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The Effect of Customers’ Perceived Value on
Continuance Intention in the Sharing Economy:
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Sharing economy is an alternative consumption paradigm in which consumers share, rather than own,
limited resources. In order for a sharing economy service to settle in successfully, it is vital for consumers
to use it on a continuous basis. However, prior research on sharing economy is mostly focused on the
initial purchase intention of customers, and little is known about consumer behavior related to the
continuance intention. This study investigates how perceived values, perceived usefulness, and sense of
attachment contribute to the continuance intention in the sharing economy service. Findings of this
study are intriguing. Customers’ perceived value of the car sharing services is found to have a positive
influence on their perceived usefulness, as well as, their sense of attachment to the service. Both perceived
usefulness and the sense of attachment to the service have a positive influence on their continuance
intention. As postulated, sense of attachment is found to mediate the relationship between the perceived
usefulness and continuance intention in the sharing economy service. Thus, the customers’ continuance
intention is formed based upon both evaluative(i.e., perceived usefulness) and emotive(i.e., attachment)
factors associated with the service. Such findings of this study provide several implications for both
academics and practitioners.
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H]XV} ol &g Aol U= Al
12} st 9
= v I}U} Bhattacherjee, 2001). A
Zo| Lo T AH|A} AE B AHAS o] &ald
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"t (Deng, Doll, and Truong, 2004).

2|7t A &o] &0 ke Tk aQle] ofsf ¥
AEe AR delA it AR, ke 384
A o] T AE 123 F-849 Z]Z}Jﬂr Ze 7]
T4 a]ld o A FdEFSs e Ao welH
(Limayem and Cheung, 2008). ¥l &8]zb7}
el tiel =7le A fia A AlEe] &9
Eofl 9 vAE 78 2%o® Eaud v itk
(Bhattacherjee, 2001). oA A4 H Aol &
J=v A7 d5 % T4 5 2 v

4 F& Y 9F= vAE AR gUA

O

¢

%2 oll
oo

ot &

3.1 o1 Ey

b 2E Ao

B ATE FHAA A¥2E o83

L7l 77 al Aful e sl A 4et 84 2
of2hE Bl Aol gk o]2&= TS nHd|
Aall (Figure 1)¥} 2o] A+23 L A3tk

3.2 o7t

3.2.1 A7 74 ek A2k £-87d % ofE3te] B
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T Xl=0l2 o=

(Figure 1) A7z

Isherwood, 2002). &H|Ap7} &H|E Bol »7]=
7M1 #et A= (Table 2)¢ AAIE vie} 2o
ks o] FofA St} £ ATl LB A
Flhe 7RA el gt A Tox] FEoz /e
A, 715A, AR, A=A, aela oeA vt
THAAE AFete U A3 A ER A
o}

4
L BRAA B 2E o83

2

ol
-

o
ofjr

(e} L
& HhE A9 A 287k ol BHE
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8
SA7IA B}, o] 22 T 2HEF
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=
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o
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2B i ME| 2] 75 dYs
], FHAA A =S ol &gz F3

FH A e veve =

=
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8

A8 A g At st 247 75 dE e
Zo] Atha “AFE Y MH|~E fr&otA =2
Mol At (Jeon and Park, 2015). 28]
HIZ7} A2 o] 85 Bl AW € EASE W)
A Hd Hgd 582 2w Ha, A g8 =
o el T M| ae] {84 Ak fon|e dEgs
1oz defA th(Hong and Na, 2008).
TAA MEl 2 o] &5 B3 AL 4uH]
slof] Mg J3Fe & A= dFERE e
Ta =71/ =9 o84 7t & A g
l, oletd 7HA = sl Au] 2ol gk §-84
o FHAY = A= AeZ Yl b
(Hwang, 2014). ¥xbgo

gk v thH| s}

mE N
>,\l

~ |o r

o

7k AL

¥o e 1 2
R U [
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= 4> e
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7V 1t FF73A AR 2=E o] 8¢
7R (AAA 714 1a, 7164 71

ARIA 7EA) e, #FA 7R 1d, OIE}
A 7K le) & @S AH 2ol tigh -8
23 A2l A (+)A91 dge v Fojot.

