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Tab. 3—1 Measurement Items of Variables
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Dimension
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Tab. 3—2 Validity Testing of Constructs

Variance Cumulative
variables factor Survey Items Factor loding Explained %)
%) )
4143 517
3781 785
1 19.865 19.865
3732 812
33733 713
A= A1 .676
. ) 2 A #A2 812 15.774 35.638
Service Quality e
(SERVQUAL) A543 147
FrEA3 663
3 H-8431 .709 13.633 49.272
g2 527
&1 .803
4 - 12.515 61.787
fFrE A2 .784
5 -8432 T47 12.184 73.971

24



FHI0IY M~ SHUSZ0| B2 OIXE 201 MHIARE BEE, HHIANE BIEE, AHANE BIBEEE F4o=

<43 .692
24141 493
i I S By 682
A I e vl el =¥ 714
714 g R7pAn 23 706
7}4 2 Ban) 24 626
744 B F7kAH 25 566
1 23.22 23.22
7F4 8 FIkAHl 26 637 3228 e
714 9 RBIpAR| A7 663
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Tab. 3—3 Reliability Testing of Service Quality, Service Product, & Service Experience

Variable Dimension yfu:l:::: Cronbach Alpha C;:n;’taa;hd:r::f:: :ea::
Tangible 2 718 721
Service Responsiveness 3 789 789
Quality Assurance 3 751 751
SERVQUAL Reliability 3 848 848
Empathy 4 .862 .863
Price & Supplementary service 10 .899 .900
:for;n::t Parking Iotr:;:icr:etses::rlllltey & vehicle 7 866 866
Composition of Vehicles 3 751 752
Service Positive affect 12 937 937
Experience Negative affect 12 963 963

3.2.3. 1M H=
(1) 7K H1. Mu|AZZO| 2t xfeio| 24Dl
S0l DjkKs 8 Xo| HS

d

AEIZED 2 Ale] WEEY vAE 4E
o TR A 8 AolE dohir] g8 BuRAe

ANE A3t Au)2~Ezd F3AM= 370 vs. Mg=

3.60 vs. Mc= 359, F=1.203, p=.30D)¢] TZ=of v]X|
S g FAHOE Fp0.05FA sttt o

.
=
=

A A th-&AMa= 3.63 vs. Mp= 341 vs.

M= 340, F=5.294, p=.005),4!

d(Ma= 3.65 vs. Mg=

3.49 vs. M= 3.45, F=3.766, p=.024), A1Z]3M,= 3.66
vs. Mg= 3.48 vs. Mc= 3.46, F=3.634, p=.027), 374
(Mpy= 360 vs. M= 333 vs. M= 331, F=7.267,

p=.00DxFL A ek 7ke] 2}o)(p<0.05)7}
AQA7}T T2 GA

2 Uetal

A= Ao

S5O 4719 2ol

A 7P A YERg L T o2 BYA, CHAl =2
2 et <Tab. 3-4> Za

Tab. 3—4 Satisfactions of Each Dimension of Service Quality Dependent Variable: Satisfaction on Service Quality

Dimension Brand N Mean F p-value
A 105 3.70
SERVQUAL Tangible 1.203 .301
B 310 3.60
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C 310 3.59
A 105 3.63
Responsiveness B 310 3.41 5.294 .005
C 310 3.40
A 105 3.65
Assurance B 310 3.49 3.766 .024
C 310 3.45
A 105 3.66
Reliability C 310 348 3.634 .027
B 310 3.46
A 105 3.60
Empathy B 310 3.33 7.267 .001
C 310 3.31
(2) 7K H2. AMHIAAES| 2t RR0| DURE 7} e o2 U0, FuAHY
=0l 0lxk= g xo| 45 Agulol s (MA= 362 vs. MB= 350 vs. MC=

AU 2dE 2 Apol J—E—Eoﬂ U]il% %
3 A ¥ o)& 3
9 BT E] ~A(MA= 359 vs. MB= 3.40 vs. MC= 3.33,
F=8.377, p=000), R-fF=-F74dMA= 3.63 vs. MB=
3.39 vs. MC= 3.38, F=6.008, p=.003) &t 7ke] =}o]

