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Abstract

Chinese users possess unique service experiences and behavioural intentions for utilising
car-sharing. Car-sharing services offer a variety of competitive car-sharing options and
possess distinctive traits that merit exploration. This mixed methods study examines
the factors influencing repurchase intention in China’s car-sharing market by combining
qualitative insights with quantitative validation. Utilising the theory of planned behaviour
and the technology acceptance model, we propose a framework wherein perceived ease of
use, price consciousness, perceived security, perceived consumer effectiveness, and envi-
ronmental concern directly affect repurchase intention, with service quality and perceived
usefulness acting as essential mediators. Qualitative studies from 12 in-depth interviews
indicate that user experiences are influenced by multifaceted convenience, pricing trans-
parency, risk perception, and contextual usage patterns. A later quantitative analysis of
416 car-sharing service users was conducted utilising PLS-SEM. The findings indicate that
perceived usefulness (p = 0.272, p < 0.001) is the most significant direct predictor of repur-
chase intention, followed by perceived security (3 = 0.209) and environmental concern
(B = 0.195). Service quality exerts a significant full mediating effect on the influence of
perceived ease of use, and perceived security has a mediating effect on perceived use-
fulness (the direct effects of perceived ease of use and perceived security on perceived
usefulness are not significant after including service quality as a mediator). The qualitative
phase involved participants from eight major Chinese cities (Beijing, Shanghai, Guangzhou,
Shenzhen, Dongguan, Wuhan, Changsha, and Zhengzhou), while the quantitative survey
covered over 20 cities (including first-tier, new first-tier, and prefecture-level cities) via the
Credamo platform, ensuring broad geographic representation. Significantly, price-quality
beliefs do not substantially influence repurchase intention. This study contributes to the
literature on the sharing economy by integrating technology, trust, and sustainability fac-
tors, providing practical recommendations for platform operators seeking to improve client
retention in China’s competitive mobility sector.

Keywords: car-sharing; sharing economy; sustainability; repurchase intention

1. Introduction

Platform-based car-sharing has become a core component of China’s rapidly de-
veloping mobility ecosystem. Beyond the fundamental principle of “access better than
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ownership” in the sharing economy [1,2], Chinese consumers today can choose among
multiple competing mobility options such as ride-hailing, hitch rides, short- and long-term
rentals (including P2P and B2C rental), and free-floating and station-based self-car hiring
services within a single digital infrastructure that integrates mapping, routing, payment,
reputation, and customer support. China’s car-sharing sector has some unique traits that
set it apart from Western markets. The distinctiveness of the business model shows that
China’s car-sharing market constitutes a multi-model integrated digital ecosystem centred
around super-apps: platforms like DiDi, Amap, and Tencent amalgamate car-sharing with
mapping, payment, social media, and various lifestyle services, ensuring seamless integra-
tion of mapping, routing, payment, and reputation systems, in contrast to the single-model
operations prevalent in Western markets. Given this, the “multi-model within one platform”
ecosystem is a distinctive characteristic of China’s car-sharing operations, where users can
easily switch across modes and providers within integrated apps, making continued use
of services while being highly sensitive to perceived value, risk, and controllability. The
competitive market makes consumers’ continued use a critical strategic target. Official
data show that, 395 platform companies that had obtained ride-hailing platform operating
licenses by the end of 2025, ride-hailing platforms in China completed 963 million orders in
a single month (December 2025) [3]. These data reflect a high-frequency, large-scale market
in which users repeatedly evaluate service quality during each trip. This also implies in-
tense competition and relatively low switching barriers; therefore, platforms must stabilise
demand through reliable service delivery and risk management (e.g., pricing transparency,
safety assurance, and complaint handling). The large market scale indicates that consumers
often repeatedly use car-sharing, which makes repurchase intention a key indicator for
measuring a platform’s sustainability and profitability. However, platform sustainability
depends on retaining users and stabilising demand through reliable service delivery.

China’s policy environment has also played an essential role in facilitating the devel-
opment of platform-based mobility and car-sharing. At the national level, regulators have
issued guidance frameworks aimed at standardising and managing the sharing economy
(SE) and reducing risks associated with platform services, which shows a shift from growth-
first to standardisation and quality-oriented service. At the same time, the ride-hailing
sector is gradually becoming institutionalised through licensing, compliance reporting,
and regulation, forming a unique institutional environment where service reliability, safety
governance, and accountability are key factors for consumers’ continued use [4]. Moreover,
China’s “dual-carbon” goals (peaking carbon emissions by 2030 and achieving carbon
neutrality by 2060) have become a significant policy driver, strengthening the alignment
between shared mobility and low-carbon transformation, particularly in the electrifica-
tion of urban vehicles and the expansion of charging infrastructure [5]. At the local level,
many cities have translated these goals into specific operational constraints and incentive
measures. For example, Shenzhen’s local regulations explicitly require newly registered
ride-hailing vehicles to be pure electric passenger vehicles, which embeds sustainability in
market access rather than leaving consumers solely to follow their preferences [6].

From a theoretical perspective, car-sharing is often seen as a sustainable consumption
option because it reallocates underutilised resources and may reduce the demand for
and use of private cars [7,8]. However, sustainability is not automatically achieved and
cannot directly influence consumers’ behaviour. Rebound effects and induced demand
can offset environmental benefits, and consumers may prioritise convenience, safety, and
predictability over sustainability ideals in daily mobility decisions [2,9]. Recent studies
on car-sharing with a focus on sustainability have further reinforced the argument for
“conditional sustainability” and clarified where and how sustainability benefits can be
achieved. For example, an empirical study suggests that car-sharing can reduce private
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car ownership under certain conditions [10], and from the perspective of greenhouse gas
emissions, greenhouse gas emissions decrease when private car owners participate in car
sharing [11]. Broader assessments also point out that the sustainability of car-sharing
services is driven by multi-level factors including market conditions, policy environment,
and user perceptions, rather than just technology [12,13]. Therefore, the key question for
both scholars and practitioners is not whether car-sharing is sustainable, but whether and
how sustainability-related motives coexist with utilitarian and risk-related evaluations,
thereby affecting its continued usage.