28| 27E =71

SHIAbE ARLlo] o] &gk Al FEC] B
A7F ik w/H 54 1S 2 "ot ol
g F354 e dee] Al e mREA] &
1, g AlAFE AR =9 (Affective
commitment) SZ7HA & o]0 & A gk gtk
(Lewin, Barry, and Terry, 2008). AH|A}E= A
H &5 Bl A4l 7It7E £xsH S5 = &
H A5 s =¥ aid AlF 9 AH| 2o s
A ARl ALt A =, s thael dish
stz e fAE YEA He
Aoz Hu¥ vf Yrh(Shaver and Mikulincer,
2005). cfZte] FdE = tdE v AlF(Kleine
and Baker, 2004) %%} op2}, A4 (Debenedetti,
2014), 283 AH|x
2015) 53 Zo] g3 A=
gdelsnh. oA Ball, 2R A BA T E R
A Zyshe 7EA7F A g 23 stlA B Al EEel
gt oo g 3t e AeE HuE 1 It (Liu,
Kou, Guan, Hu, and Pu., 2020).
TA7AA AB| 28] 7, 2B|A7L s AE| 27t
1
wr

Oppewal, and Arsel,

(Brocato et al.,

AFste 7 el s o2 Prlshd FaA<l
ZHAl Ha1, alld Au|ARRE S AQ 73
A9 g A =0 He Aew Y
&7 B} 9)tH(Yang, Song, Chen, and Xia, 2017)

ol g UL TREA ME2E ook A7}
TELE] FELE afdta YE o8 WES

=77 = ofFe 2
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0 2AAE olold & 9k Ao HAAH upta
et al., 2019). WebA FRAA AGAFE] AF
S 2ztel e A ATEA UF $349

HEE Asletal, o] 22 HEs AH|Ake] of2 g
ol T8 EUR A48 oz 3 & 5 3
o A, FRAAY SN HEE = AAA 7}
A&} 7154 7 & o & it it E44 H=
E gAsted 7ldste Aoz 424 AdtH(Toni
et al., 2018). 28] FF7AA AHH A4

AME 20471 dgEel o8 Fal AE F49

o 29| AALE ZHA st olo Fgdte AUUdE
B =S ZtA| dtth(Zhang et al., 2019). t &9

THAAY Fa3 54 olekd A= 744
A 29] o] &5 Tl B ERetaAl of= Al
o =84, A4 HEE R ] ?_5“;} Galbreth
et al., 2012). =3 FHAA 4
s 2HAE AR 2 EAR
A2yt A =W o] gk o] &
Jd HEE FA4gste d 7dste Aoz
(Tiamiyu et al., 2020) °]9Jr o ] %’ 78‘ H 7}
Al
‘I'I’ﬁzﬂ 7H 21€] ’\‘:‘]7}2] %é gyl
Qto.2 o7]A| Hol tid=ol] et s 8T +
e 7)oz 2Hg3t Aoz B 4= 9lth(Boschen
et al., 1999). mat FR2BA A7} Ap2lo]
AbgE] & AH 28] 7HX 7 g eitta =74 H
Aol AlgE daf AEste A A4S 9
gotA =, Aol AstEH A=
el f2s M s AR FEE F U
ol9} Zg =& wgtoz thgy e Mo A
A=At

:@x% 0]

A AU AE o] 43k AP} w7

2t 347
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7R (AR 7HA]: 2a, 7154 7M1 2b
A1 7}21' 2c, = 7T 2d, ©lE
A 7HA: 2e) ol A 2o gk off 2
ol B (+ )4_ FEE A Ao,
3.2.2 A1 749 #8793} oj23te] #A
2l A7t AgATERY o8¢ B Al 5
A3} spgEigickn Wrkehl 1 AR RS
g Aoz Adsh "rh(Davis, 1989). £,
2018 Fal AN WA Hot % )
T 93 gely AAA oz AEstd
Brol= g thdel o] &
drh. iHlZP} 54 AEA
s}wﬂ e e rH

> do yE
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O 4> ox
Jo 8
oo T
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oF o = |
:(&
X
rlr
[r
N
N

=
>

= W
2010 Rosenbaum et al., 2007)

