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Abstract

In recent years, network and technology have rapidly developed. The popularity
of smart phones and mobile networks had prompted Shared Economy. Shared
Economy has pioneered a new consumption model for goods sharing which had
become more easier through Internet. Shared economy is not only effective in the use
of resources, but also bring revenue to the community. Uber, as an example, who’s
global market share has increased drastically due to this trend, has gained global

attention as one of the most successful startups.

The goal of this thesis is to increase our understanding in the operation of online

and offline business model in share as to investigate the connection

of customer trust and lo f following topic as well
as: The influence of ived usefulness and
reputation on onlit eputations, service
quality and per, alty." The relationship
between online e relationship
between offlin st and offline loyalty. Th elati ip [between online

reputation and perce A : ifivelinfluence on ine trust and offline
loyalty. Online trust ha itive=influe y and offline trust have
on online trust and offline loyalty have positive influence on online loyalty. However,
service quality didn’t have significant influences to offline trust. Most important of all,
this study not only provided some comments for Uber to enter Taiwan market but also

proposed some recommendations based on empirical research results.

Keywords: Online trust, Offline trust, Customer loyalty, WOM, TAM, Reputation,
Perceived Value, Service quality
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. Introduction
1.1 Background

In recent years, the use of the smart phone have increased in both electronic commerce
and consumption. Online to Offline (020) commerce, also known as the O20 business
model, which is defined as a process of improving the management and increasing sales of
offline business through online marketing and purchasing. The studies have shown that
regardless of online or offline shopping, customers would most likely use the Internet to

search for products and services (Bei et_3

also in the integration of resources in the future (Weng & Zhang, 2015). Therefore, who

control both resources and consumers will most likely gain competitive advantage.

According to latest survey result published the Institute for Information Industry (FIND),
for every three out of four people in Taiwan owns a smartphone above the age of 12, which is
equivalent to 16.04 million smartphones in total. This is a joint investing conducted by FIND

and Mobile First.



The research was conducted in 2015, from March to April using the technique of
stratified random sampling through telephone interview. The entire population was divided
into smaller groups according to gender, population, age and place of residence defined by

the interior Ministry.

Compared to the survey results six months ago, mobile subscribers have increased 1.7
million, reaching a total of 16.04 million. From the recent statistic, the smartphone user

penetration rate is 73.4%, which correlates to be roughly 15.25 million subscribers. In

Owing a smartp n over 50 years old, it
is no longer a tren ting by FIND, the smart
phone use penetration rate for u 6%, and it is still
increasing.

Shared Econo i A : ' e smartphones and
Internet developed. gs that can be shared
through the rapid flow of h make goods sharing more
simple and feasible. There are various S : onomy, it not only effective the use

of resources but also develop new revenue for the community. Shared Economy have
pioneered a new consumption model for sharing which traditional industries had a greater
impact on it. According to the market research of PricewaterhouseCoopers, the market grows

will increased to $ 335 billion in 2050!

Uber’s global market share have increased rapidly due to this trend. Uber is also
regarded as an on-demand economy, which means user can met their need by simply pressing
a few buttons on the smartphone. Examples including finding a taxi (Uber), renting house or

2



hotel (Airbnb), and hiring professionals for their services.

The market capitalization of Uber has increased from initial 2.4 billion to currently, 4
billion US dollars within 5 years. With the rise of Uber, it has attracted high attention from
both the public, industry and the government. They have encountered endless troubles
including industrial protests and government imposed restrictions. However, the Uber still

remain strong and cannot be underestimated!

Trust is the main crucial in Shared Economy. Therefore, in order to understand the

and offline loyalt ing : i een offline loyalty

and online loyalty.



1.2 Motivation

020 (Offline to Online) business model is a new type of e-commerce business
model with good prospective. Unfortunately, due to the lack of research on this topic, the
application of this model is still not very common in Taiwan. The main application

would most likely be in western countries.

Recently, Shared Economy has become a trend. Due to the problem of excess
resources, Shared Economy emerged. People are more likely to share their assets to

others rather than just keeping our a an meet their needs by pressing a

however, woulc orked if there : p become a new
quasi-currency i ared Economy whic 3 : onomy rapidly

developed.

because internet is both very convenient and transparent. However, when it comes to

“Shared Economy”, trust becomes critical issue from online to offline.

According to the above and to combine the O20 business model which mention
before, we decided to use both online trust and offline trust as the key factor of this study.
Online trust represents the customer’s trust on Uber APP and offline trust represents the

customer’s trust on Uber car.



Legal issues definitely influence the customer trust for using Uber as a taxi driving.
But due to the good reputation and word of mouth, Uber revenue increase rapidly in the
world. Both perceived ease of use and perceived usefulness are two main factor for
investing Uber app’s interface which influence people’s online trust. For offline trust,
service quality and perceived value must be the direct issues which influence the trust on

taking Uber.