To address these gaps, this study adopts the theory of planned behaviour (TPB)
as the general behavioural perspective. In the car-sharing sector, consumer decisions
involve repeated trade-offs among functional value, uncertainty and perceived risk, and
situational constraints; these factors closely align with TPB’s attitude and control-belief
mechanisms [14,15]. In addition, sustainability-related motives can be recognised as belief
inputs, influencing attitudes and norms within TPB, but their behavioural impact may
depend on whether the service remains useful and controllable in practice [7,8].

Therefore, this study employs a mixed-methods approach to investigate Chinese
consumers’ service experience and repurchase intention by combining qualitative insight
with quantitative validation. This study conducted 12 in-depth semi-structured interviews
to uncover consumers’ experiential beliefs, including service experience, perceived value,
and factors and decisions regarding continued use of car-sharing services. Based on these
insights and existing constructs from relevant research, this study further conducted a
survey of 416 Chinese car-sharing users, which encompassed nine construct scales to
elucidate the elements influencing car-sharing users’ motives when utilising the service,
thereby investigating and validating repeated use of car-sharing services.

The subjective inclination of car-sharing users to voluntarily select identical or com-
parable car-sharing services offered by the same platform or industry participants in the
future for travel requirements is a specific and behaviourally orientated intention grounded
in actual usage experience. We delineate the conceptual distinction between continuous use
intention and repurchase intention: continuous use intention refers to a general predisposi-
tion to persist in utilising a particular service type (e.g., car-sharing), whereas repurchase
intention is a more specific platform- and experience-oriented intention within the sharing
economy context, closely aligned with actual consumption behaviour and more pertinent
for platform operators aiming to enhance customer retention. This distinction underpins
our study’s emphasis on repurchase intention over general continuous use intention.

Accordingly, this study will address the following questions:

RQ1: What factors of service experience influence Chinese consumers’ perceptions of
car-sharing and their repurchase intention?

RQ2: How does contextualised mobility with multiple mobility choice influence
TPB-based belief formation, thereby generating context-specific repurchase intentions?

RQ3: What are key direct and indirect factors influencing repurchase intention in
China’s car-sharing market, and how do these factors interact?

By answering these questions, this study informs strategies to optimise service delivery
and strengthen long-term repurchase intention in competitive mobility markets.

2. Theoretical Foundation
2.1. Sharing Economy and Sustainability

The SE is commonly defined as a shift from ownership to access, where consumers
gain temporary use to goods, services, or capacities that would otherwise remain un-
derutilised [1,2,7]. In practice, SE activities are typically based on platforms and can
include renting, lending, swapping, and using on-demand mobility services, often fa-

https://doi.org/10.3390/su18052505


https://doi.org/10.3390/su18052505

Sustainability 2026, 18, 2505

4 of 39

cilitated through digital matching, reputation systems, and payment infrastructures [2].
Shared mobility provides short-term access to vehicles or transport services rather than
private ownership [8].

Regarding sustainability, SE enhances utilisation, extends effective product life, and
reduces the need for new production through reallocating resources such as accommoda-
tions, clothes, and vehicles [2,7]. This argument aligns with the broader view of sustainable
development, claiming that SE can improve resource efficiency and reduce overproduction
and overconsumption [16]. However, sharing solutions can lead to rebound effects, where
lower costs or improved convenience can stimulate additional demand, partially or fully
offsetting the environmental benefits gained therefrom [2,9]. In mobility contexts, shared
mobility may reduce emissions, but impacts are sensitive to factors such as induced travel,
public transport alternatives, and service operations [8]. Determining whether car-sharing
is more sustainable is beyond the scope of this research. This study contends that car-
sharing constitutes a part of SE, by definition making it a more sustainable solution than
traditional practices in transportation [17-20].

Accordingly, SE enables sustainability through effectively utilising existing resources,
but it may involve rebound shifting, while consumers’ sustainability-related motives
operate alongside (and sometimes beneath) stronger drivers such as convenience and
safety. Therefore, it is necessary to conduct a study to investigate the role of sustainability
motives (e.g., environmental concern, frugality, social responsibility, green awareness) in
consumers’ decision-making process and how they interact with perceived risks, trust, and
situational constraints.

2.2. Consumer Perceptions of Car-Sharing

Car-sharing is an important form of shared mobility in the SE. Consumers gain
temporary access to the vehicle without ownership transfer, effectively reducing ownership
risk and shifting towards on-demand usage [14,20,21]. Car-sharing has enabled a shift from
“owning a car” to “using a car when needed”, through digital platforms that can mediate
market exchanges [22]. It also involves various models, and differences in the models
affect consumers’ perception of service experience and value [21]. Thus, the adoption of
car-sharing is fundamentally perception-driven, which aligns with the theory of planned
behaviour (TPB), in which individuals” behavioural intentions are shaped by attitudes,
subjective norms, and perceived behavioural control.

