not view these factors as 
important. This contrasts with earlier studies that highlighted financial 
aspects as a critical barrier to soliciting repair services (Fachbach et al., 
2022; Jaeger-Erben et al., 2021; Laitala et al., 2021). This finding in
dicates that within the context of repair cafés (that are often free of 
charge), the financial barriers can be overcome, and therefore visitors 
may perceive them as less critical. However, this cannot be generalised 
to self-repair and professional repair contexts.

To summarise, this study offers critical notions on how to promote 
visits to repair cafés and enable repairs, especially for people who are 
unfamiliar with repair techniques. At repair cafés, visitors are willing to 
repair products that hold emotional value and products that do not, 
which is critical from a circular economy point of view. By allowing the 
volatile participation of visitors with different drivers to join, repair 
cafés can also attract audiences who are not as interested in repair 
techniques but might still be prompted to repair in the future after a 
successful visit to a repair café. Therefore, this study argues that the 
social experiences provided at repair cafés and similar initiatives play a 
key role in promoting repair for contemporary consumers. Such social 
experiences should also be nurtured in other types of communities to 
encourage consumers’ participation in the circular economy.

5.2. Theoretical contributions and future research directions

This study extends knowledge in the consumer repair literature in 
three ways. First, the findings revealed what drives repair in the social 
context of repair cafés, which has been neglected in earlier studies (e.g. 
Jaeger-Erben et al., 2021; Korsunova et al., 2023; Laitala et al., 2021). 
They also demonstrated how repair not only has similar drivers at repair 
cafés as in other contexts, such as environmental concerns (Fachbach 
et al., 2022; Terzioğlu, 2021), but also specific drivers related to this 
context, such as the initiative’s social movement. Furthermore, the 
findings suggest that, specifically in the context of repair café visits, 
neither products’ perceived emotional value nor financial consider
ations always play a key role in driving repair. Altogether, the findings 
suggest that some of the barriers highlighted in other contexts (e.g. the 
perceived costliness of a repair or a lack of skills) can be overcome in the 
context of repair cafés.

Based on these findings, future studies are encouraged to further 
explore the decision-making processes related to consumer repair in this 
context. By focusing on communities, future research can address 
questions regarding the social aspects of repairing items, such as what 
specifically drives participation in community repair compared to 
repairing items alone or visiting a repair shop. This study finds that the 
social drivers of showing others the importance of repair and partici
pating in a social movement are important in visiting repair cafés and 

these should be further explored using other methods.
Second, this study introduces a new methodological approach to 

consumer (repair) studies. Earlier studies utilised both qualitative and 
quantitative methods to identify the drivers and barriers to repair 
(Ackermann et al., 2018; Fachbach et al., 2022; Terzioğlu, 2021). Using 
the mental model approach, this study was able to elicit consumers’ 
perceptions of the motivational process leading to the decision to repair. 
With the help of a user-friendly tool, mental model visualisations were 
collected directly from the participants and quantified (van den Broek 
et al., 2021a). This method can be considered a next step in studying 
repair motivation, as it deductively builds on earlier research but is also 
a new way to analyse repair motivation.

It is hoped that this study will encourage future research to utilise 
this methodological approach to compare mental models of repair 
motivation in different contexts, such as self-repair, professional repair 
and community repair. For instance, it would be interesting to analyse 
how mental models differ in regions with a strong repair café culture 
compared to other regions to understand which drivers and barriers to 
repair are specific to them. Moreover, the mental model mapping 
method can be used to identify subgroups or archetypes of repair café 
visitors. Scaling up such data collection would enable a systematic 
comparison of mental models within subgroups (van den Broek et al., 
2023; de Ridder et al., 2022).

Third, this study contributes to the consumer repair literature, which 
is interconnected with the circular economy literature. This body of 
literature acknowledges community repair initiatives’ potential not only 
in enabling individuals’ behavioural changes but also in influencing 
other actors and institutions in society (Bradley and Persson, 2022; 
Luukkonen et al., 2024; Spekkink et al., 2022). This study offers critical 
information on consumers’ drivers to participate in such community 
initiatives and aims to inspire future inquiries into this topic in consumer 
repair studies. Specifically, future studies should pay attention to how 
repair initiatives can overcome the main barriers related to repair 
(Roskladka et al., 2023) and increase consumers’ willingness to partic
ipate in the circular economy in other forms. Overall, future research on 
community initiatives can answer the need to understand the social 
aspects of the circular economy transition (Padilla-Rivera et al., 2021; 
Zavos et al., 2024).

6. Conclusion

Repair cafés and similar initiatives have the potential to put repair 
back on the table for contemporary consumers and accelerate policy
makers’ and businesses’ efforts to increase repair practices and the 
transition to a circular economy. This study set out to explore the drivers 
behind repair café visits, which earlier research neglected. Through a 
mental model approach utilising mapping techniques and interviews 
with 30 visitors, the structure of the participants’ mental models was 
analysed, and qualitative insights were drawn into their perception of 
the role of different drivers. The findings highlight the key drivers of 
repair café attendance: environmental concerns; profiting from the 
knowledge, skills and materials available at repair cafés; the desire to 
demonstrate the importance of repair; and being part of a social 
movement. Also, the emotional and functional value of the product were 
strong drivers to some, but financial factors and the pleasure of repairing 
items were among the weakest drivers.

