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Abstract This study examined the relationships among perceived values(environmental value, functional
alue), perceived risk, subjective norm, pro—social behavior, product attitude, and usage intention
elated to car—sharing service. The study also explored the moderating role of possessive desire
between the antecedent variables and consumer attitude. 238 survey responses of Chinese consumers
were analyzed by structural equation modeling. It is indicated that environmental value, functional
value, subjective norm, pro—social behavior had positive effects on attitude, thereby affecting the usage
intention of this service. Possessive desire moderated the relationship between environmental value,
subjective norm and attitude. These results are expected to provide various marketing strategies for

sharing economy services.

Key Words : Car—Sharing, Perceived value and risk, Subjective norm, Pro—social behavior, Possessive

desire

+*Corresponding Author : Hyun Jung Park(phj@cbnu.ac.kr)
Received May 8, 2019 Revised  June 10, 2019
Accepted July 20, 2019 Published July 28, 2019



100 UALGEFAT A7 ATE

1. A&

A 247 A B AH|R; A o] I
47 A (sharing economy )7} FEHE7] A 23]
ARFA7Ee] I E 2nfEES gFs) Yt
A8]2=9] 7Ex] 9} s el Ak Srskal Qi
A gt W AL A Foly Au|E YE AR E
Ffrote] 2= FEAH|Y AAR S8R g
A4S BRI FEo2H 4| AL e ]

A AHE] F52) o] F7lel 71e1% 5 i FA

)
%
=)

ﬂd
32
E

ol
3 a

B
B

it
2o

TEY
o

b o M on

c
o
D
=
K
o
=
2
Og(:",
L
=
of4
Ho
lo
=
<
@
53
=
o
ojrl
lo
>
=

g = 2~ O 3T 3Z O
£ 7 om, Asatet 9t FHEAES 5
3= 7 p=

710l PO WAst] AEF FRAFA &
AR AL 44 AR oheh Ao e
S % YA w8 Aol

SARE AR AH] 220 7Jg- AbsAke] Aot o] wd
& WS Flo M Anlate] Hl8-5 ik AL 2,
deA 2ulge oA 7o Y B 8 BeE F
& AE7Fs g AL el 7]ofshs HEE sk )tk
vk FAbEAE Aul el g At ofA] g
O FoIAA| Fkar Qlal AblEA el A AY DSt
bl F= 2 S gl ofH g &H|AHEo]
oefgt Mg MZsh=A, 2nAt S5 o] 8ol

MmNl
g
%
UL

ro
N
>,
ik
)
o,
fo r
rO
=2
4
ol
K3
g
He
ol

& AT 2R B ARe AR Aule] dise] o
g RIAE ZHA AL Qs AR o] 8ol FHefstaial st
= o mAE gEaglse] FortE nEew
A FRAAA A2 ol 8olehs AE7FeE An] o]
e olahE wolat gtk o] & fjate] 2 el A=
2B|AZE S-fAHe A An] el hste] A 7kshs 24
7P 715 A 7EA, AZbE gt ohyel Sk af
B, A A e, AR S 2] AR 8)l
=0 S AR AS 51 Sl oA
8Q150] AR} B WA= ks ATdond £
AT AH7bew A BE e o R AHAE
dAske wAshoE V2ARE AlEstaal

2.1 -Absbel] tigk A z2te 71X ¢ 919

FHAAE FaFFel dunrks el A4e)

8ok Boh wieRk AgAlstell ke o JduH3l &
FAAE 28HA = 7 Asht 7 2HdS B
ataL Apgate] ARgehs AAlRkal & 5 9lem ofs &
ato] Al A&7k W os &8 5 k4. o
2] A Auls 78 ol FfrAbs Ak AH] 20
S5 R SRl T4 7S Algsta gl

A, o]-§Ate] GAA Sl = asde] e
= st a8 Azt = Al e, AFke T
A7 17F A e AL ATl A o]8-2] 7]3]
£ Aedh A, AFSA S = dubEel 237
27 AR R wE S 48k 5 glal, FAkett
& Faste] ¥ FEEE FoIAY FAE A% AA
oot E vES AT Sk v He R $4 4
SHdME ed=d 35 2 oolyA] ditel 7o,
vjsroll A SfAbRs Ak 7 vl =2 9ol AEat A
i AEE AR she a3 i 2R A iy
30% ol Eol= SRR sto] olitshea wiEw

ozt oyl mE A oldE Axsislrel.
Q87 eAek EARs AL o 82t A E Anjat A
& ST A A (2018)2 A7k 7RI =A A
AA, AR A, B A 710 G S ASegleE, A
34 7HAE Aleld A B 8 H ZEA7E el