Loyalty is also a key factor in marketing, due to buy again. If customers trust

service quality and perceived value on offline trust thus offline loyalty (3) the

relationship between online and offline trust, offline trust and offline loyalty, offline

online trust and offline loyalty, and online loyalty and online trust.

In 2013, Uber officially announced to expand their business into Taiwan. Although
the demand was not as high as they expected, it is undeniable that Uber is leading a new
purchasing trend. As a result, the author has decided to take Uber as an example to

investing the consumption value of O20 business model, the relationship between



online/ offline trust and consumer loyalty. Most importantly, to investigate the degree of
understanding of O20 model in this highly competitive application service providing

industry.




1.3 Research Produce

To begin with, this study will discuss the background of the thesis then will
introduce literature review and hypotheses development. After that, will discuss research
methodology, data analysis and empirical results. Lastly, will concluded all the

information and managerial implication. The research procedures are shown in Figure 1.

ﬂ Information Collection and Research Objectives Identification

2 Confirm the Research Topic

@ Exploring Relevant Literatures

@1 Established Research Framework and Methodology

5 Design Questionnaire

@ Data Collection and Analysis

7 Research Results and Conclusion

—_—

A
Figure 1 Research Procedures



Il. Literature review and hypotheses development

2.1 Trust

Rousseau et al. (1998) considered trust as an extension from the psychological state of
human behavior. There has been many studies focusing on Trust and there are variations in
how the term Trust is defined across the literature. Many psychologists emphasis trust as a
factor of personal feelings from the reaction of external environment in 1950. In addition,
trust can also be developed by believing that the other party will respond positively, thus

generating expecting. Certain aspects 0 is, convinced that the other party’s positive

assigned amongst them. : en the pel iStri Awork believes that all
the partners involved ] tf assign gfore the deadline (Sitkin

& Roth, 1993).

party will be able to meet their needs in the future (Anderson & Weitz,1992). In the case,

trust has been viewed as a judgement of reliability and integrity between the two trading
parties (Morgan & Hunt, 1994). In addition, Dwyer et al. (1987) viewed trust as a creation
that comes from experience. These experience will affect the cooperation in terms of fairness,

honestly and awareness within the partnership.

Shared Economy would not work if there were no trust. Therefore, this study have



divided trust into online trust and offline trust. Online trust represents the customer’s trust on

Uber APP and offline trust represents the customer’s trust on Uber car.

2.2  Word-of-Mouth Quality

Arndt (1967) considered word of mouth as a speech communication between sender and
receiver, in which the sender passes non-commercial, information of brand, product or
service through oral communication. Word of mouth is constituted by an informal message.

Customers deepening other consumer’s impression by delivered the message of specific

product or service he/she received after the purchase. (Brown et al., 2005).0n the contrary,

NWOM occurs when a customer share comments or information about their dissatisfaction
about purchasing or using a product or service with other people. (Anderson & Gerbing,
1988). A disappointed customer may persuade potential customers not to purchase that

product/service.

PWOM may attract new customers and potentially reduce the cost of marketing for the

enterprise, whereas NWOM is likely to damage the credibility of the company’s



advertisement. (Reichheld & Sasser, 1990) WOM has gained the people's trust hence people

nowadays are more aware of their own existence on the internet.

Kim & Prabhakar (2002) believed that the information that collected by the customers
would influence their thought for the brand if they feel the uncertainty of the brand. Customer
may create greater trust relationship on brand if they know more about the brand and get
positive WOM from their close friends. There has been many studies focusing on the
relationship with WOM and trust in website (Kuan & Bock, 2007; Lim et al., 2006; Walczuch

& Lundgren, 2004; Kim & Prabhakar : based on the above discussion, we

23 TAM

technology, and the factors affecting . ptance of it. The model provides a
subjective evaluation on user’s performance and effort through the proposal of two concepts,
“perceived usefulness” and “perceived ease of use”. These two concepts focus on the user

acceptance technology, and is widely used in the study of this topic.

2.3.1 Perceived Ease of Use
Perceived ease of use (PEOU) is defined as “the degree to which user believes that less
efforts they provided by using a particular system can not only raise the acceptance of the

system but also get higher self-efficacy for the operation of system.” (Davis, 1989) In a

10



nutshell, it is “the ease of operation for system which the online user subjectively believe”.
PEOU is also defined as “the extent to which a consumer believes that the effort forgetting
product information from online website is free which applied to online consumer behavior”.
(Pavlou & Fygenson, 2006) Therefore, the more easy operating from the interface of system,

the more familiar with the sense of control in operating the system.

Gefen et al. (2003) believed that the PEOU will increase users' trust on the website.

