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Abstract

Purpose — Over recent years, O20 and shared economy have been an eye-catching topic. Many researches on 020 and
shared economy have been published gradually. The emerging enterprise of chauffeured car services developed rapidly in
the past two years. Therefore, it is necessary to explore the influencing factors of use intention of the chauffeured car
services users. Through active use of 020 and shared economy, put up with operation strategy in line with their use
intention.

Research design, data, and methodology — After collecting 324 respondents in China with questionnaires, this study begin
the empirical research with users of Chauffeured Car Services, and analyzes data with IBM SPSS 24.0 and IBM AMOS
24.0.

Results — Personal Propensity to Trust significantly affects the Initial Trust of chauffeured car services users. Firm Reputation
significantly affects the Initial Trust and use intention of chauffeured car services users. Initial Trust significantly affects the
use intention of chauffeured car services users. Performance Expectancy and Effort Expectancy significantly affect
chauffeured car services users’ use intention. Social Influence also significantly affects the use intention of chauffeured car
services users.

Conclusions — First, Initial Trust significantly affects the use intention of chauffeured car services users. Thus, the enterprise
should make efforts to improve users’ initial trust in order to attract their attention. For this reason, chauffeured car services
enterprises should conduct questionnaires to deeply explore what needs can improve users’ initial trust. Second, performance
expectancy and effort expectancy significantly affect chauffeured car services users’ use intention. When users enjoy
chauffeured car services, they attach great importance to the convenience, simplicity and efficiency, which reflects that
chauffeured car services’ desire for greater development in the O20 and shared economy market. Therefore, they need to
grasp users’ needs (convenience, simplicity and efficiency) and carefully improve the quality of chauffeured car services.
Finally, social influence also significantly affects the use intention of chauffeured car services users. It means friend
recommendation or mass media influences users’ intention. So, it is more important to increase differentiated benefits,
advertising and publicity of chauffeured car services.
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2014; Su et al.,, 2015). 0|0 2} AOIEECZE LHIY 7
AE 0|83%h= H[E0| XHELER FIKtn  U2MH(Seo,
2015; Lee et al., 2015; Echchabi & Azouzi, 2017), C{E 29|
AOIEE O|8ALS0| ADIEEZ SN 7t4at MEH|w, +
0 S ZHIY H|=LA =2 8= Z{o2 LIEHCKSresjith
& Shukre, 2016; Javanmard & Hasani, 2017). [I2tA ZH
2 0|88 £ Q= H|EL|A ZEOl 020(0nline to Offline),
SHEH S0| 2t&Ern QUCKYi & Su, 2014).

020& mgolnt 221018 HZSHH DASHH MER
7K1 A=810 KN28H= AMH|AE Q|O|BHCHKwon, 2014).
F, 0202t 22l QERRIZ R7|HoR Ao F= A
H|AO|CHLu & Liu, 2015). x| EHA| S CiYst @mziol 2
OFOjAf 020 MH|AE =83t ZHFY X|7|8t MHAE &
25t JUCHAmold et al., 2015). ZE MEE 020 AMH|A
S ofL|2l, 020 MH[ATE @Al HE AL 0|5 QIE{H,
EIZU ofef, 222! ofd, MXFEE, Xkt Ao & Crdet 4
AN ZHSIAH 285|1 QUCKTian & Lee, 2016).

D 20113 Oj= A[ARFEZEX| EFQUTIME)2 M&of HiE
107}X| O}O|C|O{(idea) & 3SILIZ Sf(sharing)E MEHGIZU2

SL8IHKE 9|0 Qe HA(meaningful connections)O|2}Ll
Z=RISIACHWoo, 2016). 2L ZH|(Sharing Economy)= 2008
H SHHECHOIM XS XQHE! o|F LBtz RAUCEL IS AKX 2|
712 JHH0| WAEl KBS CI2 ARYO| BRYA M= 2R
SAORA, HYAH[T BIYCL QIEUD HESMT|wO
were AE0| A88 2Xo2 St 22Nl AIY FAo
Ho| ZHE AHR 2+ B2 Wel0| Jlwe £ AN YE
23 MH|A(SNS, Social Network Service) Z4/10| HO| ZAX|
2 A9 m2{CiU(paradigm)S HBIAIZICID FESIRAUCH
(Kim et al., 2014; Kwak & Cho, 2015). Lim and Sung(2016)
2 ot 22 O LIOt7t AtEhat ALRH(P2P, Peer to Peer)0f 7|
SS9 Z4HM = Autonomous World2 ZIgtsr Zdoj2ta =%
Ch &, SR48Me FY0|L REo AHHS A[SHK| &
2 SRl 22X AHER RESHH, 0| QI510] Atz
&l JHK e BEL= HAYS o0|stCHLee et al., 2017).
X|20| 0202 2LANE ATst= AFAOI chauffeured car
services(2F 7| Al M X2k MH|A)7F SA8}QICE chauffeured
car servicese= DHIQT} LBSE 0|23810] 020 EZSHES E|
ASXE BRE St MEEDN S/AISAE A8 F= M
H|AL} Big Data Research(2016)2| =AM E4| =X|0f 2|5tH,
&= chauffeured car services A& Heff 2= 20164 4 &
7l0 387.69 2ots EEEIRUCEL SH 327|ECH 14% HF
C[n MEE 4279 175.69(2H0 2Lt 120% -J&SHRACE
olof 2t 0202t ZSFAM AlEel Al&st dEar e
chauffeured car services®| O|2E0| S7}5t0 U= AN
chauffeured car services?| AMEO|Z0f| Ofst P22 O|X|&=
R AZEM st A4S MRS s AN ZUI jeIN =
MO| A chauffeured car services A|RS SCHsH=G| o|O0|7t
AE Z{o 2 0| AM3IC. = chauffeured car servicesE =23}
X} 8= AFEES E8 S0jLtD 0 o=k RHIYS
E3| chauffeured car services O0|EF0| RES| SI6t= =
NolE2 Z= ofifst MH[AE NSSt=X|7t 4o A
O 2 =Z=8to| QICl 0|2t &2 chauffeured car servicesOf L
ot Jietat =80| SCHE|22 O[o] gt A= e 9F7t &
TELCE EDH 0202 S3RAH7t Olffat &1 AUes AIFHOIA
0202t SFdHof tfgt 2t2te AFIE oLt 0202t 334

