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A Study on Consumer Sharing Economy Service Usage Attitudes and Usage Intentions

Seung Sin Lee
Department of Global Trade and Consumer, Division of Global Business, Konkuk University, Seoul, Korea

Abstract

The recent global economic crisis has resulted in increased discussion and attention on the sharing economy, a form
of economic activity where individuals share currently available products. This study investigates consumer sharing
economy usage attitudes and usage intentions by applying rational choice theory. For this study, an investigation
that had 400 adult consumers from across Korea answer a structured questionnaire was conducted. A statistical
approach using SPSS ver. 22.0 was used to analyze the data. The study found that the consumer's sharing economy
value and participation levels were higher than usual. Higher than usual consumption patterns were seen for the
construct of rational behavior theory. An analysis of the relative influence of variables regarding sharing economy
usage intention also found that usage intention was higher for those who had experienced using a sharing
economy services rather than those who did not have experience. In addition, the sharing economy usage intention
also increased along with the values for subjective norms, sharing economy usage attitudes, sharing economy
participation, sharing economy emotional benefits, and increased values. This study found that fundamental
materials for consumer education should be made to eliminate difficulties that consumers have when they use
sharing economy services. It is also expected that economic policy will develop to stimulate the sharing economy
in a stable manner, that sharing economy-related information will be provided to consumers, and that consumer
policies will be prepared to prevent consumer problems before they occur.
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Table 1. Major Domestic and International Sharing Economy Service Companies
Category US. E(:‘:aniany Korea

Car share Zipcar, Goget, WhizzCar BMW DriveNow (Germany), Volkswagen Quicar (Germany) SOCAR

Accommodation share Airbnb Wimdu (Germany) BnBHero, Kozaza

Toy share BabyPlays Dimdom (France) -

Speelotheken (The Netherlands)

Clothing share thredUP, DressVault

Swap in the city (Germany)

Kiple, The Open Closet, Colux

Space share Cloo, Restolib SharedSpace (Germany) CO-UP

Book share - - Bookoob
Dining meeting share - - Zipbob
Education share - - Pumasipower

Kwon [48].
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Table 2. Scales

Family and Environment Research fer

Variable

Content

Cronbach o

Socio-demographic characteristics

Sharing economy Sharing economy  Rational benefit

related variable value

Emotional benefit

Sharing economy
involvement

Sharing economy services related variable  Subjective norm

Sharing economy
service usage
attitude

Sharing economy service usage intention

Gender, age, education, marriage, job, position, monthly income,
sharing economy service experience

Sharing economy is practical.

Sharing economy is efficient.

Sharing economy will be profitable to providers.

Sharing economy can lower consumer costs.

Sharing economy can improve people’s lives.

Sharing economy can efficiently utilize leftover resources.

Sharing economy makes you feel the happiness of sharing and caring.

Sharing economy has ethical value for all participants.

Sharing economy can build confidence between strangers.

Sharing economy makes you feel a sense of responsibility as a social act.

Sharing economy makes you feel a sense of belonging as a valuable member of
the social community.

Sharing economy is important.

Sharing economy is related to me.

Sharing economy has meaning.

Sharing economy is useful.

Sharing economy is valuable.

Sharing economy is crucial.

Sharing economy is helpful.

| am interested in sharing economy.

Sharing economy is desirable.

Sharing economy is necessary.

My family will approve of me using a sharing economy service.

My friends and colleagues will approve of me using a sharing economy service.

If my family recommends a sharing economy service, | will use it.

If my friends or colleagues recommend a sharing economy service, | will use it.

| think sharing economy service is useful.

| think sharing economy service is good.

| think favorably about sharing economy service.

| think using a sharing economy service is wise.

| think using a sharing economy service is beneficial.

| think using a sharing economy service is a valuable thing.

| think using a sharing economy service is a good experience.

| think using a sharing economy service is a pleasant thing.

l'intend to use a sharing economy service in the future.

I will periodically use a sharing economy service.

I will actively use a sharing economy service.

| will actively recommend a sharing economy service to other people.