From the consumer’s perspective, the economic benefit and functional value of car-
sharing are based on fixed assets being converted into variable costs [23]. Additionally,
convenience and flexibility are core motivations for consumers to engage in car-sharing [15].
Furthermore, some consumers associate environmental concern with car-sharing and recog-
nise it as a more environmental friendly solution, which can add symbolic meaning beyond
its functional utility [24]. At the same time, potential risks and uncertainty can negatively
impact consumer attitudes towards car-sharing, thus becoming an obstacle to participation.
The main factors include safety and privacy concerns, hygiene and maintenance uncertainty,
and financial and penalty uncertainty (e.g., deposits, disputes, unexpected charges) [25].
Although the literature suggests a variety of reasons why consumers choose car-sharing in
their daily life, few studies focus on the reasons for consumers’ service experience with car-
sharing. Table 1 shows the concerns and benefits of consumers’ experience with car-sharing
services in the existing literature.
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Table 1. Consumer perceptions of the concerns and benefits of car-sharing services.
Concerns References Benefits References
Safety /reliability concerns [14,20,21,24-27] Economic benefits [14,15,20,23,24,26]
Privacy concerns [14,20,22,25] Convenience and flexibility [15,20,21,24,26]
Hygiene [20,24-26] Sustainability [7,8,15,28]
Financial concerns [14,20,23-25,29] Reduced ownership [14,20,22,23]
burdens
Process complexity [15,20,21,24,25] Expended mobility options [8,20,21,28]
Limited availability [8,15,20,21]
Social image [15,22]

While Table 1 does not provide a systematic review, it highlights current perceptions of
concerns and benefits related to car-sharing. Sustainability is a noted benefits of car-sharing,
but will this advantage drive consumer participation? More importantly, these concerns
and benefits have limited relevance to the service experience of car-sharing. This study aims
to fill this gap by examining service-related factors influencing car-sharing and providing
an in-depth analysis of the service elements affecting consumer expectations and concerns.

2.3. Theory of Planned Behaviour (TPB)

The TPB [30,31] extends the theory of reasoned action, positing that behavioural inten-
tion is influenced by the attitude toward the behaviour, subjective norms, and perceived
behavioural control (PBC), with behavioural intention serving as a direct predictor of actual
behaviour. Attitude denotes an individual’s positive or negative assessment of a behaviour;
subjective norms signify the social pressure perceived by an individual to engage in or
refrain from a behaviour; and PBC relates to the individual’s perception of the ease or diffi-
culty of executing the behaviour, influenced by resource and opportunity factors. Ref. [31]
indicated that the TPB possesses strong predictive capability for diverse human behaviours,
with PBC being the paramount predictor of behavioural intention in context-specific actions
(e.g., service consumption). Ref. [32] corroborated the cross-cultural validity of the TPB
in its meta-analysis, revealing that the predictive strength of PBC is markedly greater in
Asian cultural contexts, which emphasise pragmatism and control.

The behaviour of participating in car-sharing is both driven and constrained by per-
ception; thus, the TPB is appropriate for this study. Unlike other consumption choices,
car-sharing involves uncertainty (e.g., vehicle condition, safety, hygiene, pricing disputes)
and situational dependence (e.g., whether vehicles are available, whether booking and
pick-up procedures are convenient, whether deposits are feasible). Ref. [14] was the first
to apply the TPB to access-based consumption, such as car-sharing, and discovered that
PBC, including factors like service ease and platform reliability, is the primary determi-
nant of user behavioural intention, surpassing the significance of attitude and subjective
norms. Ref. [33] extended the TPB within the Chinese car-sharing setting by incorporating
perceived danger as a moderating variable, discovering that perceived risk diminishes the
positive influence of PBC on behavioural intention. The conventional TPB emphasises gen-
eral behavioural intention while neglecting contextual factors influencing car-sharing usage,
such as varying travel scenarios that affect perceptions of PBC, as well as sustainability-
related belief inputs like environmental concern and perceived consumer effectiveness. Our
study addresses this deficit by incorporating sustainability motives as belief inputs into the
TPB’s attitude and subjective norms, while integrating qualitative findings to examine the
contextualised PBC in car-sharing usage.
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2.4. Technology Acceptance Model (TAM)

The TAM proposed by [34] in 1989 is a seminal framework for elucidating technology
acceptance behaviour, positing that perceived usefulness (PU) and perceived ease of use
(PEU) are the primary factors influencing users’” intention to utilise information technology.
PU denotes the extent to which an individual perceives that utilising a technology enhances
work or life efficiency; PEU signifies the extent to which an individual perceives that
employing a technology is effortless, with PEU positively influencing PU. Ref. [35] enhanced
the TAM to TAM2 by incorporating social influence and cognitive instrumental processes
to elucidate the development of PU and PEU. Ref. [36] confirmed the relevance of the TAM
in the context of service technology acceptance, identifying PU as the primary predictor of
repurchase and continued usage intentions in digital platform services.

Ref. [37] utilised the TAM in the Indonesian car-sharing industry, identifying PU, such
as time savings and cost reduction, and PEU, shown by straightforward app functionality,
as the primary determinants influencing user adoption intention. Ref. [38] integrated the
TAM with perceived security inside the Chinese electric car-sharing framework, revealing
that perceived security (PS) moderates the influence of PU on behavioural intention. The
conventional TAM emphasises the acceptability of information technology but fails to
adequately elucidate the service experience attributes of car-sharing, which integrates
digital technology with physical service. It overlooks the intermediary function of service
quality in the transformation of perceived ease of use/perceived usefulness to behavioural
intention, and it also fails to account for sustainability factors. This study amalgamates the
TAM with the TPB and incorporates service quality as a pivotal mediator linking PEU and
PS from TAM and risk perception to PU, thereby enhancing the model’s applicability to the
setting of car-sharing repurchase intention.