—

oM I OF b4
> Qo

NE Zgste A7 BX| %2 HO[Ch [MatA 0202t 37
FNE Agsts A7t st

olo] £ A0 A= chauffeured car servicesQ| A|Z&t&iztnt
O|8Xfto| AR08 AlEZ™Moz B2AMEl0o chauffeured car
services2| HFE AAMEE F=TSI7| 2510 Cigat 22 =
HE FEStaxt oot AW, 7|EQ MHATE T|HeER
chauffeured car servicesOf| CHet CIX|™HEQF A|ASZE mbet
S}, chauffeured car services®| AFEQ|Z0| WSS DK== 2
olg EM3ICt &/, UTAUT, ITMEEES E£3810] chauffeured
car services2| AFOIZ0| OflH3H WS OIXEXE FHHO
2 BMsiCh AW, chauffeured car services®| AFO|=0| &
3kE O|X|= Q252 7|82 2 chauffeured car services 2%
Kol Al OFAE ™2F =20 CHot AJAEE MAISEOA; SiCh

2. 0|2 HjZ

N
—

QLR

S9AH HI=LA ZEE2 1947] X0 RHEFO|, AlS|F9|

LIEH M22 ZH m{2{ctlo|d Efeldl Tystt X
2 IR0 AM8dts WA AH|2te FA HHAO|CHLee,
2017). B8 dH|(sharing economy)2t= AH0{= 2008H T 0 S}
HECHste| 2= 2f|Al(Lawrence Lessig) w==0{ 9|8} SE
ot AO|Z2 XMEAO| Ofst S/ HE22 A& 20| 2E X}
e Moo= == 7HEO|CHL, 2017). SFZHZH sHH M
Aot HES ERRINt SRS 0|85 FYAH|of CHet AX|
iAo 2 A, FEXAHEDE OIL2 AlZE X|A, 4™ & o] 2
SRS EBHEl AX|EHAlO|CHLawlence, 2008;  Lessig,
2008).

Choi and Lee(2017)= M4AL=El MEZS EfOIN 383}
Eiel dNEs2E, 720 AR Xtlo| Cist O|8#E E
o wsh 3R, oots HAZ S MER 7HKE EXS
YAl AH[7 SFEMED S S Park(2016)2] S
TN, SFEME MESdHet H5HH dES=H, 3%
M= A2E HEOR St= YA AH|, 288 24, At
of Hot S 7HKE HXSt= ZHA HE{Zt SIRICE &, ™
S4ME A%, Ole¥E X2z, utdaH|, Z™E HES
2 FAZQCHH, 33EME 3% 7HIEE, XEY g™
& AH|, MZ|7} HEO| EICH= Z40|CHMin & Jeon, 2016).

SHEHel  &oXol Jjdez FRIMK|IEE(Creating
Shared Value)d} Zt2 SHEFO|AM O|8l|S}7| = SHCHBocker &
Meelen, 2017). QIE{Llut HEI[=o| LEHE2 AH[XISO0| &7
£ SXoR st 2 AY SHo Mol ZHME AH|Xt 7t
HejLt S5 &0l 7|8kt A4 HEYJA 4| Hel dX
2 AF9 mjgictele HIIA|ZACHGregory & Halff, 2017). A
4 HELRIZQl Zisto| w2t S|EM 7[Hte] HHA™ AHIE
7ZbsA sto Efelntel HAE s F= 7hedS7el AtzlH
ZALo|xt FEmsto| H¥Z =g L7t RACKNishino et al.,
2017). 2HEHA|(Uber taxi)Q} Of0{H|QHH|(AIrBnB) Z2 MAE
Ol SREHN HI=L|ATE E8st AE A8 HEQI oxeit
A7|0f 7Hs3t Zo|ct.

