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Abstract This study examined the consumer response of the current O20 service between service types.
Previous studies mainly focused on the quality factor of O20 service or Technology Acceptance Model
or extended TAM, This study is different from the fact that there are differences in factors that
consumers consider important and consumer reactions by service type. It is also significant that we
compared between representative food delivery services and car sharing services that are actively used
among 020 services. As 020 service is closely related to consumer's life, this study chose three factors
that the issue of personal information security and trust of intermediary platform companies, and
finally subjective norm based on individuals and groups who are aware of new 020 service. To test
hypotheses, data were collected and analyzed for 301 samples, focusing on delivery and car sharing
service, As a result, the delivery service among the 020 services was more positive to attitude toward
service in the consumer group with lower personal information security, trust in platform, and
subjective norm than car sharing service. Based on these results, implications and future research
directions were presented.
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Table 1. Results of Factor Analysis

Components

1 2 3
Privacy1 .875 .286 .085
Privacy2 .865 314 197
Privacy3 .844 .259 231
Privacy4 .828 .363 164
Trust1 .256 .886 133
Trust2 .333 .821 .257
Trust3 .328 794 .196
Trust4 .362 .760 318
Subjective Norm1 .099 279 .848
Subjective Norm?2 256 173 .838
Eigen Value 3.40 3.15 1.77
% of Variance 34.02 31.54 17.72
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Table 2. ANOVA Results for Privacy

Dependent .
Variable Independent Variable F(1,300) p
Group 7.55 0.006
Atiitude toerd Privacy 2471 | 0000
ervice
Group * Privacy 6.99 0.009

* Group 1=Delivery, 2=Car Sharing
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Fig. 1. Relation for Privacy and Service Types

Table 4. ANOVA Results for Trust of Intermediary

Platform
Dependent )
Variablo Independent Variable F(1,300) p
Group 4.06 0.045
Attitude toward Trust of IP 7576 | 0.000
Service
Group * Trust of IP 5.94 0.015

* Group 1=Delivery, 2=Car Sharing

020 A2 ARY FH| - B AB|2o] dis], 712
HEO AF7E S LBRAF, AHIAH ] B 29|
Zolt{(Table 5 L), R I7HEREFS] AFH7} =2
AR o] 79, O2041H]2 AR G Zhof] Afu] el
o= Afol7h UERAA] e9keKTable 5, Fig. 2 1)

Table 5. Mean and Standard Deviation for Trust of
Intermediary Platform

Table 3. Mean and Standard Deviation for Privacy Delivery Car Sharing
(n=152) (=149)
Delivery Car Sharing High of Trust 5.66
(1=152) (=149) (h=149) 5.64 (1.09) 569 (0.81) 083
High of 541 Low of Trust 4.65
Privacy(n=165) 5.42 (1.20) 5.41 (1.08) 0.97) (n=152) 4.91 (.0.85) 4.39 (1.20) 117
Low of 4.83
Privacy(n=136) 5.13 (.0.85) 4.45 (1.19) (123 5.28 (1.04) 5.02 (1.22)
5.28 (1.04) 5.02 (1.22) 5.15(1.14)
* ( )=Standard Deviation
5.15(1.14)

* ( )=Standard Deviation

AEA 2004 ARKRE AHIA Al Eet S7RESEC]
A (trust of intermediary platform) 7+ Ae28-2 £
A o= Fol5irt (F(1,300)=5.94, p<0.01)(Table 4 30).

w2bA Fig. 29F Zo] S/HERES] A1Z7F W2 4]
ALFF w2 vt Hs], FiF oz 7h|olF Afv]
AHTE HiE AfH|2o] dieh AH|AHEY TS 2004
o2 yeht A7EA 2 B3 AAFHAH.

ATEA 39 AL, AHIA AN FEiQE AFSA 19

(subjective norm) ZF9] AEAE&2 ROt
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Fig. 2. Relation for Trust and Service Types

(F(1,300)=3.74, p=0.054)[Table 6, Fig.3]. &, A5l& F
Hol 32 ABRARE w2 AR H|5)|, Hidos
7HHlo1E AH|AR = Bl AJu] Ao gk AfH|ABE}
o] Sojolct T3 AIB|Y o] w2 AHRRASE W
2 AH|RLo] H]sf JiFog FhM|ol=] Afr] A gt A
B AR o $99% 02 YERGTtHMdelivery=4.58 vs.
Mcarsharing=3.77, t=5.46, p<0.01)(Table 7, Fig. 3 &

).

Table 6. ANOVA Results for Subjective Norm

Dependent .
Variable Independent Variable F(1,300) p
Group 0.22 ns
Atmgde _tovvard Subjective Norm 51.06 0.000
ervice
Group * Subjective Norm 3.74 0.054

* Group 1=Delivery, 2=Car Sharing

Table 7. Mean and Standard Deviation for Subjective

Norm
Delivery Car Sharing
(n=152) (=149)
High of Subjective 5.02
Norm(n=130) 5.58 (0.85) 5.77 (0.92) 0.92)
Low of Subjective 4.77
Norm(n=171) 4.94 (1.13) 4.64 (1.17) A.16)
5.28 (1.04) 5.02 (1.22)
5.15(1.14)
* (. )=Standard Deviation

J222 020A481A AN Ejel AFEJH S| 7t
AE|2EEE Zpol7h YeRt AF-EA] 30] A=k
(Fig. 3 ).

Fig. 3. Relation for Subjective Norm and Service Types
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