2.5. Integration of TPB and TAM in This Study

PU and PEU (TAM) are seen as the fundamental cognitive factors influencing repur-
chase intention and are incorporated into the attitude component of the TPB (the user’s
favourable assessment of car-sharing services is predicated on PU and PEU). PS, price
consciousness, and sustainability motives (environmental concern, perceived consumer
effectiveness) are regarded as perceived behavioural control and belief inputs of the TPB, in-
fluencing repurchase intention by modifying consumers’ PBC and attitude. SQ is presented
as a cross-theory mediator that links the technical acceptance elements (perceived ease
of use, perceived security) of the TAM with the fundamental cognitive factor (perceived
usefulness) of the TAM, while also transforming the perception of PBC from the TPB into
actual behavioural intention. This integration preserves the fundamental elements of the
TPB and the TAM, while also implementing specific modifications tailored to the specifics
of China’s car-sharing market, representing the theoretical innovation of this study.

3. Methodology: Mixed-Methods Approach

This study employs a mixed-methods research design, combining qualitative and
quantitative research methods, to explore consumers’ service experience and behavioural
intentions regarding car-sharing, an area that remains underexplored in the previous
literature [18,39]. The key objective of this approach is to understand consumer experiences
with car-sharing services, using the TPB to focus on consumer drivers and concerns. Mixed-
methods research (MMR) remains relatively sparse in academic marketing studies [40]. The
advantage of this mixed approach is that it combines qualitative and quantitative research
methods, enabling a more comprehensive and in-depth understanding of the phenomenon
under study [41,42]. Given the lack of substantive previous research, a mixed-methods
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design is essential both to understanding consumer perspectives on car-sharing patronage
decisions and to assisting development of measurement scales.

3.1. Qualitative Inductive Research Design

In car-sharing, research on consumer service experience is limited, as are related aca-
demic knowledge and theoretical frameworks [39,43]. Thus, this study uses a qualitative
inductive research design to gain initial exploratory insights [14,25]. This study utilises con-
structivist and interpretivist paradigms to explore consumers’ perceptions of car-sharing
service experiences [44—46]. The present study employs in-depth semi-structured inter-
views, enabling participants to gain a deeper understanding of their views and perspectives
on car-sharing [46—48]. This data collection method is consistent with previous research,
which has shown that in-depth interviews are an important tool for qualitative research in
many consumer behaviour studies [49,50].

The semi-structured interview guide underwent a thorough pre-testing procedure.
Initially, three academic authorities in consumer behaviour and sharing economy research
evaluated the protocol for content validity, question clarity, and alignment with aspects
of TPB. We revised the phrasing of the questions to minimise ambiguity and guarantee
thorough representation of attitudes, subjective standards, and perceived behavioural
control based on their comments. Subsequently, two pilot interviews were conducted with
car-sharing participants who satisfied the inclusion criteria but were excluded from the final
sample. The pilot interviews evaluated question progression, duration (about 45 min), and
the efficacy of probing methods in obtaining comprehensive experiential narratives. Minor
modifications were implemented in the sequencing: contextualised usage enquiries were
advanced to earlier due to participant feedback indicating that these “warm-up” questions
enhanced recollection of specific incidents and articulation of sensitive information.

3.1.1. Sample and Data Collection

This study employs both judgmental and snowball sampling, as these two sam-
pling strategies are non-probability sample techniques believed to support studies with
information-rich cases and are commonly used in qualitative research [45,51]. This sampling
design was adopted for two reasons. First, the target users of this study are experienced
users who can clearly describe service experience; however, the experiences are difficult to
obtain through random sampling. Therefore, a purposeful screening mechanism aims to
ensure richness of information and align participants’ eligibility with the research objec-
tives. Specifically, participants must meet the following inclusion criteria: (1) are aged over
18 years old; (2) have recently used platform-based car-sharing services multiple times; and
(3) are able to recall specific events and decision-making processes related to continued
use and repurchase intentions. Secondly, snowball sampling, as a practical supplementary
method, aims to expand the recruitment scope to more information-rich users beyond the
authors’ existing networks, especially those at different life stages and in different travel
contexts. Importantly, snowball recommendations are considered a recruitment channel
rather than sampling logic: each recommended participant is still screened according to the
inclusion criteria to avoid homogeneity and ensure the diversity of the analysis.

The qualitative study involved 12 interviewees from diverse backgrounds (see Table 2),
which includes 7 women and 5 men, aged between 18 and 50. The participants are required
to have rich experience in car-sharing. Participants received a detailed research introduction
before the online interviews to ensure a comfortable and relaxed interview atmosphere,
thereby encouraging diverse perspectives. All semi-structured interviews were conducted
online and lasted an average of 40 min. All interviews were first transcribed verbatim
using Audio to Text (an application for transcribing videos and voice memos into text).
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Subsequently, the author re-listened to the voice recordings and carefully checked the
transcripts to ensure no errors or mis-transcribing were present in the transcripts.

Table 2. Participants’” information.

Participant ID Gender Age Occupation Marital Status City

P1 M 33 Academic staff Married Dongguan
P2 F 33 Self-employed Single Wuhan
P3 F 33 Construction office staff Married Shanghai
P4 F 33 HR professional Married Shanghai
P5 F 34 Office staff Married Guangzhou
P6 M 32 Doctor Married Guangzhou
p7 F 40 International education consultant Married Changsha
P8 F 40 Doctor Single Beijing
P9 F 24 University student Single Changsha
P10 M 19 College student Single Zhengzhou
P11 M 26 Fashion designer Single Shanghai
P12 M 44 Materials research and development engineer Married Foshan

