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Abstract - The sharing economy refers a type of economic transaction where the products once produced and sold are 
exchanged, shard, and leased commercially, and leading the change of paradigm in consumer culture by environment 
protection and resource recycling. The most of previous studies on sharing economy were mainly conceptual or case ones, 
and in empirical studies, most were on measurement of efficacy and effect of sharing economical service. The purpose of 
this study was, focusing on car sharing, a rapidly growing industry in sharing economy, to investigate the characteristics of 
mobile payment that is widely used in using car sharing, and perceived risks by users, and determined the effects of these 
characteristics on emotional feeling and reuse intention of users. This study also was to provide practical implications to car 
sharing companies based on the results of this study. 
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I. INTRODUCTION 
 
The serious economic difficulties, after the global 
economic crisis in 2008, made consumers to reduce 
over-consumption and choose rational consumption, 
and based on them, the sharing economy emerged as 
one of the rational consumption pattern. The sharing 
economy, a term introduced by Lawlence Lessig, a 
professor of Harvard University, means common use 
of previously produced products and can be defined 
as a economic model of cooperative consumption. 
The paradigm, in parallel with the emergence of a 
sharing economy, has shifted from ownership to 
sharing, from profit creation to value creation, and 
from over-consumption to cooperative consumption 
(Kim et al., 2016). The sharing economy is not a cold 
economy where the principle of demand and supply 
work but a kind economy based essentially on sharing 
and win-win (Gold & Naughton, 2010). 
 
Since its first appearance in Korea in 2009, the car 
sharing has grown into one of the most successful 
model of sharing economy and the related market is 
expanding rapidly. In addition, global automakers 
such as Volkswagen, GM, and BMW are also 
investing in the car sharing business, and Hyundai 
Motor is also considering entrance into the 'eco-
friendly car sharing' business as a way to expand 
demand for eco-friendly cars such as electric cars 
(Herald Economy, July 25, 2016). The car sharing, 
therefore, is likely to grow as an axis of the future car 
market. These car sharing service is more likely to be 
performed by online and mobile devices rather than 
direct contact between user and service provider. This 
make the payment of this service to be convenient 
and immediate without being restricted by the place 
and time, however, at same time, accompanies  

 
problems such as security of personal information 
during transaction, the concern that the desired car 
may not be available, and damage of car. Holbrook 
and Hirschman (1982) argued that the company 
should understand the emotion of consumers in order 
to facilitate their purchase, suggesting that the 
emotion of users in using service may have 
significant effect on their reuse). 
 
The most of previous studies on car sharing were 
mainly conceptual or case studies and the potential 
risk in using or emotional feeling of users were 
relatively ignored. The purpose of this study was, 
therefore, to analyze the characteristics of car sharing 
service and the mobile payment service used in it. 
This study also develop a research model to 
investigate the effect of these characteristics on 
emotional feeling and reuse intention of users by 
analyzing the risk perceived by users. This study, in 
addition, was intended to provide the practical 
implications to car sharing companies based on the 
results of this study. 
 
II. Theoretical Background 
 
2.1. Characteristics of Car Sharing 
The sharing economy is being used, by consumers, as 
a mean to accomplish reasonable consumption with 
low cost (Jeong, 2012), and is a concept to share 
resources once produced with many unspecified 
individuals without ownership (Kwon, 2013). The 
sharing company has high economic value, because 
many individuals share the use of a resource and, 
therefore, the initial investment cost is avoided. This 
economy also allow the selective purchase according 
to the needs, providing economic convenience. This 
economy, however has potential of unavailability of 
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purchase because of the resource scarcity due to the 
nature of the share and there may be problems, such 
as risk of product damage, between users or between 
user and service provide 
 
The car sharing, one of successful economic models 
of the sharing economy, is operated mainly by B2C 
form. This first company in this industry was the 
Zipcar in 1999 and in Korea, many companies enter 
into this industry following the Socar. Most of the car 
sharing companies use B2C type, therefore, a 
problem of car concentration due to dominance of 
one-way using type occurs (Almeida Correia & 
Antunes, 2012). The issues such as the safety of car 
and etiquette of users in using may be another factors 
limiting using car sharing. The result of research by 
Trend Monitor in 2015 showed that the awareness of 
car sharing is increasing and 60.4% supports the 
domestic introduction of car sharing, suggesting the 
increased importance of studies on car sharing. 
These characteristics not only generate social value 
but also increase the value of sharing economy as a 
new consumption pattern of market resources. 
 