101

89l

I

)]

ofp
o®
7o

AL A2 o] gl

o

s

]

Ll

tol

&}7]
fs
=

Z=H|A}
o 7}
o %7}
3

sh=tl

i

A

°©

}

k<)
pal
o

oA A2l

L

1

L

S7)AY B

EERRY

]
R Eﬂ
T'\i__
A &
3t
Al Ax

AR} WY

ol

[
40H 15]. Ozannem & Paul(2010)

3}7](comforting)

B

S
S
T
P

the] 22 A} 7]

3L

o

=

R

3}
=t
4

%, A ol A

o}

3}7](donation), =9

71(helping), ¥ (cooperation), $1=

hyA
sl

ol A o] g7

p

L

KR

=]

n
fof kel ¢ zAt=A

Avke 292
j=!

e
e
s
=

]

Ld

RALER R R
A

SR EEE EESY

RE g

A
=

i Arhe AR, A28 A

171(giving), 7]

°©

d, 1

t}13]. W7} 7F

BH
1<
h%r/k

}-
°

3]
=t

]}

hyA
il

Albinsson & Yasanthi(2012)
R

=) O =
U FHE F
al

7}

~

A oS 7HAaL T el A

Z

o}

W2 APIERL S A2 ol g9 o
o

(sharing), <]

L=3ye)
=
AL
b3

7

5]
s

]

1

Zhele] A

O 3L

s St

Efj 5]

p

L

Es

S

REEE TS

L84

ol ek mebA
S

sl 914

A Mplz] B Adk Fi Lo
FRAER Al el G (+)9)

3}

[
=3
1=
[
N

L

w2

wbs] F-5AsR) Ar] 2o thEk Au|Rpe] %7

ZH|Z}7} AH] 20 )
A 2 872 7 Az
H1: 3784 714

] <

"