The geographical distribution of participants is intentionally cross-regional rather than
concentrated in a single city (see Figure 1). While China’s platform-based mobility services
operate within a highly standardised digital infrastructure, user experiences still vary
depending on local supply and demand, traffic conditions, and municipal regulation. Thus,
a cross-city qualitative sample was used to ensure that the elicited themes reflect shared
experience mechanisms, rather than being limited to a specific region. At the same time, this
study does not aim to conduct a city-level comparison. To address potential regional market
differences, the interview design explicitly required participants to describe the urban
context in which the events occurred, and the analysis treated context as an experiential
condition within themes rather than as a regional variable. The subsequent quantitative
survey (N = 416) was distributed across multiple Chinese cities, which provides broader
validation. Thus, regional policy and market differences were considered as background
factors, while the core analytical focus remains on cross-context belief formation and
repurchase intentions.
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Figure 1. Qualitative data location maps (bubble size = number of participants).
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3.1.2. Interview Structure

The interview design was divided into five parts. The first part consisted of basic
questions, including interviewee introductions and fundamental questions about car-
sharing. The second part explored participants’ experience and perceived value of car-
sharing, aligning with the attitude determinant in the TPB. The third part investigated the
influencing factors and decision-making processes of consumers using car-sharing, with
outputs representing the subjective norms and perceived behavioural control determinants
of the TPB. The fourth part included questions about consumers’ subsequent behavioural
intentions, allowing for quantitative research to measure and test the relationship between
consumer experience and further behavioural intentions. The final part was designed to
offer open suggestions to inform service improvement and marketing strategies.

3.1.3. Data Analysis

Authors collected interviewees’ attitudes and opinions on car-sharing, usage frequency,
and experience, factors influencing usage and decision-making, subsequent behavioural
intentions, and suggestions for experience and service improvement. The first 10 inter-
views were sufficient to reach theoretical saturation; therefore, a sample size of 12 was
adequate to obtain the research results. In the qualitative analysis, the authors followed
Easterby-Smith et al.’s (2021) seven-step framework (grounded approach analysis) to
analyse the interview data [52]. Multiple authors coded independently and resolved dis-
agreements through team discussions to ensure the rigor of the analysis and to follow a
detailed coding scheme primarily supervised by the first author. Through data analysis,
34 initial codes were generated. Then, these initial codes were correlated and classified
into eight themes. Later, qualitative findings will be presented based on these eight themes
in Section 3.2.

3.2. Qualitative Findings

Table 3 illustrates the initial codes of qualitative semi-structure interview data. Accord-
ing to these codes, eight themes were generated: (A) perceived convenience; (B) economy
and price perception; (C) safety and risk perception; (D) comfort and service experience;
(E) platform and technology characteristics; (F) contextualised use and mode selection;
(G) vehicle preference and environmental awareness; (H) user type and behavioural style.
These factors have a great impact on the consumer experience of car-sharing services.
Additionally, consistent with previous car-sharing research emphasising the role of per-
ceived value, risks, and usage constraints [14,15,20], participants’ narratives suggest that
car-sharing experiences are influenced by repeated trade-offs among convenience, costs,
and perceived control, which also provides an empirical basis for later interpretation based
on the TPB.

Table 3. Initial codes and example findings.

Code Initial Code Content Findings Examples Quote
Direct travel from “For business trips, about 90% of the
1Co1 Door-to-door transfer hpme / company to alrpprts, time I use car—s}}arlng, st.ralght from P1, P3, P9
high-speed railway stations, home to the airport/high-speed
hospitals, etc., without transfers. railway station”.
Urban parking is expensive, “Parking can cost dozens of Chinese
Parking costs higher leading users to choose yuan each time, which is more
1C02 . O .. . . ) P1, P2, P7
than car-sharing car-sharing instead of driving expensive than car-sharing, so I just
their own car. order a car service”.

1C03

Avoid finding centres/commercial areas,
parking space encouraging users to not drive