2.1.1. Perceived Risk of Product Scarcity 
A resources, in sharing economy, are commonly 
consumed by many individuals, competition among 
users may occur. Lamberton & Rose (2012) showed 
that the risk of product scarcity occurs because of the 
personal use of sharing provider and 'potential 
demand of sharing product' by partner. The perceived 
risk of product scarcity is a situation the resource is 
not available because it is being occupied by other 
user(s) (Lamberton & Rose, 2012), and critical role in 
formation of behavior and intention for sharing. This 
study defined the perceived risk of product scarcity, 
based on previous studies, as the perceived risk of 
using other people's services when using the car 
sharing service. 
 
2.1.2. Economic Value 
The definition of value is a theme prevalently studied 
not only in sociology but also in other fields 
including psychology and anthropology. The 
perceived value, according to Monroe (1990), is 
defined as the perceived exchange of the acquired and 
lost things after payment or the perceived sum of 
acquired value and transaction value. The economic 
value of resource A, a sub-factor of perceived value, 
is defined as perception of superior quality for price 
of A to an alternative by Sheth at al (1993) or as the 
maximum cost of other resource that can be 
abandoned to acquire A. This study defined the 
economic value of car sharing, based on previous 
studies, as the consumer value being perceived by 
consumers when using car sharing services. 
 
2.1.3. Trust 
The trust is a theme studied in many fields for long 
time. Aaker et al. (1990) defined the trust as the 

perceived extend to which a company provide 
satisfaction to consumers by proving product and 
service using their professionality, credit, and 
preference dimensions, while Dyer et al. (2003) 
defined the concept as the confidence, in transaction 
relationship, that each party will not attempt to 
exploit other party using other party's disadvantage. 
Gold Smith et al. (2000), in addition, defined trust as 
the belief that the company plans and deliver product 
or service to satisfy customers' desire or need, and 
company's trust as the level of capacity to satisfy 
consumers. 
 
The proportion of non-face-to-face purchase using 
on-line and mobile payments in total transaction is 
increasing in recent, making the trust as more 
important concept in study. The non-face-to-face 
payment is also occupying most of sharing economy. 
Jarvenpaa and Tactinsky (1999) argued that the trust 
in on-line environment has positive effect on 
purchaser's attitude and Mcknight et al. (2002) 
proposed the perceived reputation of seller and the 
perceived quality of web-site as the requirements of 
trust in on-line environment and argued that these 
factors has effect on the level of belief and 
willingness of consumer about seller. Ko (2014) 
explained that the trust induce cooperative behavior, 
prompt networking, and decreased the transaction 
cost due to conflict. This study defined the trust, 
based on previous studies, as the confidence in 
sharing economic services. 
 
2.2. Characteristics of Mobile Payment 
Most people, with the popularization of smartphone, 
came to want a simple payment system. The 
improvement of convenience and safety in mobile 
financial service increased rapidly the demand for the 
service with mobile banking and payment. Most 
people, nowadays, use internet baking phone banking, 
and mobile banking rather than bank counter. The 
VM mobile baking allows users to use banking 
transaction service safely by simply downloading the 
program to mobile phone, making it easier for 
customers to use banking services on the move. Lee 
(2003) conducted empirical analysis of mobile 
payment system users and studied on user satisfaction 
and non-user expectation considering the 
convenience and safety security as characteristics of 
mobile payment system. 
 
The most importantly considered part in mobile 
banking is security, meaning that the customer 
perception of security has a significant effect on 
mobile banking usage. Cheng et al. (2006) measured 
the customer acceptance of Hong Kong's Internet 
banking industry and analyzed whether the perceived 
web-security is an important factor and found that the 
security factors such as privacy intrusion, data 
security, and information security, in using mobile 
banking, tend to be considered as important ones, 
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especially as more important ones in payment system 
and banking service. Buellingen & Woerter (2004) 
analyzed the success factors of mobile services and 
identified factors such as message transmission rate, 
data security, and IT security. The security in mobile 
banking is an important factor and is reflected in 
various studies. Yoon (2010) studied the predisposing 
factors of user satisfaction in online banking and 
showed that the effect of online banking on customer 
satisfaction is dependent on user experience. 
The characterization of mobile banking service is 
important in that the mobile banking market has a 
significant role in growth of overall mobile market. 
The technologies that allow customers to use mobile 
banking without delay, easily, and conveniently on 
move and protect their personal privacy are likely to 
contribute to growth of mobile banking market. 
 