349, F=1.854, p=157), &t 7t zto|7} (et A

A2 FA S Al FAR e i o e
el thskod AdAIZE 71 =) Sshs Alow
FRIFHAL txo 2 BHAl, CHAl o= vl
T}, <Tab. 3-5> L

RT3

Tab. 3—5 Satisfaction of Each Dimension of Service Product

Dimension Brand N Mean F p-value
) A 105 3.59
Price & Supplementary B 310 3.40 8377 000
service
C 310 333
Service _ } A 105 3.62
Product Parkmg lot acFessablllty & B 310 350 1854 157
(SPE) vehicle maintenance
C 310 349
A 105 3.63
Composition of Vehicles B 310 3.39 6.008 .003
C 310 3.38

Dependent Variable: Satisfaction on Service Product

(3) 7KM H3. MH|ARES] 2+ Afl0] DZHOKE
=0f 0jxl= Y& x| HS
MElzAE 7 A9de] 343 B4 ol o

5ol n)XE Gl i P B Aol2 BA

eIy

A AWAR 2 A (MA= 3.54 vs. MB= 3.30
vs. MC= 3.28, F=6.273, p=.002), AQA7} 7}¢ &=A
o2 B CHAl o= yepsith SgAnlx 7
A A= (F=8.815, p=.000), 2ldAnlx 347
7 (F=6.408, p=.002), ZldAfnl2 FAZE (F=8.094,
p=000), AHI=e7 477 (F=6.329, p=.002), A
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H| 2317 BA7HY (F=5.636, p=000)= 7 24 3
A5 RUY R A e Aok gl Aow

LERRTHEKO.05). B FROIA 2 A
Mz, ARz, A2 B A 8 Aol
£ AQAZE B A 2E ) des deoe

Tab. 3—6 Satisfaction of Each Dimension of Service Experience

BA, CHAl

o2 Uehith F-
L& = wojof 2L Ao 7+ 2FABIAIAN] A,

W

g4t

1=R=1e)
g Fe g

2 An] 2, Mujzg el tigk A 1 Alol= B

JA7F 7V =4 YERaL

Efiit). <Tab. 3-6> FaL

CHAl, AQA =02

Dimension Brand N Mean F p-value
) A 105 3.54
Core Service B 310 330 6.273 002
Positive
@ 310 3.28
) B 310 2.10
Core Service C 310 2.12 8.815 000
Negative
A 105 2.51
A 105 332
Staff Service
Service Positive B 310 3.07 6.408 .002
Experience C 310 3.01
(SE) ) B 310 2.10
Staff Service C 310 2.18 8.094 000
Negative
A 105 2.52
_ _ A 105 335
Service Enfu‘ronments B 310 312 6329 002
Positive
@ 310 3.04
) ] B 310 2.07
Service EnV|r.onments C 310 508 5 636 004
Negative
A 105 2.40
Dependent Variable: Satisfaction on Service Experience
USR] AE YT 22 AR yehal,
(4) 7Hd H4. MU[AZEZR! DIEE, AMH[AXE OF Al 2EZ 0] 2Hd 5 F73(B=.345, p=.000)°] AjH]
B, MUIAKE RS 2 gRo| MESYL B3 ¥ UER) Mg 2 9%S viXT ok <Tab.

==
REE0 Dixl= Fe xjo] AS

O A 2ZE L7 Au| AT EE

MU AZA] 5714 JA(GBA, Ul A,
A, ZAL nF A AZE uETd EAA
o2 fogh JF& WAL ATHp0.05). E—?—Q— 74]
TE 7IE02 FHH2B=69, p=047) AH|x

3-7> Zan
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Tab. 3—7 Effects of SERVQUAL dimensions on satisfaction on overall service quality

Unstandardized Standardized . . .
Coefficients Coefficients . Sig. Collinearity Statistics

B Std. Error Beta Tolerance VIF

(Constant) 983 116 8.479 .000

SERVQUAL_Tangible .072 .036 .069 1.990 .047 .605 1.652
SERVQUAL_Responsiveness .106 .044 106 2.394 .017 .366 2.734
SERVQUAL_Assurance 142 .045 141 3.142 | .002 357 2.798
SERVQUAL_Reliability 132 .040 135 3.316 .001 434 2.306
SERVQUAL_Empathy 329 .042 .345 7.828 | .000 373 2.682

a. Dependent Variable: Satisfaction on Service Quality; Adjusted R-square=0.476

@ AMHIZAE AT AU AE ISR 3 A4Z Fzow Bm, Mu A 219 E 3}
Aﬂuliﬂﬁgl 714 2 B A A, A HEA 1A A 2 2 n)(B=.353, p=.000)7} AR

