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Abstract This study explored the relationships among perceived values of environment friendly-cars and shared
cars, product attitudes, subjective norms, and usage intentions. The study also examined the difference between the
consumer attitudes toward environment friendly-cars and shared-cars. 357 survey responses of Chinese consumers
were analyzed with structural equation modeling. The results indicate that the perceived values of environment
friendly-cars had positive effects on the product attitude, while the environmental as well as economic value of
shared-cars had positive effects on the product attitude. The product attitude, subjective norm and anticipated guilt
had positive effects on the usage intention. The results are expected to provide useful marketing strategies related
to both environment friendly-car and shared car industries.
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Table 1. Exploratory Factor Analysis (Shared Car)

Standardized Factor Loading
Construct Environmental | o oo EConomic Anticipated Subjective Product Users' Cronbach a
Value Value Guilty Norm Attitude Intention
Environmental 784 170 290 140 109 253 162 -
Value 748 330 130 053 182 286 an '
193 790 186 153 253 1% 205
Social Value 256 693 304 222 154 179 212 894
191 717 247 259 337 174 188
118 205 816 209 066 153 193
EC&;ﬁg‘iC 149 258 741 164 261 1% A71 864
242 146 718 147 072 163 375
039 119 154 923 070 064 097
A”gciﬁf;ed 063 212 113 871 208 057 086 936
105 0% 154 906 078 070 154
Subjective 110 3% 127 180 784 168 293 -
Norm 212 203 211 233 735 235 233 '
Product 249 206 206 089 200 801 210 »
Attitude 296 207 238 092 150 758 25 ’
107 230 216 174 183 225 802
Users’ Intention 174 238 35 196 354 107 635 881
230 A7 380 125 213 278 675

Table 2. EFA (Eco—friendly Car)

Standardized Factor Loading
Construct Environmental | o oo e | ECOnOmic Subjective Anticipated Product Users' Cronbach a
Value Value Norm Guilty Attitude Intention
Environmental 762 272 201 116 087 289 200 -
Value .860 128 069 083 075 204 260 ’
39 .700 A7 324 15 121 145
Social Value 126 750 220 141 329 208 187 892
160 741 175 371 212 159 231
-104 227 779 155 285 201 205
EC&;ﬁg‘iC 19 230 804 011 212 116 274 884
261 031 .799 220 236 108 130
Subjective 169 341 158 .800 173 168 215 850
Norm 067 409 225 657 259 208 238
0% 151 194 161 .889 020 0%
A”gciﬁf;ed 008 157 200 068 915 073 101 M4
098 133 186 14 .889 068 150
Product 269 267 149 164 097 740 33 ”
Attitude 372 198 251 186 045 752 a7 ’
198 A77 215 210 187 204 789
Users' Intention 257 208 345 272 200 299 556 877
35 225 303 130 141 165 712
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Foack Table 3. Confirmatory Factor Analysis (Shared Car)