A,

RIS

AF
=

-

X

A
®



e

T A17A A7

&

=3}
=

102 oAggs

A2 71

o) o B AR R U
o o W e w MHEE T 4
- EM]}IJI iouﬁqu :ﬂmmﬁ_emoimdﬂzo o
x_.mﬂ:,__ago@a ~ oy ~ e oo ® X @ X
wﬂﬂﬁﬂo% A TED mﬂu.ﬂi,@ﬁwy T
o T — T s X B ~— N X 7 X
EIMJI7M;0LWW. qE.Alo,loo %WIJIE,NMHH&M@ 5
. o T MR o o XV . S o T T =) < o o
Todo Tom Rl B o o Hp PN _XEZ do
o 1%&%13% FRE T D mﬁagﬂuwmu -
K o _ do ﬂ]ﬂﬁ. _ = T N }]E:,_m.ﬂnwdﬂﬂos_
= oA B 5 Al .o o = o Y
= = RN T dook T w of F ® R X k°
il 2K BT 6 = N- 4@14%% g i i
e i o dr.]JZOEZ]JEoEmﬂi&moo
@ I ™ PERB LGz S L™ XK £ o
N ol Ko oW @rlz.urm,un@r%u.}mgmwoM w o 5
W = 1H ov7ﬂau‘miﬂ7xﬂ N R [ 102
i oF Mo 751 9 2111_|]1_|E1JiA1ME = =
B eEobP g g TS L PEN T IT T - 0
= n_rﬂﬁ.ho %,oﬂl]d.ﬂ Ee_n_mo#:TMEE.AMﬂ oﬂulﬂun,o|cﬂ D R .z:l
Exz 54 E@omﬂxﬂﬂuuﬂmﬂ'uuio?.,_ A
T T T L AEC 2rgeTar=ER =9 = o
o @ﬂégm.iarimﬂouuna.@rilzozﬁm% Z o
%0 2 o R X R X ol o e g M o g
e B M 134i¥4u55@r11ﬂ % b
¢ Wurm@ﬂahﬂ?ﬂwomOWE% tRakr Ty o O
A@QEm%@%s1ﬁwaﬁ%Mgancfmﬂ % T
<+ E:v _iq‘l‘m‘L],ulN&l B LC Eﬁ — Eo .QI.A OT)
~ = K w S:._.mﬁ__ljlmﬂﬂoEx_le_nmooE ~ io...
= o Ho | T o) o & X - < ﬁo w o ° e G Eﬂ N
T N R N T OB R T W &~
Wﬁ 3 TN N T o T N E " jan
T o om0 s ) ! o T
o= Mwsbcurmm*% iﬂrngﬂwn R BRTWT R XKD
T e BT Th wEI T IO 7u.s%%EMuuuw%uVﬁomn
By LSoBXdd w4 N SR R Ty
E G ) QT T TN 5 ovﬂmXiﬂrmﬂ%Au%
o Eﬁ%aﬁafﬁozf ww w il momi%ammmai%aoﬂmm
= : NG TR T s "o UG
c3 FEIIECL 2EITic Prriieizriiis
T P E S o rrcw Py R - Nl A
oy X o ™ oo B YT ﬂgk&ﬁ}no ovdr.ovw‘_iﬂ_]w X T Ho 0
o = DTN o = W g X doh Ho o K F - Aok 7o
ﬂ_tuH R et -y K of N oﬁﬂB = ] i ]ﬂ/IEELILto
g o ooy X0 B I M@ibcgﬂo]ﬂﬁ7¥mﬂ
M%ﬂ%«umm@ﬂ%@nﬂ ow@%uw%mf.%ﬂ%xﬂoﬂlwg%mﬁﬂwgﬂcg
J7|‘AJ7|‘A‘|1\_L/HOWH _ o N ,Iﬂvﬂ..% HL ,.Alﬂ_—LHEE ﬂoﬂ_ol]_lquu.f‘m
= Kl R ATM%EEH%}OL@NJﬂﬂ N o
Mttt I ML T e
T g dON oL R ) ok 2 4 K T OO0 X o
R T @r[ﬂ@ﬂ,rAﬂioh%%ﬂsﬁ7dﬂ%lﬂ%
%@%@zwmmg@ﬂggmwm},ﬂo¥A#mﬂijﬂ:fm;ar
%ﬂgmﬁé%wrwrmtrs%%71zr%ulz&ﬂ%mﬂmo7mﬂmor4m.@
mﬂh‘_ﬂovﬂoaf - - L ﬂooﬁ]_aourdrﬂ}iﬁ;oaov mﬁ:é%xﬂlmrn_tu
LI,I_L Iny or o <A ~ N Oﬂ.;o‘lﬂ_Al_A,I;o.Mioi,I,,lﬂ X
V,Eiyﬂ%ovwﬂﬁvo%%EE%QOMOMOJ X P ETRT
T ® o IR VA= Eﬂo w Ao CUe w o o 4 dr <o Kol W o W
B KR X jak oF oy Uy T B Jo B =
KR AR ﬂhi_aowuosmﬂ mE oy E
H.#.UEHZ_IEOQL_u“.QwO#&o

"

E

s

/\(—)]5
1 7

U

npgho w2

= o
=22
= E’é 7(]

] 1
A}, U2 Table 1

PR

S

A
-4
]_o

& A

455

Al =
SaL B 54 2= HEa

1

7_'

bl

s

S RS I el B o o | E 2R



ol

$7

o

AF A2 o] g-ofteoll S vA= 2.9

Table 1. Measures

This product helps to save resources.
Environmental Value

This product is environmentally protective and the product helps to save resources.
This product helps to protect the environment.

Park & Choo(2015)[27]
Ha & Park(2010)[30]

It will be convenient to use.

It will be available as soon as I want it.
It will be able to meet my needs.

It will provide stable service quality.

Functional Value

Noh(2011)[25]
Sweeny & Soutar[29]

am afraid it's not hygienic.
am afraid it won't be clean.

Perceived risk

am worried that my mistake in using the service might be unstable.

Noh(2011)[25]
Kim & Park(2016)[26]

Pro—social Behavior

can easily do collaborative consumption behaviors that share mine if I choose to.
can share space and goods with others if I want to.

Albinsson & Yasanthi (2012)[14]

. . . S Pieter(2013)[15]

I can easily practice collaborative consumption if I want to.

People around me will think I should do collaborative consumption (sharing cars).

People around me will support my collaborative consumption (sharing cars). Seung(2017)[11]
Subjective Norm People around me will help me make collaborative consumption (sharing cars). Ajzen(2002)[31]

People around me will recommend that I have a collaborative consumption (sharing | Yoon(2010)[32]

cars).