TAAY A5, 2l ARrUEAA &
e Bl FYand Fostn Sl Al e
B AHApE AR e T, a9 AA

o,
4 Mom )49 249 < 3
=
o

ol
&
ofd

N H‘U i
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_.Vi
_$L
*U
QO
=
=
)
S
—
@
i
]
o

A
o EHOH X]ﬂ?ﬂ &8 19 T
AgEo] tdt of 2 FAHst= u 8% FAoR
2H28l= Ao 2 123 HuE 1w 9th(Jeon, 2013;
Kim et al., 2010; Lee and Ji, 2020). &7
A AEl e A NG Mu| 29 FEE = A

740

34 712, o|gA 71X & EEG 71X S UAlsla
i o] Z AT 2HAEL T AU A f-gat
tha =7, old dig) o Pt sheA
°1 Fom, FRAAN WAGRL dE 558 71K
Ag) ool e} J2E 74 S 9lS Ao A
lﬂt‘r. olgg =92 nigow the 2o S

AR
HH A2 o]_-@js]— /\H]Z]-ﬂ x]y_]'_

M 3 FR7A
]

|

T HE B P B Jks v ]t Ao &
&4 AtH(Chen and Lin, 2015: Ulaga and
Chacour, 2001). A7 #8487 A &0l &ox
Zte] BAel el 2ekQl WA A2 o] &5 o
2o 2 2A38 Bhattercherjee(2001) ATtol|A=
2B 7L ekl W7 Afu] 2ol tiel] =71 -8/ 0]
| F Mu|2e] A &o] o md| folg S T
AoR HuHith Butd o of o] &AE i
o2 A3 Choi, Wang, and Sparks(2019)¢]
AFAME B2} Q1A 2upd of g io] &
A& 259 T f A&o] & x| At ke

Fe AoR ‘/}Fjr‘*‘jr a8 J‘vﬁxﬂ /‘W]i

Gu, Wang, and Wang, 2019) %%73%%] A2~
2 o] &3 Auas} Apalo] EYe A 7F 2 =¥

TR -7

vl 453 g ddetA HH e Mu 27t
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Fasltta =/A Hof ol tel] 349 HEs
ZHA Ha, AvAke]l $3A9 B aF v
= 3 MH|AE o] gstllte BFIrE Pt
=5 g dAe] w9 F, FHAA AH A o] &5

iE
& F 2047 Y Au 27 fgea s

Hog 0]—&0]—_1_;(]— 3= ,]C7} 7raE A

7V 4 FR7AA MuAE o] &gk A7} 2|2}
3 F8AL dd Aulzd tig 214l

o=l A (+) A dF= v

4 ZAo|t},

3.2.4 o2} 2| o] go] moke] A

419wl wbEw - 4H] A3
ek A Foil fRo R ofojd E}E} o
H 2k AlE,
< 2 4 9J=dl(Park and Maclnnis, 2006),
g AAIZE tal o Fe =zl aHkE o
%EE} o] AEH R o] §sh= Aol
At (Asatryan and Oh, 2008).
jﬂr onLo] am;q Ul o2 Agd o)

ot o £ N O o b
|
o >
é—(:, ]

7
A w7t 1“*"& 7;.‘%—% 7
el tig ooz olojd 4 g A
& A A Al 2E AHske B
A7t Ale] e il Al Fojgitke
ofell tis} AHrAle =4t S
2016), Zfraulol Fojg i Anjzt
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2011). 2 B2 FF744 A 2d] f2E =71
SHIAE Sl A AE A &H o1 PP H o g o]
48 Aoz e 4 . o3 =& HiEge
2 o5 22 /Mol A AT
7P 5 FH7AA MBI o] 43 T FPAJH An
Ape] off 2k s Au] ol gt x| &o]
=]

o=l H(+ ot}

i}

[

)49 e )2

m

3.2.5 A4#
4ol

897 of = azgln

A%50] 49 =

af g A4t 2 A, A e e of
&tz o= d=rt 4% HAde] Eh(Chen
and Lin, 2015; Ulaga and Chacour, 2001).
ohek o] &t el gk AnjRte] Ee A|zto] 19
o] & el et 34 F5 YT 2 A= FA
AAAG G5 AVl e i Fert ey,
wrebA el i Zke] Q13 AAlC] FHH e E o
& A= Wl U Fa7t drH(Geva and
Goldman, 1991). &F78A| A9 75, A&
o] &= P A 84 o€ F7t ¥ele] S
= AR FAY F it anApE £ FR7A
AMu| 25 o] e B 11 AfH| 27} 83 A28
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W A o Az el $3A9 3
91, avA) $549 2L AvlAel