wWo T 2o
AE AAE535%, FAE 465969331, 1%-E 204 Construct Factor AVE Construct
7h 5% 1Y BROR, WS FEE Wk ol Loadng | 7 Relebily
’ , 826
40.1%2 7}_11_ 11—%_9)\,]:}_ ;ch_‘% §]/\}-$’J 40‘1% 6]_/\3 24900, Environmental Value 796 000 770 745
.830
TH-A 11.8%, A4 7.6%, 7HFH 6.2% o2 LIE} Economic Value 832 000 | 777 820
wth 7F3A s slEo] 48206 71 Wekom B3 817 | 000
909
19.3%, 3H5 7.8%, A'd 7%, sh% 6.2%, 71EF 11.5%9] & Social Value 828 000 | 802 844
o= Ve, — T
Subjective Norm ‘880 000 .829 838
916
4.2 N34 9 EFAE 24 Anticipated Guity 889 000 | 849 885
929 .000
AAAEASE FRAER A2 BAH LR S 72
/Ke]/‘]@' QT’}'E able 134_ Table 20ﬂ Zﬂ/\] _6_}_91]:}_ Users' Intention g?é %g .848 829
— > = 57
QRJAAAA7E05 vIREe 2 et E73 4 ZHA], 53t Product Atttude '$2 w | 7 814
2 T, Zﬂ%EHE FE VIR S AQdeta, J5 4 ' '
o] =% WL Cronbach alpha FHE°] 5 0.7 ©]
}B]__O‘E L}—E}-L}— }1\_1 *7}_ E,]'E]_Q 2}\41.;}_ Table 4. CFA (Eco—frlendly Car)
E}—%Q‘E*‘E ﬁ—.“ﬂx—i Jq—?l%@l’% /Ke]}‘]a}gilftﬂ %@E Construct Factor p AVE Construct
. N o Loading Reliability
o i o ols}al =
.,] Chi-square #(674.569) ] Trv’] O]—'L CFI=98, Environmental Value g?g 000 .841 828
TLI=943, GFI=.8%, RMSEA=052 522 HTE A 810 -
7} k5 3ke gelslyth Economic Value 891 .000 .800 842
o &3 000
Table 33} Table 401 A|A1H H}S’Jr Zo| 7} ZA YRS 895
o] mZ3 QolWsle] BE 07 o]Ateli Al E Social Value ggg %8 812 853
tol HA 0745, BHHAFE 7 01 #HA 05935 vreht Swjective Nomn | o0 | | 8% 818
AFErAol FRHATE 7+ 2919 AVES] AF 913 |
o] 3ﬂ%_9_?_3'+ 2 gol= {}94 25} ]T’éiq‘ 37] Anticipated Guilty g?g %8 .832 B8R
witol] FHEFFYE FRI8HATY 849
Users' Intention .843 .000 .856 834
o F AsA Jo 1 ZATIN S ¢ 824 | 000
8 At 8 lFsk A FR (N constrained model) 2} Product Attitude ggg wo | 7O 809
1] A ek 2 (unconstrained model) 7+ Chi-square #+2]
WHaleke 175424 1963(df=11) Xt} 2tom g EAH o Table 5. Path Coefficient C )
; able 5. Pa oefficient Comparison
2 folah ge Ao et ol 245U
= xﬂ 7} ‘Si % o oW 04 =3 9}1 ‘jr. Path SBhared c;r Eco;nendlypcar CR
Environmental Value _
A=A A= — Product Attitude &1 592 287
4.3 AFEN 4 JPEHS Economic Value =\ 70 || 226 | e -.263
o Ea Aokl AEALED ATE gL o = A Product Attitude
FHAs A A ey I3 AAEA oS gidez A Social Value — 019 8 o013 . 2.35D0er
i i P At | . . .
FR¥L Akt AMOS 802 AHgdtel /HH7% RTTIT

Product Attitude —

}. Users' Intention A58 | e | 676 | e | 2067

Subjective Norm —

Users' Intention i 221 | wx | 2647

Anticipated Guilty —

Users' Intention 082 * d22 ) - 620

wxi p<,001 # p<01 = p<.05
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Ak 3+ 2pol7t EAA O R Fo8Ao] 3t o=
A AN Fh(critical  ratios  for  differences  between
parameters) &2 Aetet 5= vk 4 A9E Johdw
4e)gt A= Table 50 A TH 212
o] AlFEE MX= FaS HASAREAFAARE -9
SR, Bl =7} o] &2l ke mAE G
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4

A= = CFI=%1, TLI=936,
GFI=.8%, RMSEA=0655% %+ Fig. 2, Fig. 33 22

Environm
-ental
Value

Product
Attitue

458

Subjective
Norm

N Users'
Intention

Anficipated
Guilt

=+ p<,001 #=: p<01 = p<05
Fig. 2. Hypothesis Test (Shared Car)

Environm
-ental
Value

Product
Attitue

676

N Users'
Intention

Anticipated
Guilt

=+ p<,001 #=: p<.01 = p<05
Fig. 3. Hypothesis Test (Eco—friendly Car)
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