A n], BeApgrA ST o4 0.05 F SR M 2 9FE vXI Stk <Tab.
AN BAZHoE Fodt J&S vH1 9t BF 3-8> FaL

Tab. 3—8 Dimensions of Service Product and Satisfaction on Service Product

Unstandardized Standardized . . ..
. . Collinearity Statistics
Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
(Constant) .840 116 7.224 | .000
Price & Supplementary |, 049 287 6528 | 000 | 395 2528
service
SPE_Parking lot accessability | - ;g0 048 353 8.144 | 000 | 407 2459
& vehicle maintenance
Composition of Vehicles .099 .036 102 2.708 | .007 537 1.861

a. Dependent Variable: Satisfaction on Service Product; Adjusted R-square=0.448

© AHIZAE AT} A 2AE IS ﬁ -] FFEe AuzAFe] BEE HX 1 Yk

Aulz=ARe S 2 B S AuI2A F3} 74] FE 7lEo® HY, FH (=49,
Yol W= fo)4F 005004 BAZOR fo p= 000)01 B 714(3=-.319, p=.000)Ect AH]2AF
S FES vX 3 Utk oFHE I A A o Mg o & 9L vHa ok <Tab. 3-P
2AIFE AW e, 4 A AnzAge L

29



MH|AAS, ®9A 3=, 2019. 09

<Tab. 9> Effects of SPE dimensions on satisfaction on overall SPE
Unstande?rdized Standarfiized Collinearity Statistics
Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
(Constant) 2.503 113 22.176 | .000
Positive affect 494 .029 498 17.089 | .000 .968 1.033
Negative affect -.246 .022 -319 -10.948 | .000 968 1.033
a. Dependent Variable: Satisfaction on Service Experience; Adjusted R-square=0.405
@ AR2FE UEE, MHIXAE UEE, A 00501141 E?JVLE Tog &S AL o &
2AY BEEe} AH: FPVEE Z3} AFE FOR BY, ANsEY BEEE

HOI2ER B, AI2gE

o) T =
6\:4! ]ﬂ"ﬂ—‘—l_ 25

Az FYRES

Tab. 3—10 Effects of SERVQUAL, SPE, SE dimensions on Overall satisfaction

2 w3

=499, p= 000)7} Aul2 ERET) Jp 2 e
9JT}. <Tab. 3-10> 7.

Unstanda}rdized Standzj\rfiized Collinearity ~ Statistics
Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
(Constant) 481 124 3.875 .000
Service Quality .550 .039 499 14.018 .000 572 1.748
Service Product 138 .050 123 2.790 .005 374 2.675
Service Experience 163 .048 147 3.376 .001 .382 2.615

a. Dependent Variable: Overall Satisfaction on Service; Adjusted R-square=0.476

(5) 012Xt 54, OIZ=H0|| WE M|~ Safat

==

O el " Arlx FAAEE

Al FHE

7t YeAg

Tof] FAT oA SEAY] Ao
B39 oAM=358; SD=0.47)0] &

dM=3.49; SD=0.53)Ht} Aulz FHUNEHET} 27
HERHTHP0.05). <Tab. 3-11> 3L

Tab. 3—11 Gender Difference in Overall Service Satisfaction

Source ‘ Type lll Sum of Squares ‘ df ‘ Mean Square ‘ F Sig.
Intercept 8717.009 1 8717.009 34264.606 .000
Gender 1.206 1 1.206 4741 .030
Error 183.933 723 254
Total 9203.414 725

Dependent Variable: Overall Satisfaction on Service
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@ FHIoY Az )§BAEHDel WE A (commuting) HHOE Falols AIAE ol o

