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ABSTRACT

Car Sharing Service is provided with sharing the vehicleas you can use it anywhere and
anytime. The paper verified the factors impact between providing infrastructure characteristics
such as scarcity, system quality and service quality and user evaluation factors based on
DeLone & McLean IS Success Model. User evaluation factors have an influence on net
benefit. D&M IS model mainly proved inner organization impact. The research collected
experienced car sharing service, we analyzed the 224 respondents. The result of the hypothesis
follows. The scarcity of time is negatively related to perceived social support and app trust.
Provisional coupon is positively related to perceived social support and app trust.

But, scarcity of quantity is not related to user evaluation factors. Most of the system
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qualities are related to app trust, however, privacy concern isn’t related to app trust. the
paper’s demographic characteristic is lack of experience frequency. User evaluation factors
that are perceived social support and app trust are positively related to user satisfaction and
WoM intention. User satisfaction is individual impact and WoM intention is organization
impact. Two factors are the net benefit in car sharing service. The area of sharing economy
should more study about correlation among experimental various factors. Thus, the paper
has different significant from antecedent research. because of trying to experimental analysis.
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(Figure 1) Updated DelLone and MclLean IS Success Model(2003)
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(Table 1) Operational Definitions for Constructs

Constructs Operational Definitions Reference
- The degree to which you can access information provided by your | Nelson et al.
Accessibility .
app with less effort [30]
Privacy Concern | The degree to concern that personal information is exposed Dinev([10]
o . . . L Nel t al.
Flexibility The degree to which app can adapt and change in various situation ¢ S([)go]e
. . The degree of benefit that an individual gains from participating in Kankanhali
Reciprocity . . .
social information exchange in an app [21]
. . . .. . L
Scarcity of Time| The degree to time limit of available products ee.and
Choi[25]
Scarcity of N . Lee and
. Thy | f labl .
Quantity e degree to quantity limit of available products Choi[25]
Provisional Consumer awareness of coupons temporarily offered by apps Lee and
Coupon P porarty v apb Choil25]
Knowledge and confidence in service and staff resources and ability | Parasuraman
Assurance .
to give truth et al.[32]
The ability of the sevice to display individual interest and affection to| Parasuraman
Empathy
the customer et al.[32]
PercglzssorStoaal The degree of social sources to gain for the network community Lee[267t] al.
App Trust The degree of app trust Gefen[14]
User The degree of satisfaction that individual thinks about a DeLone and
Satisfaction & b McLean[6]
WoM Intention The degree of .non*commercial communication on online community | Cheung and
between acquaintances Lee[3]
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Average Variance Extracted)7} 05 o] of, HE iE|ojof 8h5 ofu|slH W47ke] gk
Nd A& = (Construct Reliability) 7} 0.7 ©]% & FA ofof k= A& wetth AVES]
d wf AA 2P MFEH 7t SHE A5E At ghol 7t dld W] Al Hef &
FHERGAd o] EAg I Bl 7F W w2 2ol yhd Bt ek EAeH1]

(Table 2) The Validity of Survey Instruments

Variable Ttems Liﬁ%rg Reliability
Pn'CZ.I am cpncemed that the personal information provided to the app 0.869
. is available to others
(Pﬁvaci)fng) ncern) PriC3. }Saflr;e%o?gegrrllei Iflll}l“iz rf(lileed p\e;r;)(])nal information provided to the app 0.858 0.935
PriC4. I'm concerned that your personal information will be visible to app.| 0.853
WI WI2. 1 want to share app with others 0.813 0872
(WoM Intention) | WI3, I will try to share app service experience 0.777 ’
PCl. Temporarily offered coupons are fun to use with app 0.764
(Profigion al PC2. Temporap'ly offered coupons give the impression of returning costs 0757 0.8%8
Coupon) when u51.r1g the service . : .
PC3. Temporarily offered coupons motivate you to keep using your service| 0.693
SQI1. Car sharing service is available in limited quantity 0.761
(Scafc?ty .+ [SQ2. The quantity of car shering services available in the app s not suffcent.| 0.749 | 000
Quantity) SQ3. Since the quantity available is limited, other consumers are more| oo
likely to use it first
ABI1. With the app, you can easily access the servies you provide 0.817
( Acccéiigbﬂit\/) AB?2. Use the app to provide services. 0.756 0.831
: AB3. The app gives you easy access to the services available 0.674
AS AS]. Ensure safety for customers to trade comfortably 0.847 0818
(Assurance) | AS2. Ensure safety and service in the event of an accident 0.750 ’
PSS | PSSI. Through the app, I am recognized as a worthy existence. 0.794
(Pcr%%;g(imS)mal PSS2. Apps recognize my activity so I can feel proud 0.735 0791
AT ATI. I believe that apps are good. 0.781 0767
(App Trust) | AT2. I trust app 0.633 '
ST ST1. Car sharing services have limited time available 0.826 )
(Scarcity of Time)| T2 Vehicles that can be borrowed from the car sharing service will be| ) 7o= 0.795
sold out soon
PR2. Evely ti_me information is needed, other customers will leave the 0.740
RP information they need. 08418
(Reciprocity) | PR3. Other customers will benefit from the information when sharing 0647 ’
information i
. US1. App is satisfying because it meets my knowledge and information
us : 0.746
(User Satisfaction) processmg bneeds. - ; 0.7%6
US2. I am satisfied with the benefits of using the app 0.567
EP EP2. Your app is personal to the customer 0.693 0791
(Empathy) EP3. Your app is very sincere about your interests. 0.679 ’
FB1. App service provides a system that can reflect the various needs 0.769
of customers
(Flez]l)si]jty) FB2. The app provides a flexible response to new needs and conditions| 0.713 0.816
FB3. When various requirements arise, the car sharing service provides 0,691
the relevant functions as appropriate
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(Table 3) The Result of Convergent and Discriminant Validity