2.2.1. Convenience 
The convenience is likely to vary according to the use 
of mobile commerce, internet banking, and mobile 
banking and to the level perceived by the users the 
convenience of various aspects has been measured in 
many previous studies. The convenience is regarded 
as ease of use and convenience of learning in studies 
on information system quality, as convenience in 
studies on online service or mobile internet, and as 
ease of use and convenience (Park and Jeong, 2009), 
indicating that the importance of convenience is 
reflected in studies of various fields. The ease of use 
means the perception of ease of conversion such as 
keypad or interface in mobile device (Nielsen, 1993). 
The requirements of mobile device include ease of 
carrying, convenience of using, and applicability in 
various tasks. 
 
Mallat et al. (2009) studied, the influencing factors of 
adoption of mobile systems by users and empirically 
verified the importance of convenience and mobility. 
The convenience is an important factor in mobile 
banking that utilize mobile device. If users feel 
inconvenience when using mobile banking, they may 
use internet banking or phone banking rather than 
mobile banking. This study defined the convenience, 
based on previous studies, as a personal perception 
that it will be easy to use with a small amount of 
effort when using mobile payment service 
 
2.2.2. Security 
Customers are concerned about security when using 
banking service with mobile device because they use 
personal accounts. Most people, when using mobile 
banking service, doubt the security of mobile banking 
and believe that mobile phones are apt to be hacked 
despite the lack of experience with security incidents. 
Since customers, as mentioned above, are interested 
in security, researches in various fields are 
performing studies on security, and especially, the 
security in using banking service has attracted more 
attentions. Schierz et al. (2010) demonstrated that 

customers considers, in using mobile payment system, 
not only mobility but also security as important 
factors. Joo (1999) proposed a research model 
considering convenience and security in electronic 
payment system from a business perspective. Many 
customers are using mobile payment systems with 
great interest, however are concerned about security 
risk. The mobile payment system have potential loss 
risks in many ways such as privacy, personal data, 
and data exchange, and customers are shown to 
perceive security risk in mobile payment system 
(Schierz et al., 2010). 
 
This study defined the security level, based on 
previous studies, as privacy level for users of privacy 
breaches, personal information intrusion, etc. when 
using the mobile app through the mobile app.  
 
2.3. Perceived Risk 
Bauer (1960) proposed that consumers are not able o 
predict the outcome of a decision making process, 
and that they are aware of the risk due to the 
uncertainty that the outcome of the decision may not 
appear as intended. The perceived risk, according to 
Peter et al. (1975), refers to the expected loss that can 
occur as a result of selection and purchase, rather than 
the uncertainty about the choice. He also regard the 
perceived risk as having negative effect such as 
delaying or abandoning purchases because of such 
expected losses. Yoo et al. (2015), in addition, 
suggested that buying a product is not a simple 
response to a stimulus but a response expressed 
through a complex cognitive structure that combines 
perceived usability and perceived ease of use and, 
based on them, explained the perceived risk  
 
The car sharing service is mainly operated in non-
face-to-face transaction, not the offline service, 
therefore, the uncertainty about transaction is 
inevitable. This means that there is an additional risk 
to the transaction itself as well as perceived risk in the 
offline environment. The transactions in an online 
environment, according to Ward et al. (2000), pose a 
risk of inconsistency between ordered and actually 
delivered products. There should be also a risk of 
payment method because payment is made by 
indirect methods such as credit card. There is also 
anxiety about privacy related to internet security, and 
in addition, there are risks of the time period taken to 
receive the products after ordering, of impulse buying, 
and of fraud sites (Swaminathan et al., 1999). 
 
This study, based on previous studies, classified the 
perceived risk into performance risk defined as the 
possibility of the product malfunctioning and not 
performing as it was designed and advertised and 
therefore failing to deliver the desired benefits, and 
overall risk defined as a general measure of perceived 
risk when all criteria are evaluated together, and 
measured separately. 
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2.4. Emotion 
The emotion is a variable that has been attracting 
interest to researchers in service and marketing field 
because users may become unconsciously emotional 
while using services (Kim, 2017). Guinea & Markus 
(2009) demonstrated that the emotion is a key drive 
in intention of continuous use and emphasized the 
importance of emotional response in establishing 
long-term relationships with service provider. Cohen 
& Charles (1991), in addition, found that the pleasant 
feeling or emotional response induced by experience 
of using leave strong emotional traces in consumers' 
memories and that these emotional traces play an 
essential role in evaluating information system use if 
users continue to use specific information systems. 
 