I will say good things about a sharing economy service to other people.
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Table 3. Socio-Demographic Characteristics (V=400)

o5e)7h4] @afel 2| A 2]

=
efek fofed

Variable Group n (%)
Gender Male 182 (45.5)
Female 218 (54.5)
Age 20s 120 (30.0)
30s 138 (34.5)
40s 142 (35.5)
M (SD) 35.06 (8.14)
Marriage Married 192 (48.0)
Single 208 (52.0)
Position Seoul 148 (37.0)
Metropolitan city 09 (27.3)
Province 143 (35.8)
Education <15 yr 58 (39.5)
>16yr 242 (60.5)
M (SD) 15.01 (2.06)
Job Specialized job/technical worker 59 (14.8)
Management/office worker 184 (46.0)
Self-employee/salesservice 45 (11.3)
Housewife/student/others 112 (28.0)
Monthly income <100 99 (24.8)
(10,000 KRW)
101-200 97 (24.3)
201-300 82 (20.5)
>301 122 (30.5)
M (SD) 262.92 (206.04)
Sharing economy  Yes 200 (50.0)
service experience  No 200 (50.0)
KRW, Korean Won.
www.fer.or.kr
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Table 4. Results of Exploratory Factor Analysis

Family and Environment Research fer

Factor

Item Rational benefit Emotional benefit 4 M (sD)
Sharing economy is practical. 847 178 749 3.87 (57)
Sharing economy is efficient. 791 .209 .669
Sharing economy can efficiently utilize leftover resources. 775 251 .664
Sharing economy can lower consumer costs. 754 293 .655
Sharing economy can improve people’s lives. 691 343 .595
Sharing economy will be profitable to providers. 610 355 498
Sharing economy makes you feel a sense of responsibility as a social act. 244 .796 .694 3.59 (61)
Sharing economy has ethical value for all participants. 203 781 651
Sharing economy can build trust between strangers. 277 769 .668
Sharing economy makes you feel a sense of belonging as a valuable member of 245 747 619
the social community.
Sharing economy makes you feel the happiness of sharing and caring. 339 .686 .586
Eigenvalue 3.714 3.333 3.74 (.53)
% Of variance 33.761 30.301
Cumulative variance 33.761 64.063
Cronbach o 881 860
4, ZAHRI| AFE|QlrshH Ed Table 5. Sharing Economy Involvement
A gRre) Abslelpets S48 Tlotsl] Slete] 4, < o " o
F, AEolR, A, o, A]l, E9das, 3dAl o187 Sharing economy is important. 373 .68
oS A RGO T Auk= Table 33t AT, Sharing economy is related to me. 3.49 86
Sharing economy has meaning. 3.87 7
Sharing economy is useful. 3.95 74
E?’E:IEI' Sharing economy is valuable. 3.89 73
Sharing economy is crucial. 3.52 74
| BoZN BEHA Sharing economy is helpful. 3.88 .72
[ am interested in sharing economy. 3.58 .88
Sharing economy is desirable. 3.77 .72
D) TR73A 71 8824} =& Sharing economy is necessary. 3.89 74
2B A ZHA]of] Thek QoA AR Ak Total 376 59
Table 42F 2. IFull markis 5.
2 ate] nol Avke Bl & 117e) Bake o7fe) 8
QLo 2EERIC, Rl FelH ad /bR Wysiglon],  2) FHAA BelEe 42
JLpgko] 3.7140]a1, Ay FARS 33.761%, A12|mi= 881& ot e 7 ukbdo] 3.7640

ERtTh, 8212 g4 sllE AR skl o, alfgho]
3.3330]a1, A FARS- 30,301%, AlF|E= 86002 LiElyith,

97 xﬂ 7}219] QoI 4228 AFHEH Table 49t 2} 2
FA 71 ale] AA| Bk 3,742 vepgon, 9w
A el A] s 7k)7) 3,874, 74 S 7k 7} 3,59
o= vehath,
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Table 6. Differences of Sharing Economy Related Variables with Socio-Demographic