Through friendly user interface, the online user can better relate the developers / retailers

Perceived usefulness i : gre ich “people subjectively believe
to use or not use an application to the ¢ their work performance” (Davis,
1989). When people believe that the application works, he/she will have a positive feeling on
this system. Most importantly, perceived usefulness has been regards as a strong determinant
of online user’s acceptance, adoption, usage behavior, and online trust (Gefen, 1997; Gefen &

Keil, 1998). Therefore, based on the above discussion, we can posit the following

multivariate hypothesis:

H3: PU will have a positive effect on online trust

11



2.4 Reputation

Simonin & Ruth (1998) believed that reputation is customer’s cognition of brand and
familiarity of brand awareness. Reputation can provide that information for customers, but it
can mean different things within different contexts (Mahon, 2002). When customers decides
which products or services they want to purchase, they will require information to solidify
their trust perception. Reputation can be applied to individuals, products, professions,
government agencies, corporations, and to the industry. Given the expansive nature of this

concept, it is critical that research-investigating reputation is clear about its operational

and information from the third party agents. 1 . (2008), McKnight et al. (2002) and
Jarvenpa et al. (1999) believed that the reputation of a web vendor as being an antecedent
factor of trust. In this study, we considered that reputation of Uber would have influences on
both online trust on Uber APP and offline trust on Uber car. Therefore, based on the above

discussion, we can posit the following multivariate hypothesis:

H4: Reputation will have a positive effect on online trust

H5: Reputation will have a positive effect on offline trust

12



2.5 Service Quality

Service quality (SQ), which is also known as quality of service, can be regards as a form
of attitude that results in a long-run overall evaluative perception of service encounters and
best assessed by performance-based measurements (Cronin & Taylor, 1992). From the buyers’
perspective, the attitude of SQ is also being considered as an evaluation of the service
consumption experience (Fornell et al., 1996). Service quality is considered to be one of the

most critical antecedents of Relationship Quality (Crosby et al., 1990; Hennig-Thurau et al.,

2002; Hsieh & Hiang, 2004). Service quality has a positive impact on satisfaction and trust

® Responsiveness: The willingness to assist customers on their inquiries.

® Assurance: The ability of the service provider to convey trust and confidence through

providing professional service.

® Empathy: The act of caring its customers and the willingness to provide personalized

service or individual attention.

13



According to social exchange theory (Blau, 1964), trust is established when the user’s
expectations are met. Service quality will not only affect trust but also influence user trust in
service providers’ ability, integrity, and benevolence. Gefen (2002) believe that service
quality affects online consumers’ trust. Harris & Goode (2004) suggested that service quality
affect customer’s trust. Chiou et al. (2002), Hsieh & Hiang (2004) and Roberts et al. (2003)
believed that service quality has a positive impact on satisfaction and trust. Therefore, based

on the literature review, we can posit the following hypothesis:

balance between t 3 : of the effectiveness the product or

service from the p m ~ itHiml 1988). In a nutshell, it

risks, perceived fees, technicality and cognitive effort (Kim et al., 2007; Kleijnen et al., 2007).
Another way to look at perceived value is that it also reflects user expectation. According to
the previously mentioned social exchanged theory (Blau, 1964), perceived value can not only
affect user’s trust, but also reflect the service provider’s ability, integrity and benevolence.
Harris & Goode (2004) suggested that perceived value affect user trust. Therefore, based on

the literature review, we can posit the following multivariate hypothesis:

H7: Perceived Value will have a positive effect on offline trust

14



2.7 Loyalty

Parasuraman et al. (1994) believed that loyalty is the willingness to buy again and
recommend the product or service to their friends and family for buying it. Kotler (1991)
believed that loyalty is the degree of satisfaction or dissatisfaction after customer buys the
product or service, the more satisfaction they get the higher willingness to buy again.
Customer loyalty is the purchase intent in future of buying particular product or service, and
it is divided into short-term loyalty and long-term loyalty (Jones & Sasser, 1995). Long-term

customer loyalty represents the customer will not easily change the purchase intention and

short-term customer loyalty is ustomer will easily pge their consumption or even
leave immediately if there of service. This study
has divided loyalty i case study, online
loyalty can be reg 5t and satisfaction of
product and servigé! Offline lpyalty represents-that‘custo e a ride on Uber
again.

From the previous stu act on loyalty (Cyr,
2008; Harris & Goode on & Kim, 2009). For
instance, from the empiric ebsite loyalty intentions in
e-commerce indicate that e-service orga pelieve by building better trust with

their consumers should have a higher likelihood of increased consumer spending and the
intentions to repurchase from the website (Bart et al., 2005; Mukherjee & Nath, 2007;
Fassnacht & Kdse, 2007). Moreover, trust drives broader website loyalty outcomes including
recommendation behaviors, intention to book/register at the website and reduced likelihood
of switching behavior to a competing website offering (Bart et al., 2005; Fassnacht & Kose,
2007; Ribbink et al., 2004). Most importantly, trust had been regarded as a significant

antecedent of customers’ willingness to engage in e-commerce (Gefen, 2000; Gefen, 2002).