SHEH= WIS HAAFA Jiele e zEXeR
=85t7| 2let MER ZHKAHE LMt JA=C|(Frenken &

rir
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Schor, 2017), 7§74QIo] o|Alo] =&tz QUO{Al QIZHEOl
A7 o|20{F EAE JHX|1 QCHAcquier et al., 2017).
CEAl 2BHA, SFEMAN KHAZF LEEEOI AR S|
AMEEO0| ZHX| 2 Qs oMY WSS ZEstn S (Mair &
Reischauer, 2017), 298t= HEIPHO|A Zt= QI7tO] H|Et
B|XQ ZAMKR 7} ZEEICHMufioz & Cohen, 2017). QHHH
ol AMXHAZ +=2-832 AN HMIEJACHH, SFEH|
SEIFE0A =20 NHECH: JHQIN JHX|Lt oAl &
tol 3=20| O|F0X|1 =2 =5t ZYUSHA O|F0{TICt
QICHHabibi et al., 2017).

MAARLES HIEHOE 3G SE2E 712t
= SSXH& 2010 JAASM EfQIo| XHAtof CHst Of
RE 7|ge R dt= AOICE &, SREH= Fol
XHoj Cigt ol HE|lE EfelEa 375t 0/

iTis DQE rir
H O Ho (¢]
et jg 1

o
10 op

ot 2 qjo I- oo my
40
0!

L2 = Ues A MH|A2tn g 5= Ch M2ty 2 g
Me MAATF0|MS| SFEHO0| Chet 7HES OME dE
TR} BiCH

2.2. 020

0202t 7HEe T HS2 TrialPayl| CEO Alex Rampell
0| 2010 80| XMA|SIYLE 0202| MO|= Online to Offline
of CHet H|=L|A REO|H O|2f{st H|=L|A REOl A2
22010 M2 AXMet =2l IjFUAMe] 1 FFEHEZ &4
st @mZ2tol OiFo|M FOIE EMole H|=LA ZHO|
CHLIm & Lee, 2015). &, HEQA SSHEZ S| AH|X}EO|
FOFM AN OfEOIA AHIE FHZEISHE H|ZL|AO|CHKIM et
al., 2016).

Lee and Lee(2016)2| ATOAMCQ| O20= QIEUnt @&}
2l H=LAE AAsiM 22l FEDH 20 2Z=240l0|
M Y E o= REO|CE F, REEIQI MH|AE 22101 EH
Z0| Sl AHXE FAIStL, AH[X= 2212 EHES Sl
QIO MH|AE AtD MEHE 4= QICKHKIm & Jung, 2016).

020 H|=L|AE 22019 FdXd % He|Mint 2m2t0l19|
HYH A ZAlG0| AYEIHAM 3 JHX|Q| FEO| LIEHLt
Ch AW, 020= AH|AO|A O =ZZEQl, SE3H MH|ALE
HEQ FEHE MIE = AN 2I2HQl MH|A HLOF o HZ|
SHA AH[E = QUCE =W, 020 H|=L|AE= U H=LAR
HEC AF0|L MH[AS HEE O 28X B2 =

AN
Ch. OIRI%OE 020 HIXL|AL 22folnt QZA0IS Z§dt
of eatel ometel £7o| SN2 5o O B 1AS 7

Ao & & A= HI=L|AZHO|CH

0200] CHzt CHEE MW T A= Online to Offline H|=L|
2 HEZ ongH & FATME STt 2U|2 AHSE|RACE

2.3. Chauffeured Car Services
ZZ B3 AGEE AFOM Tt XA olfat £l U

0|2St= Z40|CHPaundra et al.,, 2017). Chauffeured Car
Services= AOIEZS E3A L A|Zint X2 Z2%l= 020
MH[AZtD g = QUCL SI0|M= QI CHH| Egio] B=st
BIAl =3O R QI5l0 =80 522| Evd3t7t LIERICE =
AOA EHAIE T7|7F of2{QFo| 2t AH[Xte| R7E &F
AMZIX| Zstn olof CHst 2Tt0] =OFRICE MHatA O] A%

2 H}2{= Chauffeured Car Services7} LIEILIHA 2 Q17|
ot =g FE|1 ULk

Chauffeured Car Services= 7|At7F e XEA 38 AH|
A0|Ct. &, chauffeured car services= ZHIUDF LBSE 0|8
5t0f 020 2AES Soff MES AlZta ASXE EHAz 3t

£ NS BRID 57t £9S ¥g & Y MHAO0/
w3, RHEAY RS TE Sreln 39YA HEUA 2Y
2 08%fA 020 BABS Eof ST SHIIAE ALsts
H|=L|A ZEO|7|E BILCt.

Chauffeured Car ServicesQ| Hefjut™E |X|7|Ht MH|AS
M SA2 020 EHES S X =0|M X7| /K| F
#0f U= Chauffeured Care| geot 9X|§ & + ULk &
Mo fto| NS WadlL, 020 ZUEL &2 2xx|e}
EUX] X A= 27| ‘Y&t Chauffeured Car
JIMEE A9 LR FHXE ol T EiE QAL
ASH S| QS FHotal, S0 HZ Chauffeured
Car 7|AlQ| O|EL A Hz 5 HEE THELL SAS B2
Chauffeured CarQ| E=Zb A|Zba} SXf QKX|E AMA|ZE Zolgt
£ Aen s Chauffeured Car0f Lo CHE 29| HILE
2 = Utk A2 X[FE oL Alghar FL0|M SKESt K|
HE IFHX0| =ASHH H2 ShAFE 5= QATH MH|[A7F B2
SA0| 2F7|AZE EHEBON YEES STt A2 2t
R0 ERTt HES ZAXMSte HItsk= aPde XA =k
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‘g S0 chgt QAo estol Az =70 MEI7 =2 =+
QICkT ZF=EMSIYUCHKOliveira et al., 2014).