Sharing economy value Sharing economy

Variable Group Rational benefit Emotional benefit involvement
M D’ M D’ M D’
Gender Male 394 3.61 3.83
Female 3.82 3.56 3.69
t 2142 808 2345
Age 20s 3.83 345 a 3.67 a
30s 3.82 3.56 a 3.71 a
40s 3.95 3.73 b 3.88 b
F 2184 7.021" 5195
Marriage Married 385 374 3.85
Single 3.80 3.44 3.67
t 2657 4923" 3.060
Position Seoul 3.94 3.72 b 3.80
Metropolitan city 3.86 3.56 a 3.72
Province 3.81 347 a 373
F 1.834 6.706" 74
Education <15 yr 372 3.49 3.58
216 yr 3.97 3.65 3.87
t -4275" -2.596' -4958"
Job Specialized job/technical worker 3.80 3.48 3.71 ab
Management/office worker 3.94 3.67 3.85 b
Self-employee/sales-service 3.70 3.45 3.59 a
Housewife/student/others 3.87 3.56 3.69 ab
F 2539 2541 3427
Monthly income <100 3.79 a 348 ab 3.64 a
(10,000 KRW)
101-200 3.71 a 3.38 a 3.60 a
201-300 3.81 a 3.61 b 3.72 a
>301 41 b 3.82 C 4,00 b
F 10930" 11.728" 11165
Sharing economy Yes 4.08 3.72 3.99
service experience
No 3.66 3.45 3.52
t 7877 4586" 8.704"

KRW, Korean Won.
“Duncan’s multiple range test, a<b<c.
'p<.05, p<.01, p<.001.
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Table 7. Sharing Economy Service Usage Attitudes

Item M SD
| think a sharing economy service is useful. 3.89 .68
[ think a sharing economy service is good. 3.79 71
| think favorably about a sharing economy service. 376 .78
| think using a sharing economy service is wise. 3.79 .78
| think using a sharing economy service is beneficial. 375 .75
| think using a sharing economy service is a valuable thing. 372 .76
I think using a sharing economy service is a good experience. ~ 3.84 71
I think using a sharing economy service is a pleasant thing. ~ 3.50 72
Total 376 .59
Full mark is 5.
Table 8. Subjective Norms

Item M SD

My family will approve of me using a sharing economy service. ~ 3.66 .71

My friends anfj colleagues will approve of me using a sharing 170 73

economy service.

If my family recommends sharing economy service, | will useit.  3.67 .79

If my friends or colleagues recommend sharing economy
service, | will use it.

Total 3.66 64

364 77

IFull mark is 5.
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Table 9. The Differences of Sharing Economy Services Related Variables with Socio-Demographic Characteristics

Sharing economy service o
9 Y Subjective norms

Variable Group usage attitude
M D? M D*
Gender Male 3.82 3.
Female 3.70 3.63
t 2023 1326
Age 20s 3.67 a 3.57 a
30s 3.72 ab 3.63 ab
40s 3.86 b 3.77 b
F 3714 3.449
Marriage Married 3.86 3.77
Single 3.66 3.56
t 3309 3.251
Position Seoul 3.81 3.70
Metropolitan city 3.75 3.64
Province 3.70 3.64
a 1.220 472
Education <15 yr 3.62 3.51
216 yr 3.85 3.76
t 38117 39217
Job Specialized job/technical worker 3.73 ab 3.62
Management/office workers 3.84 b 3.74
Self-employee/sales-service 3.56 a 3.57
Housewife/student/others 3.71 ab 3.60
F 3.201° 1,684
Monthly income (10,000 KRW) <100 3.65 a 3.56 a
101-200 3.61 a B157) a
201-300 373 a 3.63 a
2301 398 b 3.89 b
F 9.407" 8.201"
Sharing economy service experience  Yes 3.96 3.89
No 3.55 344
t 7.422" 7640
KRW, Korean Won.
“Duncan’s multiple range test, a<b<c.
p<.05, p<.01, p<.001.
O = 4 AQUTE ERF S uvbE) tfSol o] S ARl = aHARE T ARlo] Sl aHARE Al o] GEf et
£ HBHSIL o & A0S U & gk A4S Aok 4 ol 28 Ao Hehis
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Table 10. The Differences of Sharing Economy Services Related Variables with Sharing Economy Related Variables