Hx FRNEE £ oAz FPUEEe] foF Folt gt
A2 FEUNEE 7o)y Al o] 857 (p>0.05). <Tab. 3-12> 3FaL

of WE Aot EAE BASD 94 FH

Tab. 3—12 Difference in Overall Service Satisfaction by Purpose of Commuting

Source ‘ Type lll Sum of Squares ‘ df ‘ Mean Square ‘ F ‘ Sig.
Intercept 3988.714 1 3988.714 15618.412 .000
Commuting 496 1 496 1.941 164
Error 184.644 723 .255
Total 9203.414 725

Dependent Variable: Overall Satisfaction on Service

@ FHoIE Aulx o] EEF(FAYFA wE A9olE Aula FENETo o3k o7t e
AHlA FEUNEE 202 VERFTHP0.05). <Tab. 3-13> #aL
7R Ml o]g EFo] 3|ARI K work)?l

Tab. 3—13 Difference in Overall Service Satisfaction by Purpose of Work

Source ‘ Type Il Sum of Squares ‘ df ‘ Mean Square ‘ F ‘ Sig.
Intercept 6309.416 1 6309.416 24648.236 .000
Work .067 1 .067 .261 609
Error 185.072 723 .256
Total 9203.414 725

Dependent Variable: Overall Satisfaction on Service

@ 71018 Aulx o] EEH(EE DY WE A S(tour) 2421 ASo|(M=3.57; SD=0.5) 187 &
Hl 2 FRUSE & 7Z$HTHM=346; SD=0.49) MB|> FIWFHEI}
o3ltour) ZA 0 g 7ol Mu|AZ o]83t 7 =A] VERFTHP0.0D). <Tab. 3-14> 3.

$ Az FPRES] fF Aolh Ak o

<Tab. 14> Difference in Overall Service Satisfaction by Purpose of Tour

Source | Type ll Sum of Squares | df | Mean Square | F | Ssig.
Intercept 8267.890 1 8267.890 32642.089 .000
Tour 2.011 1 2.011 7.940 .005
Error 183.128 723 .253
Total 9203.414 725

Dependent Variable: Overall Satisfaction on Service
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® Ml s ol§RAFE B A7
Dol B A2 FRUSE
HlolEt ATUIting 2 A0 o] 83 73l
FgVEEA fof3 Aok Ak HlolE}

p

L

ATErHdating®] H29) 7-9ol(M=3.62 SD=0.52)
O8RS ASRTHM=347; SD=049) Aul2 3

T

b =A YERTHp<0.0D). <Tab. 3-15> 4.

ZT
ol =

Tab. 3—15 Difference in Overall Service Satisfaction by Purpose of Dating

Source Type lll Sum of Squares df Mean Square F Sig.
Intercept 8396.806 1 8396.806 33462.130 .000
Dating 3714 1 3.714 14.799 .000
Error 181.426 723 251
Total 9203.414 725

Dependent Variable: Overall Satisfaction on Service
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Factors Affecting Overall Satisfaction on Car Sharing Service:
Satisfaction on Service Quality, Satisfaction on Service Product,
Satisfaction on Service Experience
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ABSTRACT

With recent dispersion of sharing economy, consumption culture of sharing, instead of ownership,
gets wide spread in the age groups of 20-30. Even though the market of car sharing expands rapidly,
little research has been done in the area of service quality and consumer behavior regarding car
sharing services. Given that future market potential gets larger, it seems highly meaningful to conduct
research on customer satisfaction and their usage behavior regarding car sharing services.

This paper intends to analyze main factors affecting overall customer satisfaction on car sharing
services; satisfaction on service quality, satisfaction on service product, and satisfaction on service
experience. Each dimension of the three factors is also analyzed to see if there is any differences
between major three brands. Further analysis has been done for checking any effects of gender and
usage purpose of customers on the overall customer satisfaction. Key results of the analysis show all
the three main factors have significant effect on overall customer satisfaction. Each dimension of
service quality has significant effect on satisfaction on service quality. Dimensions of parking lot
accessability and vehicle maintenance in service product evaluation, have greater effect on satisfaction
on service product. In service experience, positive affect have greater effect than negative affect on
satisfaction on service experience. Women users perceive larger overall customer satisfaction on car
sharing services than men users. On the types of usage purpose, Users with purpose of tour and
dating/meeing friends perceive larger overall customer satisfaction on car sharing services than user
without it. Further managerial implications of car sharing services are also provided
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