Many studies have focused on positive emotional 
responses of emotions, however, the emotional 
feeling of users are not only positive, and negative 
emotion can also have a significant effect on users' 
consumption. The positive and negative emotions are 
likely to have different effects on the emotional 
feelings of the users. Chea & Luo (2008) found that, 
in the context of online service, negative emotions 
have a significant effect on complaints however 
positive emotions have no significant effect on 
satisfaction and recommendation. Jones et al. (2007), 
in addition, investigated the different roles of 
negative and positive emotions in the formation of 
reuse intention and the propagation of negative word 
of mouth. 
 
This study, based on previous studies, classified 
emotions into positive and negative ones, and each 
were defined as excited, thrilled, delighted, frustrated, 
angry, and irritated ones. 
 
2.5. Reuse Intention 
 
The reuse intention is a concept defined in terms of 
users' behavior and means regular reuse while 
recommending to the product or service without 
being distracted by attraction from rivalry companies 
(Park, 2009). 
 
The reuse intention has high academic value, as 
reflected in many studies on this theme in service 
field since long before. The reuse intention, according 
to Binter (1990), is determined by users' and the 
customers' judgement of the service provided in terms 
of good or bad, like the concept of visiting intention, 
and means intention of repetitive visiting. Lee (2009) 
showed that, in addition, such intention to visit, in the 
same context of reuse, is a deliberate consumption 
behavior to accept service repeatedly and a tendency 
of various consumption type as a subject of 
consumption of location and space. This means that 
The possibility of visiting is dependent on reputation 
perceived by users. Bouding et al. (1993) found that 
the emotions on past consumption experiences affect 

future repetitive purchases. It was shown that the 
positive emotions of the service can confirm the 
possibility of reusing products and services. 
This study, based on previous studies, defined reuse 
intention as users' intention to continue using car 
sharing service. 
 
III. RESEARCH MODEL AND HYPOTHESES 
DEVELOPMENT 
 
Most of the sharing economic services are online-
based and interpersonal one, therefore, the 
uncertainty about the service utilization is inevitable. 
This means that the perceived risk in using the car 
sharing service is an important factor in continuous 
using of car sharing service. It was also shown that, in 
previous studies, the rate of using mobile device is 
high in car sharing service users. The users' emotion 
is an important variable to grasp the consumption 
situation for managing service in context of rapidly 
changing service market and is used as an important 
variable directly related to service reuse. 
 
This study, as shown Fig. 1, developed a research 
model to determine the effects of characteristics of 
car sharing and mobile payment, and perceived risk 
and users' emotion on reuse intention. 

 
Figure 1 Research Model 

 
3.1. Characteristics of Car Sharing and Emotion 
The emotional aspects of users in sharing economy 
play critical role in using service and people develop 
a prior emotion about consequence their behavior 
through counterfactual thinking occurring at situation 
before performing a action (Van & Vries, 1998). The 
counterfactual thinking has form of 'if it would- it 
might -' (Song & Lee, 2010; Goodman, 1983), 
represents positive or negative emotion expected 
about success or failure in achieving goals. This 
concept, in this study, means positive or negative 
expected emotion about each variable in behavior 
characteristics of using car sharing and it was found 
that the potential users perceive this emotion as a 
success or failure of behavior in using car sharing. 
The consumers become aware of economic benefits if 
they feel they can save money or time in certain 
situations. The degree of economic value that a 
consumer feels while using a product or service can 
have various effect on consumer response. The higher 
economic value perceived by consumers are likely to 
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induce positive response from consumer (Lee, 201). 
The economic value perceived by consumer, in 
addition, plays the role such as diminishing negative 
emotion and anxiety of consumer (Grégoire, Tripp & 
Legoux, 2009), and the lower economic value 
perceived by consumers are likely to induce negative 
response (Tsiros & Mittal, 2000). 
 
The trust has stronger positive effect on product and 
service compared to motivation, an important 
variable in inducing consumption from consumers. 
The trust perceived by users, I addition, increases the 
possibility of positive behavior intention and make 
them comfortable (Lacher et al., 1994; Mizerski et al., 
1988). The users also high familiarity with happiness 
and pleasure formed by a specific brand (Hirschman 
1980;1981).  

This study, based on these previous studies, 
developed following hypotheses. 
H-1a: The product scarcity risk has negative effect on 
positive emotions.  
H-1b: The product scarcity risk has positive effect on 
negative emotions.  
H-2a: The economic value has positive effect on 
positive emotions.  
H-2b: The economic value has negative effect on 
negative emotions.  
H-3a: The trust has positive effect on positive 
emotions.  
H-3b: The trust has negative effect on negative 
emotions.  
 