Parking is difficult in city “Driving to the mall is a nightmare

for parking. With car-sharing, you P1, P4, P7

thoir own car just get in and go, it is much easier”.
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Table 3. Cont.
Code Initial Code Content Findings Examples Quote
1C04 Hard to get a ride at peak Slow response and fewer cars “After a concert, you have to wait P8 P10, P11
times/in suburbs during peak hours or late at night.  more than half an hour to get a ride”. T
. The map shows the driver has “At 1 a.m. the app showed the driver
Incorrect location data at : .
X . K arrived, but they are not there; had arrived, but nobody was there,
1C05 night and driver failed to R . P P11
keep the appointment communication is difficult, and and customer service couldn’t
P PP support is limited. offer help”.
Order car with one click from the “Send a location in WeChat and
1C06 Simple order process current location, with no need to click once to order a ride, it is P6, P11
type it in manually. super convenient”.
New platform New user coupons and sharing “If T have a coupon and need to go
1Co7 offers/promotions attract coupons encourage users to out, I will try the car-sharing service P4, P5, P11
trial users download the new app. from another company’s platform”.
Price transparency but Large gaps between estimated “It estimated 30 yuan, but I was
1C08 dissatisfaction with and final prices, with insufficient ~ charged 60 yuan, no clear notice, it is P5, P8
dynamic adjustments explanation for dynamic pricing. really annoying”.
. . . . Car-sharing (shared rides/hitch " .
1C09 Ride sharing/hitch ride rides) is perceived as cheaper and For comm}ltlng I. mostly ch’f)ose P3, P7, P11
save costs " . ” car-sharing, it is cheaper”.
more eco-friendly”.
The cost of returning the ~ Renting a car and returning it to a “Renting in Xiaoshan airport and
IC10 car in a different location different location incurs a hefty returning in Jinhua city costs 200 P12
is too high extra “delivery fee”. extra—almost two days’ rental”.
Electric vehicles accelerate " o .
Electric cars causin, uickly and brake abruptl [feel really dizzy in electric cars,
IC11 c cars & quic<ty Pty when they brake, my head P2, P3, P8, P11, P12
motion sickness causing passengers to experience p
. . nods forward”.
motion sickness.
Options to choose gasoline Users want the app to allow “I hope I can choose a gasoline car
1C12 p 0S€ 8 selection of the vehicle’s p & " P11
or electric cars rather than an electric one”.
power type.
On highways (often at night), “When auto-driving takes a turn I
Nervous of S . . D .
IC13 .. automated driving increases panic. Even if the driver is watching, P11
autonomous driving . A ”
passenger anxiety. I'm still nervous”.
Cheap rental cars without Derlng a hghtwelght caron the
Low-end rental car leads highway in strong wind and rain
IC14 X radar/dash camera move around o . P12
feeling of unsafe 0 . feels like it’s floating and
like tiny boats on the highway. ”
very unsafe”.
Poor hveiene inside the Unpleasant odours, smoke, “The car smelled strongly of smoke,
IC15 Y8 . and mess caused and the seats were so dirty I didn’t P2, P3, P7, P9, P10
car caused aversion o . L ”
strong dissatisfaction. dare sit in them”.
Speeding, harsh braking, careleTsl;T dzzgﬁl‘évjjacsimll;n?nve(r)i his
IC16 Aggressive driving style weaving, or phone use makes Y as playing P2, P5, P8
assengers fearful /angry phone the whole time. I was tense
p ’ the whole time sitting in the back”.
. Worried about whether the During the pandemic you never
Pandemic/health . knew who the last passenger was, so
IC17 . previous passenger had an . P2
risk concerns . . ¢ I was even more worried
infectious disease. I
about hygiene”.
Platform penalties Unclear whether complaints lead “The platform only mentioned the
1C18 affec t}:rus t to real consequences, which records, but I didn’t see how the P5, P9, P10, P11
reduces trust in the platform. driver was punished afterwards”.
N Drivers complained about low “The driver kept complaining about
Drivers . .
. . fares offered by the platform and ~ how the platform was cheating him,
IC19 complaints/negative - . : . P5
. s spread negative feelings which made me feel quite
emotion transmission P
to passengers. depressed too”.
Expectation of Passengers expect dl‘lVEI"S to help When I hfive lots of luggage, I hope
1C20 lugeace assistance move luggage, especially the driver comes out to help P1, P11
88385 during holidays. with the luggage”.
Human customer service Calling customer service resolves f/vci(t)lrr:)%f laI;edr(e):utlktI: zﬂfvf\?ﬁezfles
IC21 issues faster than chatting Y " P10, P12

is more effective

in the app.

called, they processed it immediately
and refunded my money”.
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Table 3. Cont.
Code Initial Code Content Findings Examples Quote
Low privacy in shared rggizzg iiiaic"".lf;;‘t]r;fgggfn “In hitch rides there’s lots of chatting,
1C22 Y'p cyIn p Y . I am not awkward, but I still feel a P4, P7
rides /hitch rides may help, but still . ”
bit uncomfortable”.
feels uncomfortable.
Booking hitch rides for For regular trips (e.g., to “I'book a hitch ride in advance for
1C23 f?xe d trips hospital /work), users pre-book my weekly hospital trip, it’s P11
P hitch rides for stability. relatively stable”.
. “Driving in Xinjiang Province allows
Renting a car allows for greater
Route autonomy when you to stop whenever you want and
1C24 . freedom to change routes . . P1, P4
renting for travel change your route at any time, which
and stops. . . V
is extremely unconstrained”.
Renting car preferred for For travel photography /family
trips with lots of luggage, “It would take two or three cars, it is
1C25 groups and lots of luggage . o . L P1, P4, P11
when travelling ride-hailing services are better to rent one larger vehicle”.
not cost-effective.
When the company provides
Reimbursement increases expense reimbursement, “If the company pays for rides, I
1C26 . articipants almost always use basically don’t drive my own car P12
car-sharing frequenc P i y y y
g ireq y car-sharing for meetings or to clients”.
business trips.
“ . L, ? ome participants preferred to “If the driver swears, I'll confront
Emotion versus emotion confront the issue on the spot . .
1C27 . . them right away, then submit a P12
complaint style and then file a . .
. . complaint later”.
complaint afterwards”.
Other participants tended to
1C28 Avoidance-based “endure the situation in the “TI'm afraid it could become unsafe, P11
conflict handling moment, but give a low so I only give a bad rating later”.
rating afterward”.
Brar.1d perception Dissatisfaction w1'th the “T don't like the management of that
1C29 influences management of a certain platform latform. so I avoid using it” P12
platform selection led to its abandonment. P ! g1t
The interviewee was a Uber/Didi ~ “I won't accept orders if there are too
1C30 Experience from a driver before and would decide many negative reviews from P12
driver’s perspective which rides to accept based on passengers, because I'm afraid
passenger reviews. of the trouble”.
Private/premium car Premium services are seen as “For important clients I always book
1C31 brings sa fef and comfort  More stable, safe, and comfortable a premium ride, as it looks more P3,P11, P12
& y for business/family trips. formal”.
Trade-off: public transport The underground is cheaper but “If I'm in a hurry, I take a car;
1C32 versﬁsr)car-sharin p inconvenient, while car-sharing otherwise, I take the underground to P1,P3,P6
g costs more but saves hassle/time. save money”.
The participants found I re.nted a lpw-end car at Hangzhou
: Airport without radar or camera.
themselves renting a low-end car T . .
- . Driving on the highway in strong
at the airport. They would still - > .
. . winds and heavy rain felt like a small
. . consider renting a car afterward, . .
High-risk car rental but would be more careful in boat adrift at sea. I was worried
1C33 experience causes more S about how to get compensation if P12
. reviewing the terms and .
caution afterwards o . something happened and whether I
conditions, such as vehicle would be charged a lot of money. In
specifications, insurance, and the 8 ¥
f L the future, I will carefully check the
ees of returning in . .
. . configuration and terms before
different locations. . .
renting a car”.
Participants continue using
1C34 Continued use but car-sharing but pay more “I'll keep using it, but I always read All

more cautious

attention to insurance,
fees, and terms.

the terms before placing an order”.