McKnight and Cummings(1998)= Z=Z! ZtAH|0f|A X£7| AlZ|
Ol CHot ATE ECiZ 510 TXAAHE] 20koA 22t K|
SYHMQL 0 Ato|o x7| AM2lE HHSIAX}t oF X|ZE9| B
=0ty A52 Al FEHo|L Y2 oot WRIF Qe
40| A=xsHX| %2 @ HG(vendor)of| 2ot nZ4o| AM2|E
7] A22tn FolstRiom, £7| A2 Mako| e elo) of
ot AT E $£HSIICE OS2 MEQ JfEE £ ¥ HWh
7t 233 4o et QIAZ oojst= MEAMED EFT
4 BICTE A2 delof MMt s oEE o|0lgtes AME9:
2 FEstH ME[dEo| MEolzo FaE O/X|n AlzatA
HRIE FgAIZICt D FHSIGICL

dElo] gk QIS0 Cfst MAATLES O FHEH=E A
HEH, MEX 221, ML, NEH 22102 L £+ U
CHStouthuysen et al., 2017). AMZ|X} Qo2+ [N EHO=Z
ME[Xtel ME|ME, wAlME Ao Cist sHE S0| H7E
O LFCHDjamaludin et al., 2013). R Q== AN H
dir 2, BEHE, MELQQ, AAH” oHHM, A AO|E C|X}
Ql, dEO A, AHgQ| HE|d, 3RIMK|, 42E8d S0| CtF
OIMRACHLI et al., 2014). Al2|of TS O[X|= HM=H K0
o= YN F4, X[ZE EOoh X[ZHE HodE B3, X[Z4E
HE A, XZE 721G S0| HTE|O{MRCHOgonowski
et al, 2014). 7HQIRQl Mekut QIE|Y 4 T2 Ko Qo 9
of, M=d oz Mol FFRQICE FQ5tAH CHEOMR
CHBahmanziari et al., 2009).

Koufaris and Hampton(2003)2 ¢ 7|Hto| &7t O|2X}o|
7| ME| ggg Stk Edacles oM SUEXZE 2
=, XZE Hd, XZE 72)a0t @ AI0E JHHX|ZE 80|
g, XZ4E 2ot 86, X|Z4E 7&84) dE[dEE T2
ASsIRen AFHNIL A AO|E HHO| X|24E |84, X
ZtEl 2ot S, X[2tEl 80|dut 7|y HHo| X|2tE F4,
X|2t2l o=t x£7| 42| o F2l0js S 0|X|l= A
o2 LiEtgen O S0 2AX|sh= X0 Chst FAo| X7
AEof 7tE 2 gE2 0K ale: gieAct

aal

oy 1o

2.5. UTAUT

Venkatesh et al.(2003)2 MM, TAM, TRA, MPCU, TPB,
SCT, IDT £ 87fX| 7|Z& O|20|A = 327|119 7jEES EsHétn
S0, HRIQI=of FeZ O|K|= 37HQ| ==, A0 IS
OXl= 174 ==, 2|0 ZER 00| IS 0|X|= 474X S|
HE 28510 UTAUTO|ES HASIZICEL FAEe= UTAUT
O|E2 Hol=atH Fg W==2AM LH7|Cl(effort expectancy),
Are|® H2Ksocial influence), =%l ZZA(facilitating conditions),
A 0t7|CH(performance expectancy)E H|A|SICt 47} H== S0
a7 |tle TAM 50| X[2tE R84at &t Q0|2 A2
2 O|BYCEMN HFQ dIE =/ Al7|=d =82 we=rt
1 Ue FEE oOsta, Y| TAM S0 QX|E &0
4ot Th83t= QU|2 A|AE =&0f CiStY &O0[5iCte Y=
FEE FOSIAULE Ate|H FE2 FHOl SQ%H AIRIE0| Al
ABIE 0[83l{0F oitCt= TZ0)| CHot Aol HEE oO|siot.
ohH, &0 2E de2 0Kl Qo= XAE &X =

A28 0|8 1HgoM 7|&Ho|LE XK X|@S ZFO0IH
Lk B Y2 HOlsi}UCh UTAUT O|20jM< o3 47

3o rlo

X SEHSE7E AR =82 Ex Ao FE 0|
A o, XpErM(voluntariness of use), Z¥(experience), 4
(gender)1t LtO|(age)2| 47IX| Q°2l10| ZERNE 712 + U

22 HAISIYCHVenkatesh et al., 2003).

3. G 2 U I
31. A7+ &

2 AdAFME 284Nt 0202 223t chauffeured car
services@| O[|&2|x0f CiTt OX|l= R2F AESH7| ¢
UTAUTZ ST} ITME S| E3H5I0 X|A|SHELCE