AB| AS | AT | EP | FB | IU | PC | PSS | PiC | RP | SQ | ST | US
AB | 0862
AS | 0450 | 0918
AT | 0545 | 0358 | 0.900
EP | 0.3% | 0559 | 0.407 | 0.909
FB | 0537 | 0572 | 0495 | 0422 | 0.8%
U | 04330437 | 0513 | 0495 | 0457 | 0.942
PC | 0542|0435 | 0579 | 0334 | 0.445 | 0599 | 0.904
PSS | 0.349 | 0428 | 0449 | 0548 | 0.380 | 0.558 | 0.477 | 0.909
PriC | 0215 | 0.267 | 0279 | 0432 | 0.290 | 0.329 | 0.278 | 0.400 | 0.940
RP | 0470 | 0480 | 0.591 | 0610 | 0.474 | 0586 | 0631 | 0.536 | 0445 | 0.876
SQ 03830404 | 0279|0365 | 0441 | 0.326 | 0277 | 0369 | 0410 | 0.377 | 0.858
ST | 0280 | 0333|0159 | 0.29 | 0.412 | 0.302 | 0.206 | 0.365 | 0.340 | 0.318 | 0586 | 0.895
US| 0373|0379 | 0665 | 0.460 | 0391 | 0581 | 0.602 | 0496 | 0.3%9 | 0.632 | 0328 | 0.274 | 0.911
AVE | 0744 | 0.843 [ 0.811 | 0.826 | 0.730 | 0.887 | 0.818 | 0.827 | 0.8%5 | 0.767 | 0.736 | 0.801 | 0.831
Construct | g0 | 0,915 | 0.895 | 0905 | 0.890 | 0.940 | 0.931 | 0.905 | 0.958 | 0.908 | 0,893 | 0.889 | 0.907
Reliability
2 AT wae) A% AVE go] 0730~ omi 04520) e 2 nelA & 4
08870] vheh 25 05 ®rp 2 gro= A a]=2 TR ] A AkE| g okl A 015t
3, 7 21F]9] ghe] 0.893~0958% e} B =7) wjio] ok7F o MuE S sb4 JHA A
070t W B 2EH] & PAAGE A BAVE Qe 28 mEd
FHEFIAS g1 & 5 A8t} <Table 3>} 34 WMGET AXH ALS Y X|X] 9] FA
2ol AVE A9 ghol sl wse] AAd ol A% Az} AN H] FEE ALFA A
urh EE A8E BT Ry gy By AE dud BA40R 498 99Ee o
o] FHEHUSS AT EFITHHL p < 005, H3 p < 001). 221} 714
W2 A% 3 A8 A8 A9
A M= EAH R Foletx] &a 7]y
5. 7H24 AA Aok sl WFE g Ao ACNA 7
A HAQD Ak AT 9 2o A(+)e] P&k
B Aol M A4S ¢35t PLS(Partial S = Aol d=sgony 7 HA A
Least Square) P44 #HE ANt FO)9 92 FE 202 verth-0129
AR A= <Figure 4>9F 2t} p <000). 7Hd Ho9l QX AFs|4 A|A] W=
AT el g wdeks AAASF o ol A Sukl BanE BAHL
(P Alg ge sk Ay QAd A3 A 2 o3 S 2] 3 7 HEQl EAl
A 0458 AL, o A= 0079 A AL TEY A FAMOE folF 9%
WE e g MEL 04019 MRS P F
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B R A S SR A S s :

E Momentary Characteristic !

E | Scarcity of Time (+) i

E | Scarcity of Quantity (+) k; Smmmmmmmmmmmmmmomeemy e |

| \ Customer Evaluation ; : Net Benefit |

i : I

E | Provisional Coupon (+) R?: 0.435 : : R?: 0.452 !

S e———— ; | |

fm e S P'elic;wed (+) ' WoM Intention (+) :

' System Quality ocial Support |

i | Accessibility (+) :

i I

] _re |

E | Flexibility (+) 5% a7 i

i Privacy Concern (-) e \ I

: | - } »’ / g @ user (|

: | Reciprocity (+) 3 Satisfaction :

e ST R?:0.491 !

femmmmmmmmmmmmmmmmm ey AL

; Service Quality

E | Empathy (+) ¥ — Supported

S + Reject

! | Assurance (+) |' H

(Figure 4) Result of Proposed Model

Alzgl FE A A 1Y 39 7P HISR! 9} A= 31 otz ol e daF
32 Y Aol AR frod JiFe L < TH(p <005), 7Hd HI691 AHEA} vhol &=
A LHHT, HR, H10 p < 001) 7Hd H9Q! =&} g A=E AR o3t d3S Frkp <
oA QI g AFe] EAHCE felax 00D We] B Aol Al & B 4k
e AL mEAGT ATEATAENS & AR RIS} gl FHsE o
Hghe Wl ol § Aol JUHOR AL B 2 Folo] AAelAE BEGL 2ol AR 2
ol ARgAR7} ob#] afo]HAle] thgt o]4rE 431 A #HPerformance)l] 8-S A Hh
QA8HA] Fakal Stk A ow deETh A npA ko 2 7k HITQL <= 319 2ke] AV ellA]
2 FA91 7P HIIQ) 3242 QA E AL3l A ARG} W2 3] oltee] ()] e U

]

T 7P HI2 THp < 0.00).

& Aol 029l 3 sl L8R BET
2R 7k 229 71 HI3 9AE A48 A 6. 4 =
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