Sharing economy service o
9 Y Subjective norms

Variable Group” usage attitude
M D" M D’
Sharing economy value Rational benefit High 4.46 c 436 c
Middle 3.77 b 3.67 b
Low 3.02 a 294 a
F 181.079" 127.732"
Emotional benefit High 4.48 c 439 c
Middle 3.7 b 3.61 b
Low 322 a 3.16 a
F 77.630" 59.595"
Sharing economy involvement High 4.52 ¢ 4.43 ¢
Middle 3.80 b 3.71 b
Low 295 a 2.85 a
F 264966 190.598"
“High, >M+SD; middle, M-SD~M+SD; low, <M-SD. "Duncan’s multiple range test, a<b<c.
“p<.001.
w2 0 s & 4= QIolt B39t o F vkt tfZofAto] S22H4 Table 1. Sharing Economy Service Usage Intentions
POl B e AR o 4= 9lrk, BT 254 30181 o] - "
el anap eto] v Hethoh Sh gfRo] w2 slo R 1 l'intend to use a sharing economy service in the future. 373 76
Eptom 3-5734) o] 8 wlo] fli= B[R TE Aol =4 | will periodically use a sharing economy service. 336 .86
H| A= 234 S o] o =8 71 0 & Vet | will actively use a sharing economy service. 344 85
[ will actively recommend a sharing economy service to other people. ~ 3.44 .86
4) TLAATE W0 W T AR AU A W [ will say good things about a sharing economy service to other people. 3.65 .82
AulAe] B4 Pelso] T BeaA A s w2 w0
]2 etol A} Table 10} ZTh “Full mark is 5.
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Table 12. The Differences of Sharing Economy Service Usage Intentions with Variables

Sharing economy service usage intention

Variable Group I, D7
Gender Male 3.59
Female 3.47
t 1.724
Age 20s 345 a
30s 3.44 a
40s 3.66 b
F 4505
Marriage Married 3.66
Single 3.40
t 3.643"
Position Seoul 3.6 b
Metropolitan city 3.49 a
Province 3.46 a
F 1.676
Education <15 yr 337
216 yr 3.62
t -3.508"
Job Specialized job/technical worker 3.54
Management/office worker 3.61
Self-employee/salesservice 348
Housewife/student/others 3.40
F 2.284
Monthly income (10,000 KRW) <100 3.33 a
101-200 334 a
201-300 3.57 b
>301 3.80 C
F 12012
Sharing economy service experience Yes 3.82
No 3.23
t 916"
Sharing economy value Rational benefit High 430 c
Middle 3.50 b
Low 2.86 a
F 103.140"
Emotional benefit High 4.28 c
Middle 3.48 b
Low 2.89 a
F 61.425"
Sharing economy involvement High 439 C
Middle 3.54 b
Low 2.72 a
F 161.378"
Subjective norms High 4.39 ¢
Middle 3.65 b
Low 2.75 a
F 178.146"
Sharing economy service usage attitude High 4.35 c
Middle 3.59 b
Low 2.71 a
F 174.387"
KRW, Korean Won.
“Duncan’s multiple range test, a<b<c.
<05, p<.01, p<.001.
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Table 13. Influences of Variables on Sharing Economy Service Usage Intentions

Family and Environment Research fer

Sharing economy service

Variable” usage intention
B (B)
Socio-demographic characteristics Gender Female .005 (.003)
Age -002 (~029)
Sharing economy service experience No -170 (-122)"
Position Metropolitan city -.027 (-.017)
Province -.022 (-.015)
Job Management/office workers -.020 (-.059)
Self-employee/sales-service -061 (-.044)
Housewife/student/others 1055 (.025)
Education -.131(-.084)
Monthly income .000 (.046)
Sharing economy value Rational benefit -.051(-.042)
Emotional benefit 126 (.110)"
Sharing economy involvement 240 (202)"
Sharing economy service usage attitude 334 (282)"
Subjective norms 329 (301)
Constant 407
F 58.086
Adjusted A 682

“Dummy variable: gender (male), sharing economy service experience (yes), position (Seoul), job (specialized job/technical worker).

“0<.01, "p<.001.
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