15



This view suggests that if internet shoppers do not trust a website, they are unlikely to return
to it even if they are generally satisfied with other aspects of the website (Anderson &
Srinivasan, 2003). Increased trust can also lead to a more favorable attitude towards the
online store (Jarvenpaa et al., 2000) and hence loyalty towards it. Therefore, based on the

above discussion, we can posit the following multivariate hypothesis:

H8: Online trust will have a positive effect on online loyalty

Trust can establish long-term relationship between sellers and buyers (Doney & Cannon,

2.8  Trust Transfer

“Trust Transfer” has recently been discussed by many scholars. Trust has been related to
the degree of confidence from the specific target of goodwill, honesty, or the ability for
people and things (Doney & Cannon, 1997). Trust can be transferred from a known target to
another, which is closely related to the previously unknown targets (Doney et al., 1998). It
would definitely help the transfer from one entity to another if two entities were considered in

connection, moreover, in the same ethnic group (Stewart, 2003).

16



In this study, we suggested that online trust represents the customer trust on Uber APP
and offline trust represent the trust on Uber car. Consider the relationship between online
trust and offline trust from a first-time Uber riders point of view, since it is their first time
riding Uber, they don‘t have any previous experience using this service, and therefore trust on

Uber doesn't exist.

In addition, we suggest that the trust on Uber app will have positive influence on Uber
car. The trust of Uber APP will have influence on Uber car, therefore, customer trust on Uber

car will increase due to the increase of eustom Uber APP. Therefore, based on the

2.9 Loyalty

Blackwell et h e biased information

sites.

In this study, we suggested that offline loyalty will influence on online loyalty. Consider
the relationship between online loyalty and offline loyalty from a first-time Uber riders point
of view. After using Uber car as a car riding, customer will have the experience on taking ride
on Uber car. If the riding experience is great, customer will have loyalty on Uber car thus will
increase the loyalty on Uber app and buy again which will increase the loyalty on Uber app to

take Uber.

17



Customer loyalty for taking a ride on Uber would have effect on the loyalty of using
Uber app. When customers have loyalty on taking Uber, they will also have more loyalty on
the Uber app. Therefore, based on the above discussion, we can posit the following

multivariate hypothesis:

H11: Offline Loyalty will have a positive effect on online loyalty

18



I11. Research Methodology
3.1 Conceptual framework

In order to further understand how Uber organize its market strategy in 020
(Online to Offline) market, we have proposed a list of hypothesis which will be tested
using questionnaires. The hypothesis states that the WOM quality, perceived ease of use,
perceived usefulness and reputation will have a positive influence on online trust, thus

online loyalty. Reputations, service quality and perceived value will have positive

influences on offline trust, an In addition reputation will also

WOM Quality
H8
Perceived Ease of Use Online Trust > | Online Loyalty
J
Perceived Usefulness

H10 H11 :
Reputation :
. HY : 5
Service Quality Offline Trust »| Offline Loyalty :
Perceived Value
OFFLINE §

Figure 2 Conceptual Framwork
19



Base on the above conceptual framework, the hypotheses of this study are as per

following table 1:

Table 1 Hypotheses

H1 WOM will have a positive effect on online trust

H2 PEOU will have a positive effect on online trust

H3 PU will have a positive effect on online trust

H4 Reputation will have a positive effect on online trust

H5 Reputation will have a positive effect on offline trust

H6 Service quality will have apesitive effect on offline trust

H7
H8

H9

H10
Hi1l

20



3.2 Sample and Data Collection

After finished collecting the formal questionnaire, we established the Excel data
files for valid questionnaires and applied the Statistical Analysis Software (SPSS 20 and

Amos 18) as a tool of analysis research data for data analysis and hypothesis testing.

This study conducted survey of Uber riding experience in both Taiwan and United
Kingdom through online survey and paper survey. Formal questionnaires are collected

from 2016/3/11 to 2016/4/8. g naires among the study which

21



Table 2 Descriptive Statistics of Respondents

Items Number  Percentage
Male 99 46.9%
Gender
Female 112 53.1%
Under 20 12 5.7%
21~25 138 65.4%
26~30 24 11.4%
Age

31~35 16 7.6%
36~40 5 2.4%
Over 40 16 7.6%

6.6%

4.7%

Education 46%
Background 37%

Employment

1.9%
2.8%

Level

58.3%

1.4%

75.8%
£10,000- £19,999 11.8%
£20,000- £29,999 8 3.8%

Income

£30,000- £ 39,999 6 2.8%
£40,000- £ 49,999 2 0.9%
Over £50,000 10 4.7%
Total 211 100%

22



3.3 Measures

On the basis of previous researches, thirty measures were used to capture the
various constructs. Some items of online loyalty and offline loyalty were draw from
related studies. However, because these articles discussed issues in terms of different
thesis, some items and working were revised to correspond to the context of this study.