3.2.1. Perceived Convenience

Convenience is widely recognised as a core motive of access-based mobility, where

users prioritise “completing tasks” with minimal time and effort [14,15]. In this study, per-

ceived convenience emerged as a multi-dimensional construct, covering time management
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and planning, parking and space-related convenience, process simplicity, and situational
accessibility. Participants frequently regarded car-sharing as an efficiency-enhancing solu-
tion, especially for travel chains that would otherwise require multiple transfers or long
periods of driving fatigue. P1 explained that renting after taking flight or train is strategy
to reduce overall travel burden: “The core advantage is convenience. . . I prefer to take a train or
flight to a nearby place and then rent a car, which saves time and energy, and ensures a better travel
experience afterwards.” (P1).

However, convenience is also context-dependent. During peak hours or in high-
demand areas, participants illustrated the need for trip planning and platform switching to
ensure there is a car available, which undermines the seamless promise of car-sharing [20].
For example, a commuter described using multiple apps simultaneously to cope with this
situation: “It's hard to get a car during rush hour. . . I often use three apps to order a ride at the same
time.” (P3). Another participant highlighted how supply constraints lead to uncertainty in
waiting times: “Sometimes it’s very slow. . . the car arrives too late, so I cancelled the order.” (P9).

Convenience is also closely related to parking avoidance and one-way trips. Even car
owners used car-sharing service to avoid finding parking spaces or paying high parking
fees and the return trip problem: “I don’t want to park. . . and for one-way trips like going to the
airport or railway station, car-sharing is more convenient because you don’t need a return trip.” (P6).
Allin all, these descriptions show that perceived convenience is not merely ease of ordering,
but a broader judgement that combines time predictability, effort reduction (especially
parking), and situational reliability.

In summary, most past studies regarded convenience as a general adoption
benefit [15,24,39]. However, the present study shows that convenience is multi-dimensional
and contextually sensitive, consisting of distinct factors (time planning, parking and space-
related convenience, process simplicity, situational accessibility), which collectively form
the perceived behavioural control component of the TPB. This convenience is unable to be
applied to specific contexts such as late night, peak hours, and suburbs. This research also
provides a solution for how to manage inconvenience in those situations, thus positioning
convenience as the result of the combined effect of platform reliability and contextual
feasibility, rather than as a stable attribute.

3.2.2. Economy and Price Perception

Within the car-sharing literature, price and perceived value are consistently empha-
sised, where consumers evaluate whether the service is worth it or not through compar-
isons with private cars and public transportation, as well as their sensitivity to pricing
fairness [15,20]. In this study, economy and price perception involves price level, price
transparency and fairness, discount and promotion strategies, and contextual price fluctua-
tion expectations. Many participants perceived car-sharing as acceptable or competitive
compared to other modes of transportation, especially considering the time-saving advan-
tage (P1, P8). As one daily user stated: “Because I don’t own a car, I use car-sharing every day
for commuting.” (P2).

A core finding is that price transparency can reflect trust. Several participants (P4, P5,
Pe6, P8, P10) compared the platform-based fares with their previous negative experiences in
taking traditional taxis, emphasising the importance of pre-estimated fares and traceable
records: “The price is relatively transparent. . . the platform gives an estimated price; if it matches
my expectation, I'll choose it.” (P5). This transparency also demonstrates fairness: consumers
will be dissatisfied when the final charge is much higher than the pre-estimated fare, without
clear explanation. P9 described a case where the driver/platform did not communicate
extra costs in advance: “The driver didn't communicate the price point. . . the app didn’t give any
notification, and then the charge increased.” (P9).
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Economy perceptions were also influenced by contextualised price fluctuations and
by cancellation rules, as some participants felt that even a small cancellation fee was unfair.
P9 noted: “Sometimes they will change some fee when you cancel the order. .. I was in a hurry so I
didn’t complain.” (P9). Meanwhile, for rental-based sharing, participants evaluated value
through flexibility and potential shortcomings: “Returning the car in a different city is still not
that flexible. . . the return fee is very high.” (P2).

Previous works emphasised lower costs and pay-per-use, sometimes discussing price
fairness [18,21,29,39]; however, participants’ narratives of price in this study suggest that
perceived value depends on predictable, explainable pricing and manageable trade-offs
rather than simply being “cheaper than owning”. This finding redefined price perception,
shaping attitudes and perceived behavioural control in the TPB and suggesting that, even
if the service is cheap, consumers may still refuse to accept it if pricing rules are non-
transparent or if they lack of the confidence to resolve deputes.

3.2.3. Safety and Risk Perception

Risk is a key point of contradiction in access-based mobility: users gain flexibility but
lose some control over vehicles, drivers, and dispute resolution [14,15]. Safety and risk
perception in this study covered driving safety, hygiene/health safety, and platform control
and responsibility. Safety is not only a concern for consumers, but it may also lead the
avoidance behaviours. For instance, P12 remembered an experience of renting a low-end
car and driving in severe weather: “In heavy wind and rain on the highway, that small car felt
like a “boat’. . . I was really worried.” (P12).