You can't throw away things you deserve.

Even small things make me angry if [ lose them. Richins (1987)[28]

Possessive Desire

I'm afraid someone will take my stuff.

Compared to other people, I tend to lock things better.
It's better to buy than to borrow what I need.

Kim & Park(2006)[37]

It is better to use the service. Seung(2017)[11]
Attitude 1 th?nk %t 1@ beneficial to use thelserviceA Zhou(2013)[33]
I think it is good to use the service. Kang(2014)[35]
I think it is wise to use the service. Cai(2013)[36]
1 w%ll have a high probability gf using the service. Seung(2017)[11]
Users' Intention % aiﬁ E:: EE: :::ii:l am using now. (R) Zhou(2013)(33]
I will recommend using the service to others. Kim(2012)[34]
4. AZEA 4.2 A4 R ey £4
ATl A ARS-E W] A= d Bl S ASs)
41 AsTY R EEe 54 Qake] Hwe] YRR 2 A aacly 4w
7HE A8 flste] 20184 240l T Ak A4 o] ElAAES ST S S A=Y S
A Z 250 Al AEAE EzstaL SsiGith B ERIsk] A3 Ao R g ad S AAlEkaL
Asitia BaEE AEAE Aesla HFHor 238 FAREX ) A8 AS o]g3lith £413 A} Table 2
F5 4o A-8-3k3it 9} o] RE Q1A A7} 0.75 AF3]kaL Cronbach’s agk
FE JIFEATH 54 o Aok AR §F o] B 09 olom 2= Ekel o|ql om A it
b5 w4 959(39.9%), 014 1437(60.1%) 0% o123 2F 93.9%7} Adrgwar JloiA ZidefAdS gl o= qielek
u&o] tha EA vehdth A3 20tH7F 798 (3.5%), o2 ¥Es)t 8jINskgY A7), MdAlE s,
30017t 1367 (68%), 40U17F 449 (22%), 500 o]l  TRAFERH(AVE)S AF=3R3ith AMOS 443 =
13%4(6.5%) 2.2 30t)9] H)go] 7 wopr) e 11 AR I X7} 42=650.520 (df=279, p<0.01),
Zol3} 144 (5.9%), %5stul Ae/ZES] 5578 (23.1%),  CFI=0.942, TLI=0.933, RMSEA=0.075 S0 & %33}
i3t A8t 5478 (22.7%), i3t =4 837 (34.9%), 3t FFeIAth 4 SAMFEL] FF3h aQlFatEe 0.7
A AT} o] o] 327 (134%) o= LrEbth 21919] B9 o4, AVE #ke] 371 0.6 o, 7idAlE = ghe] A7)
SkAo] 929(38.7%), 5-F-¢10] 311 (13.0%), 3 el 54 = 0.8 oo vehgtt o]23k £ 2 20l
H(22.7%), A9BAPT 1098 (4.2%), 718} 51W(21.5%)2.  tigt SHEFE] ofu] 3iE JHAE AdS veR
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Table 2. Confirmatory Factor Analysis