The other measures were adapted from variety of sources because appropriate and

similar measurements were not available.

23



Table 3 Measures and Items about Online / Offline Trust and Loyalty

Measures and ltems Source

Online Trust Waulf et al. (2001)
Uber app gives me a feeling of trust.
I have trust in Uber app.

Uber app gives me a trustworthy impression.

Offline Trust Wulf et al. (2001)
Uber gives me a feeling of trust.
I have trust in Uber.

Uber gives me a trustworthy impression.

Online loyalty Jinetal. (2010)

| believe this is my fa
I like to book taxi

To me, Uber a
of booking

24



Table 4 Measures and Items

Measures and Items Source

WOM Quality

I recommend Uber.
. Goyette et al. (2010)
| speak positively about Uber.

I would recommended Uber to other people.

Perceived Ease of Use

| found the Uber app interface is user friendly.
) Gefen et al. (2003)
| found it easy to learn to operate the Uber app.

It is easy to interact with Uber app.

Perceived Usefulness

| believe Uber app

faster. efen et al. (2003)

Uber app makessi

Reputation

| believe Ub

I believe
of othe

| believe
delivers.

Service Quality

Tangibles
Uber is a well-d
Reliability

Uber deliver its pro

Responsiveness Parasuraman et al. (1991)

Uber tell customers exactly when ca
Assurance

Uber is consistently courteous with customers.
Empathy

Uber understand you specific needs.

Perceived Value
Uber is a good value for the money.
Kim et al. (2007)
The price of Uber is reasonable.

The price of Uber is economical.

25



IV. Data Analysis and Empirical Results
4.1 Descriptive Statistics

On the basis of previous researches, thirty measures were used to capture the
various constructs. All items were measured on seven-points Likert scales, anchored by

“strongly disagree”(1) to “strongly agree”(7).

According to Table 5, the minimum and maximum of each measure are 1 and 7,

which represent the process of inputting the data is beyond the scope. The respondents

Range/Standar ation is-dKey is e er the answer of
the questionnaire : i N g ) S.D.is & 3 to 6, means
the representat i the following
easures have

chart we can

discrimination.

26



Table 5 Descriptive Statistics

N Range Minimum Maximum Mean S.D Range/S.D
WOM1 211 4 3 7 5.56 0.92 4.348
WOM2 211 5 2 7 5.39 1.069 4.677
WOM3 211 5 2 7 5.41 1.026 4.873
PEOU1 211 5 2 7 5.59 1.007 4.965
PEOU2 211 5 2 7 5.66 1.008 4.960
PEOU3 211 5 2 7 5.63 0.969 5.160
PU1 211 4 3 7 5.73 0.934 4.283
PU2 211 5 5.73 0.944 5.297
REP1 211 5 1.076 4.647
REP2 5.029
REP3 5.102
SQ1 5.336
SQ2 4.145
SQ3 6.342
SQ4 3.650
SQ5 6.179
PV1 4.878
PV2 4.689
PV3 6.218
ONL1 5.786
ONL2 6 5.254
ONL3 211 6 1 7 5.39 1.056 5.682
OFFL1 211 6 1 7 4.85 1.229 4.882
OFFL2 211 5 2 7 5.27 1.054 4.744
ONT1 211 4 3 7 5.42 0.919 4.353
ONT2 211 4 3 7 54 0.932 4.292
ONT3 211 4 3 7 5.38 0.92 4.348
OFFT1 211 5 2 7 5.42 0.979 5.107
OFFT2 211 5 2 7 5.39 1.02 4.902
OFFT3 211 5 2 7 5.48 1.02 4.902
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4.2 Reliability and Validity Analysis

Validity reflects the true meaning of the scores derived from the measure items.
This study has examined both content validity and constructs validity. The items of
questionnaire was developed from previous literature review, therefore, the evidence
provided by those strategies are convincing and the content validity is high. Besides,

some appropriate wording has been made to better consumers’ real attitudes and fit in

with the study.

The entire factor loading over 0.50 reflects validity. Further, the higher average
variance extracted (AVE) means the latent variables with higher validity and convergent
validity. Fornell & Larcker (1981) suggested the AVE should over 0.5, and the results of
this study met the requirement. The extraction of each construct is described as the
following table, all the AVE had had values higher than suggested level of 0.50, except

the AVE of service quality that is slightly lower than the suggested value of 0.5.
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The research analyzes the reliability through Cronbach’s Alpha. Value of
Cronbach’s Alpha means the internal consistency and correctness of the construct. Hair
et al. (2010) pointed that Cronbach’s Alpha should over 0.7. And the coefficient between
0.7 and 0.98 reflects high reliability. As a whole, the reliability of all constructs in this

study have shown high internal consistency and correctness.