3.2. Characteristics of Mobile Payment and 
Emotion 
The most contributing factor on the prevalent use of 
mobile payment is the convenience. The convenience 
perceived by users from specific service in using 
mobile payment induce positive emotions such as 
pleasure (J. M. Lee, 2012). These convenience has 
positive effect on not only users' emotion but also 
their positive emotion (N. Mallat et al., 2009).  
 
The security of mobile payment, on the contrary, may 
be perceived as a risk by users which affects their 
emotion (Kowatsch et al, 2015). The higher perceived 
risk of leaking personal information is likely to result 
in negative emotions such as stress (E. J. Kim, 2013). 
The risks of leaking personal information and 
financial damage may be higher in mobile payment 
service because personal financial informations are 
used in this service. The leakage of personal 
information through mobile payment service is 
impossible to be recovered, and the continuous 
connection to online pose consumer high privacy risk. 
These risks make users to feel negative emotions 
(Kim and Na, 2016). 

This study, based on these previous studies, 
developed following hypotheses. 
H-4a: The convenience has positive effect on positive 
emotions.  

H-4b: The convenience has negative effect on 
negative emotions.  
H-5a: The security has negative effect on positive 
emotions. 
H-5b: The security has positive effect on negative 
emotions. 
 
3.3. Perceived Risk and Emotion 
The car sharing users perceive a little risk in using 
service. The risks perceived by these users has great 
effect on their emotion. Ha et al. (2008) studied 
perceived risk and emotion in hotel users and found 
that the perceived risk has positive(negative) effects 
on their negative(positive) emotions. The perceived 
risks increase the negative emotion and feeling while 
decrease the positive ones. Oh (2008), in addition, 
studied on the relationship between perceived risks 
and emotion, satisfaction, and preference in hotel 
service users and found that the perceived risks have 
effects on both positive and negative emotions. Ha 
and Lim (2011) demonstrated that the risks perceived 
by electronic dictionary purchasers through internet 
shopping mall and price-comparison site has positive 
effect on expected regret. Lee (2013), in addition, 
also hypothesized that the risks perceived by thema 
park users have effect on both positive and negative 
emotion and that these emotions have effect on 
various post-behavior and found that the higher 
economic, social, and psychological risks have 
positive association with the level of emotions. 
Yuksel & Yuksel (2007) found that risks perceived 
by travellers in shopping have negative effects on the 
hypothesized response, pleasure and awakening. 
 
This study, based on these previous studies, 
developed following hypotheses. 
H-6a: The perceived risks have negative effect on 
positive emotions. 
H-6b: The perceived risks have positive effect on 
negative emotions. 
 
3.4. Emotion and Reuse Intention 
The users tend to become emotional unconsciously 
when using services, meaning that emotions are an 
important variable in continuous using of services. 
Guinea & Markus (2009) demonstrated that the 
emotion is a key drive in intention of continuous use 
and that the emotional traces formed in using service 
have effect on reuse by leaving the memory. The 
emotions of users, however, have double-sidedness, 
and may have negative effect on evaluating and using 
services. Kim (1994) argues that, as a influencing 
factors of users' intention to re-visit, not only the 
cognitive factors but also the emotional factors 
perceived in using are important. The consumers' 
emotional responses are also directly related to their 
use (Donovan et al., 1994). Jones et al. (2007) found 
that the effect of word-of-mouth has two-sided effect 
on the formation of reuse intention, and Jung & Yoon 
(2011) investigated the effects of positive and 
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negative emotions on the satisfaction with the service 
in family restaurant users. Chea and Luo (2008), in 
addition, also found that the negative emotions of 
online services have a significant effect on 
complaints while the positive emotions do not have a 
significant effect on satisfaction and recommendation. 
 
This study, based on these previous studies, 
developed following hypotheses. 
H-7a: The positive emotions have positive effect on 
reuse intention 
H-7b: The negative emotions have negative effect on 
reuse intention 
 

3.5 Operational Definition of Variables 
This study, to investigate the relations among 
characteristics of car sharing, a sharing economy, 
characteristics of mobile payment, perceived risks, 
emotion, and reuse intention, developed operational 
definitions and questionnaire items, as shown in 
Table. 
 
3.6. Population and Analysis 
The questionnaire survey was administered to users 
with experience of using car sharing service or 
intention to use the service in future using liker 
seven-point scale. The questionnaires were 
distributed through professional survey company. 

 
 
 
 
 
 
 

 


