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Abstract With the recent revitalization of the shared economy, bike—sharing services are gaining huge
popularity in the bicycle sector. Bike—sharing services are characterized by reducing environmental
pollution and borrowing bicycles at low prices. This study investigated the mechanisms for the
formation of customer’s continuance intention toward bike—sharing services. The theoretical framework
clarified the role of perceived value and trust in enhancing customer’s continuance intention. Perceived
usefulness, perceived ease of use and perceived enjoyment are considered as the vital factors of
enhancing perceived value and trust in a service provider. The research model was validated by data
from 217 bike—sharing users in China. Both perceived value and trust in a service provider had a
significant impact on user’s continuance intention. However, the analysis results showed that perceived
usefulness does not have a significant impact on both perceived value and trust in a service provider.
Perceived ease of use and perceived enjoyment played a significant role in enhancing both perceived
value and trust in a service provider. Our results are expected to provide academic and practical
implications for bike—sharing services.
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Fig. 1. Research Model
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Table 1. Profile of Respondents

Item Fre. Per.(%)

Female 124 45.8
Gender

Male 147 54.2
Less than 25 120 44.3
Age 26—30 91 33.6
More than 30 60 22.1
Less than 3000 yuan 101 37.3
Average 3000—7000 113 41.7
Income 7001—-10000 yuan 38 14.0
More than 10000 19 7.0
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, 3 A1E)A(CR: Composite Reliability) Z} %
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Table 2. List of Model Constructs and Reliability Test

Construct Item Mea Sta. Fac. CR | AVE
n Dev.| Load.

COI1 573 | 1.08| 0.865
COI2 5.85 | 1.00| 0.866 0.90 | 0.75

Continuance

Intention
CoI3 576 | 1.11] 0.875
bercel PEV1 559 | 1.11] 0.854
erceived PEV2 555 | 1.05] 0.875 | 0.90| 0.74
Value

PEV3 5.65 1.11] 0.855
TRU1 5.88 | 0.96| 0.782
Trust TRUZ 5.67 1.08| 0.876 0.85| 0.66
TRU3 5.47 1.18| 0.767
PEU1 5.95 | 1.06| 0.847

Perceived PEU2 5.90 | 1.10| 0.858 | 0.90| 0.74
Usefulness

PEU3 5.85 | 1.25| 0.88
bereel PEOUL | 5.94 | L.11| 0.771
erceived PEOU2 | 579 | 1.17] 0.768 | 0.83| 0.61
Ease of Use

PEOU3 | 6.02 | 1.04] 0.811
beree PEN1 537 | 1.20] 0.881
erceived PEN2 5.37 | 1.17| 0.916 | 0.89| 0.74
Enjoyment

PEN3 5.31 1.32] 0.772

Table 3. Correlation Matrix and Discriminant Validity

1 2 3 4 5 6
1. COI 0.87
2. PEV 0.73 0.86
3. TRU 0.73 0.73 0.81
4. PEU 0.57 0.46 0.48 0.86
5 PEOU 0.61 0.58 0.58 0.56 0.78
6 PEN 0.59 0.64 0.53 0.39 0.52 0.86

(Diagonal elements are the square root of average variance extracted.)
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