Moreover, the composite/construct reliability (C.R) was calculated by using the

formula proposed by Hair et al. (1998). The estimates range from 0.809 to 0.930.

jher than suggested level of 0.70
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Table 6 Result for Reliability and Validity analysis

Corrected .
Construct Mftaé srl;re Ll:cgi;[ionr Item-Total Cron(t;ach > CR AVE
9 Correlation
WOM1 .798 725
WOM WOM2 .847 A75 0.880 0.884 0.718
WOM3 .895 .815
_ PEOUL 851 800
Perceived — peg;p 886 835 0.910 0910 0772
Ease of Use
PEQOU3 .898 .823
; PU1 .837 671
Perceived 0.672
Usefulness
Reputation 0.604
Perceived
Value 00
Service
Service 0.467
Online
Oniine 0.719
Offline
Offine 0.679
Online ONT2 894 847 0.913 0914  0.780
Trust
ONT3 .924 .843
. OFFT1 890 840
Offline OFFT2 923 879 0.929 0930  0.816
Trust
OFFT3 .896 .847
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4.3 Correlation Analysis

This study used the Pearson product-moment correlation to analyze the direction
and strength of correlation, and understanding the correlation of each constructs. Overall,
the result shows all the constructs are correlation, and suits to do the SEM analysis. As
Hair et al. (2010) suggested, the value of correlation should smaller then 0.9 to avoid
collinear. The significant level is 0.01 (two-tail) and correlation is significant. The result

of correlation analysis is showed as following table 7.

Also, to assess discrim values (Fornell & Larker,
1981). Discriminant va ish a construct from
other constructs tha IS not associated
with the constrt tes .we e compared with the
squared correls own in Table 7,

squared correlation, discrimina : eC stent. As expected, the
correlations of all elements had i evidence of discriminant validity.
Consequently, all the instruments met the requirement of internal consistency,
convergent, and discriminant validity for adoption in the structural model (Fornell &

Larcker, 1981).
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Table 7 Correlation Matrix

WOM PEOU PU REP PV SQ ONL OFFL ONT OFFT
WOM 1
PEOU | .384 1
PU 499 501 1
REP | 583 458  .418 1
PV 525 457 437 430 1
SQ 526 651 527 618  .600 1
ONL | 668 530 .520 616 .575  .651 1
OFFL | 662  .487 508 .56 : 546 757 1
ONT | 621 525 .54 : 595 . 77 690 1
OFFT | 637 501 8= . 701 744 1
Note: WOM= WOM lity, . ive efulness,
REP= Reputation, P\/= Percéi ity VONL=,Onli oyalty,
OFFL= Offline LoyaltygON lineiTrust
*:P<0.05 **:P<0.04 ***{P<0.001
WOM PEOU F ONT  OFFT
WOM | 0.718 —— A N,
PEOU | 0.148 0.77 6);/ —_— Q‘%
PU 0.249 0.34 67 4 / U N\“&'
REP [0.340 0.209 0.6
PV 0.275 0.209 0.191 / S
SQ 0.277 0423 0278 0381 0.360 0.467
ONL |0446 0281 0270 0.380 0.331 0424 0.719
OFFL [0.438 0.237 0258 0.315 0331 0.298 0.573 0679
ONT |[0.38 0.275 0301 0.343 0.355 0.337 0459 0476 0.780
OFFT | 0406 0251 0231 0.384 0279 0434 0516 0492 0554 0.816

Note: WOM= WOM Quality, PEOU= Perceived Ease of Used, PU= Perceived Usefulness,
REP= Reputation, PV= Perceived Value, SQ= Service Quality, ONL= Online Loyalty,
OFFL= Offline Loyalty, ONT= Online Trust, OFFT= Offline Trust

*:P<0.05 **:P<0.01 ***:P<0.001

*AVE is on the diagonal
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4.4 Hypotheses Test

This study adopted AMOS 18 to test valid data and estimates the suitability of
theoretical model. To test the construct validity of each scale, a confirmatory factor
analysis (CFA) was conducted. The fit statistics of reputation and intention model

(X2 =692.96 ; X2/df =1.828 ; goodness-of-fix index [GFI]=0.824 ; adjusted goodness of

fit index [AGFI]=0.784 ; comparative fix index [CFI]=0.933 ; root mean square error

of approximation [RMSEA]=0.063) filled the requirements suggested by the literature.

Goodness of Fit Result
X?(DMIN)

Df

Parsimonious Fit Measure Index
PGFI >0.5 0.672
PNFI >0.5 0.754
PCFI >0.5 0.813
XC/df <3 1.828

< < < <
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4.5 SEM Analysis

To use Amos 18 tests the p-value of the paths in this study, this finds all the p-value
are smaller than 0.05, it means all the effects are significant. The results are showed as

following Table 9.