Ageke 98 Faeka o § UE A4
2 olgalnA s oE wd a7 B
(Blocker et al., 2011: Simon and Roederer,
2019). 2”4, T7728A Az 7HA7F e o
Stol Hla) SE5m £y o}um LUIL 244 714
o AEHH g Al as 294 49E 445
2 ate Agd e gae g
Aol frele 9L vIA

o2 9049 u} 9lvh(Baxter, Aurisicchio, and
Childs, 2015). o|A¢ /74 &AM dd=
of e 382 AP Az F&4% 54
AR oA Y e e A4 dd

= o

o 1N _‘r‘l
mlm =,

/\1- o

ofs

rlr ox,d;
I
ororo R

-l> JN
s

o

BF 444 o] 4ol

.n.a

v

=l
Hlef FoA oz grigtte HolA A E 24
o AgAeR AE A%E de B9 FRdA
T Aol & B & dh, mebA FRAdA Au] 29
F&de =7 Ho &5 F A aE A&
of o]gstAt sk AelA A AtolellA w9
&8 oJder VA He o] mAe dFS
dvie 2ot slvh S, AT tel A2
842 22 i thdel thgt Aol g2l o
ARACz & nA7I= T3 FAd, M 3
o S Ef AGol L= AR JFE
A ARG e Aol webd 2 A7l e
ol =oE Hie R v 22 7pdo] 4%
2psy

7Hd 61 TR7GA A2 o] 8= F9l ¢

742

B AT AFREL (Figure 1)ol AAE vt
ol 7], A2t F873, o F, 123 A|&e] &9
AR Adstn gu, A7RE 9 /M 4
Fr AAME 2~ S0E
LA o E ST
AFolA L& Wrse] 224 Fojo 34

JFJ F}E rE olN

7Hl= H]ZW} T AH| A2 o] L3l A
A A2tk AAA 74, 7154 74, A A A}
A, #2A 71, a2l 3 oled TR T &

gotaith. A2t 842 Agarwal and Prasad
(1999)# Min, So, and Jeong(2019)¢] A3 A
T5 7IWo R, A T Au| s A4 9 £
2 B & 4719 gt
22354tk f2e Ren et al.(2012)3 Yang et
al.(2019)9] A8 AFE 7wtz AF FF Al

From T4 AxE

W E70) B 28 9 BekE & 4v)e] Eo

2 7H AxE g8t SHHT. Adol =

£ Min et al.(2019)9] A8 AFE 7|wto g A}

F 3 AP S0l 2 4 2 B F 470

9] %%OE 77(4 ;dl:_t?. E:kQ_ ].o:] _783].0111;}_
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(Table 3) BiF=2| #M