UTAUTZED  ITMEES M2 UNFYEo AMHH
(explanatory power)0| Q=0 UTAUTEHS 02] 7HK| QAiH
0| FYE FEY| MEHSIX| ZSIRUCH= oHAIZE o ME(of
CHSE 7107 2F/SICt ok XI|MEl= YEEo = [MXAA
2ief Azjet FHe| HESMI|E /9 AER0E 7IX1 A1
Chauffeured Car Services7} 0202 394X A|ZOA Al
A=0f SI=E|7| M20f O|2AFS0| Chauffeured Car Services
Ol CHSH QIX|=7} OFElE Z7| LHAIRICE 1282 Z7|4M2|7t
HE 8% 922 g = UCh O UTAUTE D ITMEH
£ 28910 AEE Fotn EHEE Heksto=ZM Chauffeured
Car Services O|8X}2| 0|82|=0f| 2H&Ql AFE & 4= UCt

2 AF0ME 7IES MHYHLE HIEHCER IFZEHQY
0202 =83l Chauffeured Car Services?| O|29|EE H =
A 2 = JA=E UTAUTZED TMEYE Sgsto o4
£ XIWstnxt sich 0|2 Q8 ITM ZEE(Oliveira et al.,
2014; Wu & Lee, 2017)1 Venkatesh et al.(2003)0| H|A|st
UTAUTZ HS 2HESt0At Sk

Ol 7|80 A0l 7|=0| 7t HOo| AMEEs= ZEQl
UTAUTZHO| HTSHAE I=5HH TXRAHE| 2OFofAMQ)
S5 HESMU|=9| 7|40 &S ZHX|D s ITME
ot S0l it dHHS FAAI7| DX} SIQUCE Ol S0
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3.2 9 7t

321 ITMZ RO 7t AN

HER sizo| zet 7jolol Xzt He 7|4 Aals ok
OlL} BEO| B HAIZRE LIRS QHAIH BAE(Of QAT
Mool =ostn e HE Jlttel A =@ vz

TAREZO|CH.

TZXRES(structural assurance)2 EHTE 2HZH0|A HEE
A 22 MEHQ FHXE STt d3ut oo &0
ol g = As BHE F58, EF, oA, 45 22
TERE FYECtD B0 Qloh QY AEES &9 Ao
Fe DO QMg Mastoz olslel X|ZHE e 2
Cf. D] X|ZHEl 9I%S o= HE sjasts SBoIM PX
=32 393 ooz 22En 9t

Wu and Lee(2017)0] ZHIQ O of Cst ARoAE
™M 28 0| PxN BES X7|A=(0 Qo0 Y& )
= AO= LEIRICE 0|0 M2tA JHE<H1>E ZESHGICE

<H1> Chauffeured Car ServicesO| L3t FLXEHZ=S
Chauffeured Car Services®| Z=7|AZ|0| H(+)Q
gek2 o0|FE ZAolCt.

i 71" M|k (personality-based trust)Ql 791N AlZ|
Hek(disposition to trust)2 AO0t7| IIEEH FMHE|l= MEZ|Z Ef
Qloj CHet utMol Aoko|2kn g == UL} Rotter(1967)2|
AI2|EHE0|EE Qoo RREH 22 2% AR 7t 4=
Agoz Mo CHe 7|2X el 7|tHdES O|FO{X|A =1, nf
719 E93t AtEHOf CHSE MMl HWels HolN ME|EdR2
TREICHD SQCE

ol2fst 7HolX rz|Zdge dutsoR mME(Xt7t CiHHS
2 FASIH olFEY TSICHe 2E1h mAIZIXZL 7|3FeA
ol WRIE 37| Tz mMZXtetel Haj7t 20t o L2
ZME MET = JAE Ao|l2tes Yo R 7HFRICL

matN MEFe2 £33 X[Ao|Lt Z-o 7|82 £ U
£ Z40| OfL|at X|EXQl FE AlZstof] 7|8t £ Qe
o, ME 423t d=oiAel 2A "ol =7|EHA M E THE
TN oE ZESIHAM A2[0f g2 O|FICtD kit F,
ME|ZT2 ME| YO e Z2F g0 MEN Z|CHo 2o
ZoH, JHRIA ME|FTR2 X7|M=E] Mo £7] ME[O] S
S5t kg OX|A =Lk

Kim et al.(2009)2 ATOA 7|2 QHHEOl MH|A, Het
St MH|AE HMISsHH 09| J401X ME|Fe2 0| MH|AQ|
ArEol=0f Cist ot Ak @4atn FESISCE 0o et
7Hd<H2>E =ETISC

<H2> Chauffeured Car ServicesOf| CHTt 7HQIX MZ|A
gk2 Chauffeured Car Services®| =7|Mz|0| H
(+)°] ¥ 0jF ZHo|ck.

SIAFHEM(Firm Reputation)2 7| MZ|0| HeS O/X|=
2%t 9AF F siLiojn 22191 A9 |
FE FR 847t F 7HX| UL}, & QE013et
o ol Yk BH=CHWu & Lee, 2017).