According to the results, H1 is supported as WOM Quality have a effect on online
trust (y = 0.368, P < 0.001). Consist with H2 and H3, which affirmed PEOU and PU are

positively related to online trust, the results indicate the same direction (y = 0.181,

73, P=0.021 <

in H8 is also

(B = 0.438, P < 0.001 ). Although H6 is not supported which service quality is not
significant positively associated with offline trust (y = 0.19, P = 0.083), but still have

positive relationship between it.
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Table 10 Amos Result

Path Stand-ardized CR b
Estimate
WOM Quality—Online Trust 0.368 3.995 Frk
Perceived Ease of Use—Online Trust 0.181 2.117 0.034 *
Perceived Usefulness—Online Trust 0.199 2.048 0.041*
Reputation—Online Trust 0.222 2415 0.016 *
Reputation—Offline Trust 0.288 2.957 0.003**
Perceived Value—Offline Trust 0.173 2.312 0.021*
Service Quality—Offline Trust 0.190 1.735 0.083
Online Trust—Offline Trust 4.872 ekl

Offline Trust—Offline L

*k*k

WOM Quality 03654+
. 0.438%** i
Perceived Ease of Use Online Trust > | Online Loyalty
.
0.199#*
Perceived Usefulness 0.222%
0.362%** 0.486%**
Reputation
0.288%*
k4
] - 0.190 . 0.939%** .
Service Quality Offline Trust > | Offline Loyalty

Perceived Value

0.173%*

Figure 3 Conceptual Framework
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V. Discussion and Managerial implications

The main objective of this study is to investigate customer loyalty under the 020
business model of Shared Economy. In addition, to investigate the eleven proposed
hypotheses (H1~H11) as a basis for this empirical study. The conclusion and future

recommendations are as follows:

5.1 Conclusion

shown in Figure 3, most of the results have shown significance towards rejecting the
null hypothesis. WOM quality, perceived ease of use, perceived usefulness and
reputation have positive influence on the online trust. Both reputation and perceived
value have positive influence on the offline trust and offline loyalty. Online trust have
positive influence on online loyalty and offline trust have positive influence on offline
loyalty. In addition, online trust have positive influence on online trust and offline

loyalty have positive influence on online loyalty. However, service quality didn’t have
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significant influences to offline trust, but it still have positive influence on offline trust.

As mentioned earlier, customer’s online trust will increase when (1) the WOM
quality and reputation of the brand are good (2) PEOU and PU of software interface are
high. Furthermore, customer’s offline trust will increase when (3) brand reputation are
good (4) the brand provided good quality of service (5) the perceived value of the goods
or service are high. When both customer’s online and offline trust increase, customer’s

loyalty for the brand will also increase.

quality of Uber. s : i leir trust on Uber

will be increase

In addition, reputation has positive effect on both online trust and offline trust.
Good reputation will not only increase both customer’s online trust on Uber APP but
also increase the customer’s offline trust on Uber car. If consumer’s perceived value of
willing to pay the price of a good or service, customer will buy again. Reputation and

perceived value will increase customer’s trust on Uber.

Moreover, the results of the analysis have shown that service quality has slightly

positive on offline trust. As this study mentioned earlier about the SERQUAL which
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founded by Parasuraman et al. (1991). SERQUAL have 22 measures for five dimensions
(tangibility, reliability, responsiveness, assurance, and empathy) customers use when
evaluating service quality. And the measure of our questionnaire is adopted from
SERQUAL. Therefore, we suggest that the reason why service quality is not significant
effect on offline trust is the inappropriate selection, 5 measures from 22 measures.
Although service quality is not the main feature on offline trust, customer’s trust will
still increase if Uber provided better quality of service. However, customers using Uber

will still increase because of its low co he convenience it brings.

on online loyalty, st ha i Qffline ty. Customer’s trust
definitely increa
consider the rela i veen onl ust and off j first-time Uber
riders point of S i - ‘t have any previous

experience using this SefviCe, and “therefore-trtst=ol t. Therefore we

Consider the relationship between online loyalty and offline loyalty from a first-
time uber riders point of view. After using Uber car as a car riding, customer will have
the experience on taking ride on Uber car. The results of the analysis have shown that
offline loyalty has positive effect on online loyalty. Loyalty of using Uber app will
highly increase if the loyalty for taking a ride on Uber increases. When customers have
loyalty on taking Uber, they will have more loyalty on the Uber app. As a result, users
will increase the use of Uber.
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5.2 Managerial Implications

The findings of our study propose several practical suggestions to managers while

planning to run a business plan in Shared Economy.

To start with, in order to increase sales revenue, managers should increase
customers’ loyalty and trust level toward the firm. Managers should always take
customer’s feedback seriously, no matter it’s positive WOM or negative WOM. Word of

mouth tends to affect both customer’s trust and confidence in the brand. Furthermore, it's

very important for marketing prom an know what’s customer need,

have better respond to ice and product through
WOM.