W 23 3= e A7
M} AE) 2 AR Aol
oYY AE| 29l o] 8L AHE 2fdke Aut AAH o Bl dtk Sweeney and
AAA Ao AEl~ o8 JHAe FelAeld Soutar(ZOOl)
° o /M= wHm Papista et al.(2018)
AL WA A dE) S5 7K MR S Agd
Ao} AHlzE Wi % gt
Lo PHICIRE cleste Ae g Sweeney and
7154 ST E AR A 7] ol ee ARded Soutar(2001)
° ° 2o Deng et al.(2010)
FAFE AAE Y7k 48 W e 5 gt
W7k AzksE AAClE ol SASE F9E Welehe Algsolt
A | gy [T AARE TGS ClEAEE AS WeAdhe AR Seld S;Vftea%o%ﬁ
W7 Atk Al oleAE e $4E s AgEelt Papista et al.(2018)
Wk Azkse AAclE ol SA5E S0 A% 9%E T ARsolT
U ol Au 22 ol ga 7% AdE BT E0
e Aol QA ol S5t BBe mglo] En Sweeney and
A o Ao v ae elsee A0 Aad S
° Papista et al.(2018)
U Mol A AE ol&ake Aol 24T}
Mol At A Al gl FE A Au|zoltt ‘ s
A ANz AR BEE et 349 Adlzoln Papista et al. (2015
T el ARE dun v WA 4 gE 29 29 95909 sincher Temander
FHIo1g AvlzE 24 A el sk Avlzeld |
W7k H2 o] &3 AHolE st GadiT
Azke e elE AHl2g Bed ) dAE 2 $ gl Agarwal and
o an - " . TR —————— Prasad(1999)
TTo’o 1’]’ 7]"#101 1 ]—«E ]oo]'tﬂ LH7}' ]'J— A /\oﬂ HH]'——;LH 2T MT;]' Min et 31(2019)
T} AHAE Ue 4] £4S FE 483 w5t
e 2550E o &8 7157} 51 FHod Auls o §L 14 UA ne @t
Ja £ DEFUS 0§38 7157t 99 Feld S ol gake Aol o Al AN | Ren et al.(2012)
T [ s WA 229 g2 FE assdet Yang et al.(2019)
Aol AEl 2 o whgo] 2 Bt AH o]t}
U HHold QH A2 ASAA ol &8 Aot
rotaepe | TE ZPERTRE SR E AHold AN2g oled Al _
RIS [ gom A A darie 27 cadds A% ogd agag |
he 7137 9 Wi hHolE A A ol &3 Aztoltt
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} Atk AEu 19E Qg
2 2020d 104 29

S| AEA7F
sgE e, éé1 30 ne ﬂ 3 42052 2
AT fE HEOZ FE39Y. B AT &g
H EEY A7FATE 59 v 2

A 42019 S9AF 7R, o4 25678 (61.0%),
d 1647 (39.0%) 2.2 1=}, S5t Hit
AH L 34 5142, T 19~T724]¢] BEE Hol= A
o2 et F2 1 25~294(23.8%, n= 100),
T 30~34M1(21.2%, n= 89), T 19~244(14.3%,
n= 60) £O= A %%ﬁﬂ AMB|2E o] g3itta
SHAUT AF A9 M5 (32.9%, n=
138) <} 73‘715(27.44, n= 115)d AF3t= H]
&o] ZAA FHAY] Ak o] 2 A et A9-E
AR FALAH(49.8%, n=209), AEZ FAA}
(14.8%, n=62), W (A)A(13.8%, n=58)°]
ke g AR BT g FhAo] ] AH] 28] o] &
A 712+ 1d wvk(32.1%, n= 135), 1~24
mwk(31.2%, n= 131), 283 2~34 "|9H(22.2%,
n= 93) £o& AT, 123 13] H 744
ojg MH|AE o] &8he AR 8.79A7teZ &<l
A}, o] & A7k 2~447m]RH21.0%, n=88),
1A1ZE 30 ~2A17WRH(16%, n= 67), 6~124]
RH(14.7%, n= 62) 22 YegeH, 71
e o] & A 10279H0.7%, n=3)% o=
AT 53] 7ol F ME|AE o] &she 54
date Fa 2L Azt 0] 8(37.7%, n=158)
at7] sl L&sche S fE, dAl A7t A
Fo Hfota glomA] Aoy Mu|AE o] &gk
s S9o] WA 4207 7dl 1827 (43.3%)%!
Ao & eyttt

o

744

4.2 59 =72 MM o ey

£ 479 M A% 2, 59 7 494

L =

A 70 ooz Q‘ﬂﬂ‘}ii} 1\’4_1_ Cronbachs
T, .9 o, HHEASFZE(AVE) 32
50 o), A =3k 70 ©]”%(Nunnally and
Bernstein, 1994)0] B2 X Apdx &gH =
A w3 AEde gAY 22 S RY
AP B4 An x¥/d.f= 1.572, GFI= .908,
NFI= 951, RFI= .944, IFI= 982, TLI= .979,
CFI= .982, RMR= .047, Z28]aL RMSEA= .037
o] #E 7HE AR Uesith sid A= A% A
3 7Y Ve F5¢(Hair, Black, Babin,