Conbach's Factor ; Construct
Construct Items « Loading CR p AVE Reliability
. 1 1 0.870
n”{%??:ma 2 0.908 0.945 20.361 0.000 0.734 0.892
3 0.829 16.598 0.000
1 0.877
. N 2 0.840 16.808 0.000 N N
Functional Value 3 0.908 0.849 17138 0.000 0.640 0.876
4 0.811 15.806 0.000
1 0.901
Perceived Risk 2 0.911 0.950 20.864 0.000 0.729 0.889
3 0.788 15.945 0.000
1 0.850
2 0.861 17.269 0.000
N -
Subjective Norm 3 0.931 0.933 19.967 0.000 0.728 0.915
4 0.873 17.701 0.000
b o 1 0.798
ro-soca 2 0.901 0.957 17.165 0.000 0.712 0.880
Behavior
3 0.863 15.472 0.000
1 0.907
2 0.918 23.735 0.000
Attitude 3 0.964 0.919 23.826 0.000 0.835 0.962
4 0.931 24.818 0.000
5 0.919 23.866 0.000
1 0.867
2 0.900 19.730 0.000
Jsers' [ i 0.939 0.755 0.925
Users” Intention 3 0.918 20,544 0.000 » °
4 0.886 19.093 0.000
Table 3. Hypotheses Test
Path Std. Estimates S.E CR p
H1 Environmental Value—Attitude 0.252 0.05 5.07 0.000
H2 Functional Value—Attitude 0.297 0.05 5.38 0.000
H3 Perceived risk—Attitude 0.010 0.03 0.27 0.790
H4 Subjective Norm—Attitude 0.301 0.06 4.91 0.000
H5 Pro—social Behavior—Attitude 0.209 0.05 3.97 0.000
H6 Attitude—Users' Intention 0.868 0.06 16.20 0.000
=B = =
13 4Fe % HuaE 14 29 E
Z4R3e] APAS GR1% o] F F2EY S A ZM|ALe] Ay S ol whet TR AR Aol
N A%, wge] AWmoh p=589.815(d1=280, 7F YEAE R A3} FIAL A1FoR AA ¢
p<0.001), CFI=0.952, TLI=0.944, RMSEA=0.068 % #] FAE AFE0] B2 AT AfEo] & Hdo=w
FEol YR £ 71EE FHAVIE ACE FASY TRE F O dEUE A AN AR 5E
th Table 38 A¥ W WA FfAbsat An|zel gk o] vk Fuho] Pt 2.38(SD=0.67, N=105), AF-5
Bimoll 2841 S MR o Sl 8QleRA wRA el =2 el W 4.20(SD=0.65, N=133)%
EAF Aulze] B4A 7ER(B=0.252, p<0.05)1} 7154 yEpsten, (1A An F Jd 3 Aol 7} Fol gk
71A(3=0.297, p<0.05), F=#4 THH(B=0.301, p<0.05) o= YEpwTh
2 XA134 3% 59(3=0.209, p<0.05) Sl 3k F A 3F AEAG] ApolE Hlaakr] fiste] HH

2lo] Au|zzo] tidt Hmoll FHAQ] JEgFS T e
2 YepT) F4ARsAE Alv] 2ol oigk 27k 9193
=0.010, p=0.03)9] F&FH-L Fol3tA] LA LER} 7

A 3& Alelsta B AAE AT
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(B=0.345, p<0.01)ellA] F-olatglon), 2fro] o

Wl Fols e Ao vekde 4

0
)
% f
S

9] C.R.(Critical Ratios for difference between
parameters) % EAF o2 f2)51A Vebskt). uhet

SESER

e AHlAEO] FRAFA M| 20] 873

A Aol dhal o) A4S Bt A 949
o1}, 2ol e ARSI olefd A} ek
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Table 4. Invariance Test

FA P Ao e Af8o] vhe JIeH(BR=0.18,
p<0.1)ollA] SAH o2 o3t Fa=]S 3lst 4= U
kel

T Af-80] 22 JH(R=0469, p<0.01)dA%E f-o]st

}..

Ao epkor], CRate] AR folsheith
2, 8ol w2 gueld Fua el FRAEA

2
ot ehmel v FgEe] JuHos o Avka @
.
-

webd 844 9 715AS) HE Q)
FHAEA AT AU o) FaAEE W A
5% % glgleh

A, FHAEA that 917 A7 Blmel fold
GEFS v AH = = Ao Uehdeh o) WaE 5

(2016)2] Aol e} o] T84 An|x=e] AA ], 7

Model Model 2 df CFI RMSEA %2 Threshold(p=0.05) p
Form uniformity modell 11111.496 556 0.915 0.065
. . df=19, »2=30.144 make no
; 575 (
Form uniformity model2 1133.604 575 0.914 0.064 Ay=22.108 (<30.144) difference
. df=6, x2=12.592 make
s 5 N
Structural homogeneity model 1146.747 581 0.913 0.064 Ay=13.144 (>12.592) difference
Table 5. Path Coefficient Comparison
Possessive Desire
Path Low High CR
Std. Estimates p Std. Estimates p
H1 Environmental Value—Attitude 0.252sk:% 0.000 0.065 0.213 —2.154
H2 Functional Value—Attitude 0.297 %% 0.000 0,384k 0.000 —0.706
H3 Perceived risk—Attitude 0.010 0.260 0.266 0.261 1.590
H4 Subjective Norm—Attitude 0.301* 0.053 0.49 1w 0.000 1.877
H5 Pro—social Behavior—Attitude 0.209:x 0.011 0.39 7k 0.000 0.727
H6 Attitude—Users' Intention 0.868#: 0.000 0.69 6k 0.000 —0.422

#p<0.1,##p<0.05,##x<0.01
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