Oliveira et al.(2014)2] QITOIA= B|AIHAIO| %7|Al2|o}

o

el=0 3
=
[

= o @stg OjXls Hom FESYUL: wat
o7 7

A CH21h 20| 7Hd<H3a>, <H3b>E E=E3RUCE

rte

<H3a> Chauffeured Car ServicesO| CHet FAF HBMHE
Chauffeured Car Services2| Z7|MZ|0| H(+)Q
g2 0/ Zo|Ct

<H3b> Chauffeured Car ServicesO| CHet FAI HBMHE
Chauffeured Car Services2| 0| 22|Z 0| H(+)9
¥2rg o)A Holct

2 ZHFY AHMAO CHsE AF0|AM O|8XE2Q| X7|4E|
TH2 0|8Atel AMEQ=0| =2 J=S O|ACL Kim and
Prabhakar(2004)2 #Z O{X|2A HXEQl xfEof Chat x|
MEZF QI #Zol 0|82z 0| FE O|XICH= A A
SHRACE Wu and Lee(2017)2 =HEY OfR 40) CHst Ao
Me MM 22 S0 =7|AME17F AF8Ll=0 Fol0)3t Faks
Ol= A2Z LIEH:CE

[[t2}A chauffeured car services®| O|&X}= chauffeured
car servicesE 7|CHCHE HIHE AlAE S30| QCtn S
I§ chauffeured car services®| 0|&°|E=7} =OIXICID &
QUCL MEM 2 G Ol2fst 7[Ee] MYAHTE J|Ee
C21t 242 7Hd<H4>E 2SR

fu >

<H4> Chauffeured Car Services0| List FXEZE
Chauffeured Car Services®| x7|AIZ|0| H(+)Q
gek=2 o0|FE ZAolCt

3.22. UTAUTZ 20 7t HH

2 A0 Me chauffeured car services apps Solf AFXt
O] O|29|z0| O|X|lz Q08 &otE1, chauffeured car
services?| AMEQ|ZO| FEZ O[X|=X|E BAMt7| 250
UTAUTZHZ 7[HtICE A7EEE HASIRACE 2 A0
UTAUTE YO A KAlSH Fot7|Cf, =7|0, ZXEH, AlelH
Aeko| 474K| W=7} AL OJX|= & StAt iCt

dIP7|tie M2 2o EI|&2 AFERTeEN YR
e A7 |=H =20] 2 Aolgts 2o FEE FHo|
SlH(Venkatesh et al., 2003, 2012) 2HIY! OfE2|#|0|Mup &
AHE MAAFTE Hp7|Ci7 =7|AE2F o|82|=0| 20|
£ g2 0)FCHE 7| MEATLS(Wu & Lee, 2017)0]
ME JAXE G|t £7[AEQE o]&el=0f Folo|st
g2 0/X|1 ASS HMAISHD AUCH

olof 2t =2 HFoM= AREXZL chauffeured  car
servicesE AESHA E|H O™ 2CF N L2 MHIAE M
g &= g AolEk= 7IHE 7HE =+ A1 J|oi7t 4 25
O|&X}= chauffeured car servicesO| CHsE AMZ|QF AFEO|ET}
o HE = U= AO|Ch

M-

0Q AL 3O T.

<H5a> A1t7|Cj= Chauffeured Car Services®| 0|29|E9|
7| dzlof FH(+)el g2 Oj& Zolck

<H5b> 41t7|C= Chauffeured Car Services®| O| 22| =0
H(+)el g2 0jE ZAo|Ck
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LI AM7[&E8 AMBSH= 0| 8O[SiCtn e FEE
2 eS| HolEl 4= UCKDavis, 1989; Venkatesh et al.,
2003, 2012). &, 417|=0| 2zHo|n H2[st 28 1Pgo| ¢
OfLp g2, E2% 7|s0| HESHH MSEl=X 0| =7\
ot AFMo=z A0 UCH

Ozt =¥7|= W =8 HYsH=0 {olojs a2
OXls Q2 Q2 MAALSOIM 21kl UCKHChung
et al.,, 2017; Zhang & Lee, 2016). 2 HIY X|2ZHNE 7t
Wu and Lee(2017)2] =20|ME LH7|CHE M 4= Q=
RIX|El AHEEO0|H0| =820 Rolst &2 O|X|1 R
Ol MIAlEl H QAL

QUM O 2 chauffeured car servicesES T[IEOZ ARG}
7| ®lsiM= AOLE Zof EIHE AZENE F3AI7|2, O
otof EAEt ZEQ| TleE2 HPAZ|L EESt=H %I
S} M2t Of2{3 ALEHEE g1 MElsh=0H o032

LR Y= AFEXIYLZE chauffeured car servicesE A
AHEStD Sh= Q=8 JHX|A E Aol2tn g = U
. 0|23t HAL 7|Eto 2 C}29| JHd<He>S T==3|QULCE

ojo

D p o 2

<H6> -27|C= Chauffeured Car Services?| O|292|=0
e g 01" Ao|Lk

ARRIE Fek2 7|E MAATOIM HMAIEIRAE AR[E 29,
O|0)X|, =X HHo=zHE FEEX H4Z A(Venkatesh et
al,, 2003), ZHY =2 FESLI[ES0| AL AFRME ARO|
o ARH A ddat |X[Of DX 20| AB=Z 89|
L =2 20 OXl= Aleld geke| it 3 &EY =
Q!CHVenkatesh et al., 2003; Zhang, 2016; Gu, 2016).