Anderson, and Tatham, 2006).
Th5 2.2 (Table 5)°l #A|AIeH FHEIEE 4
3, FEEAFE AFS HEol BF 5 oL

2 ehgor], Bz 99 8% @5l 4 oflel

i

HEY G OE A FGEd HE 2 A=
SRIEAT, wepA B Ao i HdErt SR
=t

HEo] £ AFdre 1}713 A HE JMe gg
ofo] £S5 FHeIlenE FUUHA S (Common
Method Bias) wA17} °]E7]5‘ 227} $iek(Podsakoff,

Mackenzi, Lee, & Podsakoff, 2003). ©]¢
Harman(1967)9] @ 221%1% (Harman's Single
Factor Test) A%, 71 & AW S aAAste 8
Qlo] 44.781%¢] AW e & 7 ER, FY Y
ofe] FA7E EAHA G ALRE el

F

=)
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M
&

(Table 4) =0l Qol

H

F=3 g0l ,
TA70d e ii‘;ﬁj = t-value CR AVE Cronbach’s a
1
EV 1 799 -
EV 2 815 04 454***
ANA 7} - ‘ ' . . }
3AA 71 EV 3 843 22.485*** 926 728 926
EV 4 813 23.162%**
FV 1 770 -
FV 2 788 21.338%**
7154 7 - . . .
I 7 FV 3 804 21.749*** ol s It
FV 4 785 20.406***
SV 1 826 -
SV 2 825 31.252***
ALE A 712 - . . .
FEA 7 SV 3 832 26.271%** 948 819 AT
SV 4 837 26.723%**
HV 1 809 -
HV 2 816 26.847***
A 7% - . . .
i M HV 3 829 26.679*** 946 813 945
HV 4 852 28 .595%**
AV 1 763 -
AV 2 813 24.376***
o|EA 7}x - 933 776 933
= 7 AV 3 808 23.416***
AV 4 795 23.656***
PU 1 752 -
PU 2 813 24.034***
A\7be 9-8A - ' ' 1925 755 925
17 -84 PU 3 815 93.318***
PU 4 764 23.973***
ATT 1 782 -
ATT 2 777 29.065***
P - : ' 1946 813 945
" ATT 3 742 27.159"**
ATT 4 723 26.268***
CUI 1 812 -
CUI 2 822 33.391%**
2|40 L9 % - ‘ ' 1938 791 937
151821 CUI 3 788 23.254%**
CUI 4 800 25.733***

Measurement Model Fit:
2= 677.725, d.f=431, p= .000, x*/d.f= 1.572, GFI= .908, NFI= .951, RFI= .944, IFI= .982, TLI= .979,
CFI= .982, RMR= .047, RMSEA=.037

p 001, *p (.01, *p(.05
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(Table 5y T 7 2+ Abnl 2| 24

Hs M sD 1 2 3 4 5 6 7 8
1LEV 4781 1.008 ('8170)

2.FV 5137 859 517 ('8148)

3.8V 4111 1187 450 325" (‘9105)

4. HV 4569  1.147 397" 467°* 483" (‘9102)

5.AV 4675 1.026 .510"" .436** 599" 379" (‘8181)

6. PU 5184 917 478" .607** .355%% .499**  .452** (.8169)

T.ATT 4413 1.232 477" 478" 501"  573** 615%™ 541 (.9%2)
8.CUI  4.653 1.034 428" 487" 444" 556"  .452°* 553" 573 (.829)
“p (.01

-7t O BEEAFZU(AVE)Y Algs
- EV: A4 7k (Economic Value), FV: 7%

2 7k (Functional Value),

SV: A8lA 7} (Social Value),

HV: #ZA 7k (Hedonic Value), AV: ©]EF 7}A] (Altruistic Value), PU: AZ" 84 (Perceived Usefulness),

ATT: o} Z(Attachment), CUI: A&o]&

4.3 A7Hdel A3

97 TR Y S 5O M AS

B = A} g 4 :
X?= 711.026 (p= .000, d.f.= 436), x* /d.f.=
1.631, RMR= .062, GFI= .904, NFI= 949,
RFI= .942, IFI= .980, TLI= .977, CFI= 980,
RMSEA= .039 59 &< 2te 222 Yy, +
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