Next, manal prove the APP interface. APP
interface shoulg on of the time.
Our findings sug isfied with the
product and se ’ intention to re-
patronize.

In addition, in order {0 agers should focus on the

customer’s perceived value due to impertant role in offline trust. Our finding
revealed perceived value will have positive influence on offline trust thus offline loyalty.
Therefore, due to increase customers trust and buy again, company should enhance
customer’s perceived value, to let them feel “it’s was worthwhile to buy this product or

service”. For instance, company can not only enhance the interaction of company

website or app’s responsiveness but also enhance the product functionality.

Finally, manager should enhance the company’s reputation in order to increase
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customer’s trust. Our findings revealed the firm’s reputation plays a critical role in an
offline operation. While a favorable reputation may be important in encouraging a
customer to take that next step and increase the customer trust of the brand. For example,
enterprises should invest some company advertisement. Decisions regarding investments
in company's commerce should focus not only on attracting customers but also on
developing capabilities that provide a positive direct app using experience. In this case,
due to the good reputation and word of mouth, Uber revenue increase rapidly in the

world.

country.

Uber officially announced to expand their business into Taiwan in 2013. The
demand of Uber in Taiwan has been increasing since the introduction. Although the
demand was not as high as they expected, it is undeniable that Uber is leading a new
purchasing trend. Therefore, the theoretical contributions of this study are as following:
To begin with, due to the lack of research on O20 business model, this study

investigates the relationship between online/ offline trust and consumer loyalty.
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Furthermore, this study conducted survey of Uber riding experience in not only Taiwan

but also United Kingdom.

Last but not least, the concept of this study is according to Alex Rampell (2010)
who proposed the concept of Online to Offline (O20) business model. This study not
only understanding of O20 business model but also add the concept of Shared Economy.
Using Uber, the leading businesses that are advancing the concept of the “sharing

economy”, as a case study. To investigate the degree of Uber in O20 business model in

reliable confirmation on the country.

Furthermore, the study was conducted through survey of Uber riding experience in
both Taiwan and United Kingdom through online survey and paper survey. Due to the
limitation of time and human resources, the target volume of questionnaires to be
collected was not reached. As a result, the questionnaires collected in both the UK and
Taiwan was merged. Therefore, the implication on this conclusion of this study should

be used with cautious.

41



Last but not the least, this study has six variables for the trust (WOM quality,
PEQOU, PU, Reputation, Service quality, Perceived Value). It is recommended that
subsequent researchers can add other variables for this research topic, which expand the

research infrastructure and have more results for the research.

42



Appendix

Shared economy questionnaire: A Uber case study

Dear respondent:

I’d like to invite you to help me with my master’s research on Online and Offline
trust. The main purpose of this question is to further our understanding in Shared
Economy operate in both online and offline business model and to investigate the
connection of customer trust and loyalty. Please spend a few minutes on this
questionnaire and if there is any question please don’t hesitate to contact me via my
email address: Your identity and answer to all the
questions will remain anonymous.

8ss, Tung-Hai University

equivalent []Associate acie e [IMaster’s degree

4. Employment Status: [L1Employed for wages [1Self-employed []Out of work
and looking for work [JOut of work but not currently looking for — work
Lstudent ClMilitary C1Retired [JUnable to work

5. Household Income: [1Under £10,000 [1£10,000-£19,999 [1£20,000-£29,999

[ 1£30,000-£39,999 [ 1£40,000-£49,999 [1Over £50,000
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B. Aagreement Scale

Strongly

Disagree

1)

®3)

(4)

—~
a1l
~

Py
(o))
~

Strongly
Agree

()

| recommend Uber.

N

. | speak positively about Uber.

. | would recommended Uber to other
people.

S

. | found the Uber app interface is user
friendly.

N I O I A O

N I I A O

| found it easy to learn tg
app.

\l

©

10. I believe Uber’s repu

the reputation of other.

1

1. | believe Uber is consistent in
offers and delivers.

12. Uber is a well-designed app

13. Uber deliver its promises.

14. Uber tell customers exactly when car will

arrive.

15. Uber is consistently courteous with

customers.

16. Uber understand you specific needs.

N I I I O I A

N I B A O

N e I I s I O

N I I I s I

N e I I s I O




17.

Uber is a good value for the money.

18.

The price of Uber is reasonable.

19.

The price of Uber is economical.

20.

I believe this is my favorite taxi-booking
app.

21.

I like to book taxi from Uber app.

22.

To me, Uber app is the best taxi-booking
app in terms of booking.

23.

24,

25.

26.

27.

Uber app give
impression.

28.

Uber gives me a feeling of tru

29.

| have trust in Uber.

N I I I O

N s I I I O

N s I I I O

N I I I O

[

[

30.

Uber gives me a trustworthy impression.
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