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ABSTRACT

Since 2015, the Sharing Economy has been booming in China, sharing car
as a new thing, rapidly introducing to China and getting incredible growth, The
common view of automotive industry believes that car-sharing will lead to
profound changes of the roles to OEM, from car manufacturer to service provider.
Based on that, major car makers and ICT companies joined the games and
actively layout of the market. However, with continuing corona-virus pandemic in
the past two years, the growth rate of sharing car is far from expected and facing
the problem of low market penetration rate and difficult to balancing revenue and
expenditure.

Based on the above, this thesis conducts a qualitative research for the
car-sharing industry and its consumer behavior, especially on the theory of the
technology acceptance and decided to do analysis of the theory of Extended
Unified Theory of Acceptance and Use of Technology (UTAUT?2). This thesis
determined the factors of performance expectancy, effort expectancy, social
influence, facilitating conditions which influence consumers’ car sharing intention
and behavior, and add the price value, sharing characteristic into the model as new
variables, finally re-built the empirical model and proposed the corresponding
hypothesis.

Targeting to the car sharing customers, and collaborating with a car-sharing
company, we conducted a questionnaire survey and received 812 valid data. The
SPSS20.0 and AMOS17.0 statistical software were used to analyze the survey
data and test the hypotheses. We first performed a descriptive statistical analysis
and multiple correspondence analysis to the questionnaire data to understand the
relationship between car sharing behaviors and demographic characteristics of
consumers. The reliability and validity of the data were tested through exploratory
factor analysis and confirmatory factor analysis. Based on the results of factor
analysis, the theoretical model of influencing factors of car sharing was adjusted.
A structural equation model analysis was developed to test the hypotheses, in
order to clarify the important factors affecting car sharing and their relationships,
through multi-group structural equation model to explore the regulating effect of
customer intention and behavior in car sharing on theoretical model.

The results show that effort expectancy, performance expectancy, social

influence, sharing characteristic, have positive and significant effects on
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consumers' car sharing intention or behavior, but facilitating conditions have
negative and significant effect on consumers’ behavior; the prices value does not
have a significantly effect on consumers’ intention. Finally, car-sharing
consumers’ intention has a positive and significant effect on consumers’ behavior
and recommendation behavior. Based on the results of our analysis, the paper
proposed strategies in terms of product, service, and promotion for the car-sharing
enterprises, to improve consumer’s acceptance of sharing products, the
satisfaction of car sharing, attract and encourage more consumers to choose

car-sharing.

Keywords : Car sharing ; UTAUT2 ; Structural Equation Model ; Multi-group

Analysis
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