<Table 1> Operation definition

M#ATLE E3|| LIE}LHZ0|, chauffeured car services ot
QoME AMEAITL B7FSHH A=A 27 E 7Kg 0|0, Of
2 QI8}| chauffeured car servicesE L 20| 0|8% 7t540|
=O0HE ZO|Ct ofof mzt ARl F=O| HluH MER 7|&
O|L} MH|AE M|&3t= chauffeured car services®| 02|
ol ¥&2 O)E £ Aes QLALEM & AF0ME 31t &
0| 7IdE =&t

<H7> AS|H &2 Chauffeured Car Services2| 09|
of d(+)el g2 & Ao|ct

A7t chauffeured car services 0|2 1FYO|A 7| Q19|
0|8 oM XS &2 = A= 718X, =3F &go| U
Ctn Qe NMEE Usich ZXXZAE  chauffeured  car
services®| O|82|=0 Y= OIE + U= FAS A F
S22 n3E £ ol o2feh M Ohg 7HEE &
SHRUCE.

-—

<H8> hauffeured Car Services®| 0| 29| =0

= C
hl —
Z(+)el St O/E Aojct

opinion on their use of chauffeured car services.

Variable Operation definition NO. Previous Studies
Structural The degree of safety of chauffeured car services’ transaction McKnight & Cummings(1998)
ASSUrances environment (law, regulation, third-party certification and assurance) 4 Oliveira et al.(2014)
in the eyes of users. Wu & Lee(2017)
Personal . , McKnight & Cummings(1998)
Propensity tBﬂe:z:e(iino:h ;)jfrfzzr::(lj Igzrb::rlf/?é'::nd and values, user's degree of 4 Oliveira et al.(2014)
™ to Trust Wu & Lee(2017)
McKnight & Cummings(1998)
Firm Reputation | The public’s recognition of chauffeured car services enterprises. 4 Oliveira et al.(2014)
Wu & Lee(2017)
McKnight & Cummings(1998)
Initial Trust User’s trust arising from their first use of chauffeured car services. 4 Oliveira et al.(2014)
Wu & Lee(2017)
Performance Users think chauffeured car services can improve the efficiency of 4 Daviset et al.(1989)
expectancy business and life. Venkatesh et al.(2003, 2012)
L . Daviset et al.(1989)
Effort expectancy | Users think it easy to use chauffeured car services. 4 Venkatesh et al.(2003, 2012)
UTAUT Social influence The impact of the users’ important people or surrounding public 4 Venkatesh et al.(2003, 2012)

Facilitating
conditions

How users think the existing organizations and technical
equipments support chauffeured car services.

4 Venkatesh et al.(2003, 2012)

Intention of Use them to others.

Users’ intention to use chauffeured car services and recommend

Daviset et al.(1989)
Venkatesh et al.(2003, 2012)
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x
=
N

Al=
4. A3

HEdS

2 970 CHet HEXRAs 20174 63 12~7E 127X
30U7t0| EZHBZAL ALO|E(http:/mww.wix.cn/)E O] 3| A
A ACE Z|=El = & MEEM HdEZAM /2
de =0/7| Qs SMHsH 42X 1785 FMelstn HEX|
3240HE ABEHo=Z 240 ARESIUCE 2 AToM= AT
DY JHEASS 87| 9/8) IBM SPSS 24.01t IBM AMOS
2408 &835t0] 2MSIUCE 2 HEZAR| SEA0 2Hst 2
T SAXQ EMe HEHEH Y 218Y(67.4%)1t 0 106
Y(326%) 22 H40| &2 HES =ZUCL AHOE 74
20A| DO|2H0| 9TH(2.8%), 20M|~29M|7} 96H(29.6%), 30A]|~39
M7} 1803 (55.6%), 40A|~49M|7} 39 (12%)2 2 30A|~39A
HHCHO| SEAZF 71E 52 HoZ LIEIGIC) s ns5st
ZQ 2(0.6%), CHERHEO|Lt EY 175H(54%), CHEHRIRH
Y 0|4 147H(454%)22 CHEtAstolLt E0] 7HY B
Ho 2 ZQIE|UCE

I.

rlo 4% kI

2 gi7ojel SYSYe| MIzE 08 OjyoR SHmo]
A v

22 1-3 ABO|0f, RMRE= 0.05 O|s}, CFl, RFI NFI, IFI, TLI,
AGFI GFI2 0.8 O|A0|1 RMSEAZ 0.050|3} £=X|°| =0
ofstH 2 ZY2 Mokt USS TEHEICE SHME|E(CR,
Composite Reliability)= LIA Aatd =™ st B2 A 0|
& 7te=&0| 0.7 O|&0o|H FdiEel Mol AU TSEt
7t QAS8oF ICHL| QL) (Hair et al.,, 2006). £t EALES
X|Z=(AVE, Average Variance Extracted)= TM71E0f 2|5t
HEE 2o &2 LIEHLIH AVEZ(O| 0.50|4 ZR0l= 53
QAL FMIHE0 2[AH5to] HFE FEALECE EOotAM JHE A
2 52 FHEIYEI SEEQJUCHD FEHE 4= QACKHair et
al., 2006). £ ¢5l= Hair et al.(2006)2] EZ=0|| 9|3t BEZES}
FEXE 0|85t ZHYSIUCtE AVEZLO| 0.5 O|&o|H T4
Ho| AME|EE JHX|= Z{oZ sjAE|m, <Table 2>9} 20| £
Ao =Z=E 971 29159 AVEZL0| 0.6 Oz 12|11
CRZ(0| 25 0.8 O|M9Z LIEIGICEL M2t 2 AN =
BRYo| Motert eSS Tk = QUL