The findings extend the literature on consumer repair through their 
identification of a set of key drivers for repair café visits that comple
ments findings from the self-repair and professional repair service con
texts. For instance, repair cafés enable consumers to collectively 
demonstrate their ideas of repair’s importance and support a social 
movement that is not as visible when repairs are performed at home or 
in a repair shop. The findings also suggest that some of the key drivers 
identified in other contexts, such as the emotional value of the product 
and financial factors, do not always play a role in driving repair café 
visits. Therefore, it can be seen that repair cafés and similar initiatives 
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have the potential to drive a type of repair behaviour that is different 
from other forms of repair. Lastly, this study offers implications for how 
to support and direct repair initiatives’ actions, such as how to attract 
visitors compared to volunteer organisers. It can be seen that the 
strength of repair initiatives lies in accepting the volatile participation of 
visitors with differing drivers and that understanding these drivers 
contributes to their development.
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Appendices. 

Appendix A. Information on the study participants

Pseudonym Age Gender Education level Visits to repair 
cafés

Product(s) for repair Repair skills (as described in the 
interviews)

Anna 52 Female University degree First Calculator and extension cord Not skilled
Brian 46 Male Higher professional education First Coffee bean grinder Not technically skilled
Cecilia 45 Female Higher professional education First Battery Not skilled with electronics
Daniel 33 Male Higher professional education First Microwave Not skilled
Ethan 40 Male Vocational education and 

training
First Vacuum cleaner Skilled

Felicia 64 Female Vocational education and 
training

Second Toaster, iron Not skilled with electronics

George 60 Male High school First Trousers Not skilled in sewing
Harry 28 Male University degree First Bike Not skilled
Ian 22 Male Higher professional education First Air fryer Not skilled
Jonas 52 Male Higher professional education First LG monitor Skilled
Keira 32 Female University degree First Coffee maker Not skilled
Laura 69 Female Higher professional education First Vacuum cleaner Not sure about own skills
Melanie 65 Female University degree Second Clock Not technically skilled
Nora 28 Female Vocational education and 

training
Second Coffee maker Not skilled

Otto 27 Male University degree First Electric razor Not skilled with electronics
Paula 58 Female Vocational education and 

training
First Overlock machine (a serger) Not technically skilled

Quentin 61 Male University degree First Iron, thermostat controller Not skilled with electronics
Rory 30 Prefer not to 

say
University degree Third Iron Skilled

Steven 23 Male High school Second Toaster Not skilled with electronics
Umberto 60 Male High school Second Video player, screwing machine, 

printer
Not skilled with electronics

Vera 62 Female High school First Barbeque Not skilled with electronics
William 34 Male University degree First Robot vacuum cleaner Not skilled
Xavier 45 Male Higher professional education First Electric toy, e-reader Not skilled
Yusuf 53 Male University degree First E-bike battery Not skilled with electronics
Zane 53 Male University degree Second Lawnmower, computer monitor Not skilled
Ada 64 Female Higher professional education More than fourth Hedge trimmer, extension cord Skilled
Ben 24 Male University degree First Suitcase Not skilled
Camilla 19 Female University degree First Roller skates, headphones Not skilled
Dina 47 Female University degree Fourth Computer keyboard Not skilled with electronics
Erika 35 Female University degree First Hairdryer Not skilled with electronics

Appendix B. Description of the phases of the interview, including the instructions given to the participants for carrying out the M-Tool mapping task

The interview phases.

1. The participant reads the information sheet and signs the informed consent form. The researcher asks if the interview can be audio recorded.
2. The introduction to the study is read out to the participant:

“In this study, we are interested in your motivation for coming to the 
repair café to repair your product today. Next, you are given a task in 
which you create a map of this motivation.”
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3. The participant is given a tablet to conduct the M-Tool mapping task. The researcher shows the participant how M-tool works and reads out the 
instructions:
“I will first ask you to do a practice task. It illustrates the process that 
influences happiness. On the left, you have icons for work, food, 
money, sleep and friendship. The smiley face here is the target: 
happiness. On the right, you have arrows of different sizes to show 
the relation between the images. The large arrow is for a strong in
fluence, the medium arrow is for a moderate influence and the thin 
arrow is for a weak influence. Please now try to recreate this image 
yourself.”

4. The participant performs the M-Tool practice task. When the task is complete, the participant moves on to the actual task. The researcher gives the 
icon explanation sheets to the participant. When the participant is ready, the researcher reads the following instructions:
“First, I want you to think which of these factors are important to 
you. Move the relevant icons to the middle screen. You can choose as 
many images as you like.

Second, organise these images to show which comes first, which 
comes next and how they influence each other.

Third, add arrows between the images to show the influences. Make 
sure you choose a large arrow for the strongest influence, a medium 
arrow for a moderate influence and a thin arrow for a weak 
influence.

You can think out loud while you do the task. You can now start.”

5. The participant starts mapping their own mental model. If they have questions about the concepts, they are advised to consult the materials given 
to them, or the material texts are read out loud to them.

6. When the participant is ready, they are asked to explain their decisions to the researcher. The researcher asks both follow-up questions and 
clarifying questions about each of the concepts and the connections used in the mapped mental model as well as why the remaining concepts have 
been left out. The researcher also asks if the participant feels that there are any concepts missing from the list provided to them.

7. The participant fills out the demographic survey.
8. The interview ends.
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Spekkink, W., Rödl, M., Charter, M., 2022. Repair cafés and precious plastic as translocal 
networks for the circular economy. J. Clean. Prod. 380, 135125. https://doi.org/ 
10.1016/j.jclepro.2022.135125.
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