THEEEEE CHE 82 B LiELke F8XE 240
AETAZE LA O|FOX|H, O 0I5 JHEE Ztol| Xto|7t
£ Ao2 Hthet &= QoL BF Q0159 AVEZS| MaE22
CHE QOQISue| AEAEC o 7{OF SiCta HA[SHRILCE
<Table 3>0f|M =MH7t FA EAIE M 2822 2019|

M AME|E7} =20z @RI, BEFE HMX|X|(Loading)= 0.70| AVEZIO| MlE2 20| LIEILI=H|, O]S0| CHE QOoIS1to| 4
Aoz Z=XME|QT ABEICHAO| SHEE|QICE TEHAXQ JHA A ZIEEf 2% O 3bh= AS & = UG oo mef 2
X{EH D} 2HHSEO] Hair et al.(2006)0| K|A|SH EEHE 74 CMIN/DF Ao FEE=2 TEHENEEE 7K ULt & 5= ULk
<Table 2> Quality criterion(CR, AVE, Cronbach's o) and loadings
Construct Item AVE CR Cronbach's o Loading
SA1 .854
SA2 .854
Structural Assurances SA3 0.704 0.933 0.904 808
SA4 .838
PPT1 .832
Personal Propensity PPT2 .823
to Trust PPT3 0.672 0.927 0.891 315
PPT4 .809
FR1 .887
' . FR2 .826
Firm Reputation FR3 0.745 0.933 0.921 846
FR4 .892
IT1 .836
. IT2 814
Initial Trust 0.666 0.930 0.888
IT3 814
IT4 .801
PE1 .867
PE2 877
Performance expectancy —PE3 | 0.719 0.894 0.911 819
PE4 .828
EE1 .908
EE2 .834
Effort expectancy EE3 0.748 0.906 0.922 867
EE4 .852
SI1 873
o SI2 .890
Social influence Si3 0.745 0.902 0.921 852
Sl4 .835
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Construct Item AVE CR Cronbach's o Loading
FC1 .846
_ " FC2 .822
Facilitating conditions FC3 0.682 0.873 0.896 788
FC4 .847
U1 .858
. U2 .846
Intention of Use U3 0.697 0.898 0.902 810
U4 .826

IF1=0.986, TLI=0.983

X?=682.225(p=0.000, df=558), CMIN/DF=1.223, RMR=0.030, RMSEA=0.026, GFI=0.898, AGFI=0.879, CFI=0.985, NFI=0.925, RFI=0.916,

<Table 3> Correlations and AVE (square root, shown in bold at diagonal)

Constructs SA PPT FR IT PE EE Sl FC U
Structural Assurances(SA) 0.839
Personal Propensity to Trust(PPT) 0.334 0.820
Firm Reputation(FR) 0.302 0.305 0.863
Initial Trust(IT) 0.321 0.368 0.549 0.816
Performance expectancy(PE) 0.486 0.389 0.425 0.437 0.848
Effort expectancy(EE) 0.413 0.392 0.360 0.345 0.638 0.865
Social influence(Sl) 0.506 0.351 0.306 0.426 0.452 0.518 0.863
Facilitating conditions(FC) 0.327 0.307 0.346 0.341 0.281 0.229 0.293 0.826
Intention of Use(IU) 0.528 0.350 0.504 0.531 0.646 0.585 0.517 0.304 0.835

42 84S

d700le] AT ZNE dHEH,

IHO| MEZ|EoF Metr, E}EE(validity)7} 5 She g|QUC)

Firm

Structural Personal
Propensity
Assurances to Trust
o006, 0154 0.345
Initial Trust
e
Performance 0.178
Expectancy
0173
—
Effort 0.287
Expectancy
0.176
EEEEEEE—
Social 0.139
Influence
—\ 0017
Facilitating
Conditions

<Figure 2> Structural model result

Reputation

0.137

Intention of
Use
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<Table 4> Results of Hypothesis Analysis

81

Constructs Estimate S.E. CR. p-value Result
H1: Structural Assurances—lInitial Trust 0.060 0.052 1.150 0.250 Rejected
H2: Personal Propensity to Trust—Initial Trust 0.154 0.057 2.715 0.007 Accepted
H3a: Firm Reputation—Initial Trust 0.345 0.049 7.032 o Accepted
H3b: Firm Reputation—Intention of Use 0.137 0.043 3.174 0.002 Accepted
H4: Initial Trust—Intention of Use 0.173 0.056 3.078 0.002 Accepted
Hb5a: Performance expectancy—Initial Trust 0.178 0.050 3.548 i Accepted
H5b: Performance expectancy—Intention of Use 0.287 0.045 6.420 il Accepted
H6: Effort expectancy—Intention of Use 0.176 0.046 3.857 e Accepted
H7: Social influence—Intention of Use 0.139 0.47 2.929 0.003 Accepted
H8: Facilitating conditions—Intention of Use 0.017 0.043 0.393 0.694 Rejected
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