Health and hygiene risks were repeatedly mentioned as a significant barrier towards
car-sharing, especially odour, hygiene, and comfort in the car. P8 insisted: “If the smell is
bad, I might get carsickness, so I really can’t accept this environment, its hygiene, and the smell.”
(P8). Others linked hygiene to their willingness to upgrade their service level, indicating a
strong correlation between hygiene and perceived behavioural control: “It affects me. .. and
then I started ordering premium rides.” (P6).

Platform control determines whether risks are manageable. Several participants (P1,
P5, P8) pay attention to platform’s traceability and complaint channels, and regard them
as a protector: “If the driver takes a longer route or charges extra fees. . . the app has records and
customer service, so I can deal with it after the trip.” (P5). Yet, the platform control under
different car-sharing models shows diversity; for example, participants felt platforms lack
management authority in ride-hitch contexts: “It’s hard to complain in hitch rides. .. the
platform can’t really constrain them.” (P5). Thus, safety perceptions depended not only on
objective risk, but also on whether users believe the platform could effectively regulate
behaviour and resolve disputes.

Overall, existing studies identify safety and privacy as barriers [15,27], but often
restrict their analysis to perceived risk. However, the findings of this article divided risk
into three aspects: operational risk, interactional risk, and institutional risk. Operational
and interactional risks reduce users’ positive attitudes through negative performance,
while institutional uncertainty acts as a barrier reducing perceived behavioural control.
This explains why safety concerns persist even when consumers generally hold positive
attitudes toward car-sharing.

3.2.4. Comfort and Service Experience

In this study, the comfort and service experience includes passenger comfort, service
attitude and interaction, and service details. Participants commonly compared vehicle
hygiene, space, and service quality across different service levels, viewing high-quality
service as a form of payment for the certainty of comfort: “Premium car service feels better, it
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is cleaner, better smell, larger space. . . and the driver is quiet.” (P6). This suggests that comfort
is an additional purchase made to reduce uncertainty, which has not been mentioned in
current literature [20].

Service attitude was repeatedly highlighted as an important factor influencing the
overall journey atmosphere. P6 explicitly linked service professionalism to willingness to
use the service more frequently: “If drivers” attitudes were better, people would be more willing
to choose this service. . . the trip would be happier.” (P6). Others (P3, P10, P12) linked negative
moods to reduced satisfaction and safety perceptions, particularly in stressful contexts.
Notably, service details such as luggage support became significant in travel scenarios,
where consumers expect practical assistance: “When I have luggage, I expect the driver to help
carry it.” (P11).

These findings extend car-sharing knowledge in the current literature, indicating
that vehicle conditions (hygiene/odour), service attitudes, and support behaviours jointly
construct service quality, which influences the attitude component of the TPB. Crucially,
upgrading to premium service emerges as a strategy to purchase certainty, transforming
comfort into a perceived behavioural control rather than a passive preference.

3.2.5. Platform and Technology Characteristics

The platform plays a central role in car-sharing: algorithms match supply and demand,
interfaces construct user control, and digital traceability shapes trust [15]. In this study,
participants considered the functions and stability of apps and brand trust and reputation
to be crucial and often independent of the consumer car-sharing experience itself. In
terms of functionality, consumers valued fast order placement, identity verification, map
integration, and responsive customer support. For example, a participant praised the
digital registration process of car-sharing vehicles: “Registration and unlocking were very
quick. . . real-name verification was also fast, no offline procedures needed.” (P9).

However, participants also revealed technology-induced conflict with drivers, partic-
ularly regarding location accuracy and delays in customer service response. A location
display error led to friction between the driver and consumer, which later escalated into
perceived unfairness and stress: “The GPS location was about 20 metres away from the actual
location. . . the driver got angry and blamed me.” (P12). In these cases, the quality of complaint
channels becomes a key control factor. Consumers often compare the slow in-app chat with
more effective and direct conversation by phone: “When a problem happens, the processing
speed is slow. . . customer service responses are not in time.” (P9).

Brand trust plays a role in reducing risks, especially in the rental sector where risks
related to deposits, hidden damage, or disputes are more prominent. An interviewee
emphasised that they preferred well-known brands even at higher prices: “I'd rather choose
a platform with good reputation. . . to avoid unknown risks.” (P1). Habit also influences platform
selection: “I'm used to this platform. .. I just keep using it.” (P6)

In summary, these findings illustrate that platform characteristics influence consumer
experience through both platform reliability and reputation. The novelty of this study
shows how participants relate platform technology to social and emotional aspects, as errors
in location display not only cause inconvenience, but also lead conflict and dissatisfaction.
GPS accuracy, dispatches, and direct customer service become key control beliefs that
determine perceived behavioural control. In addition, brand reputation and perceived
response in time shape consumers’ trust expectations, indirectly strengthening subjective
norms and stabilising consumers’ willingness to use the platform despite uncertainty.
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3.2.6. Contextualised Use and Mode Selection

Car-sharing is rarely a single choice for mode of transportation, and users plan trav-
eling mode combinations based on different contexts [14,20]. According to participants’
descriptions, the travel situations and corresponding car-sharing options are shown in
Table 4. For those without private cars, daily commutes are usually dominated by ride-
hailing services: “I use it every day. .. for commuting.” (P2). In contrast, different travel
scenarios lead to complex choices; for example, a train ride or flight is combined with
a ride-hailing service for short trips, or rental based car-sharing will be considered for
multi-day trips or trips with too many people and too much luggage. As a participant
stated: “If it’s not far, I'll take high-speed train, then call a ride-hailing car.” (P7).

Table 4. Different travel situations and corresponding car-sharing options.

Travel Context

Ride-Hailing

Hitch Ride

Shared Cars

Traditional Car Rental

Daily commute

© Time-urgent situations,

long distance, or difficult
parking; used by
most participants

© Cheaper; suitable for
fixed routes and times
(a few participants
use regularly)

— Not observed
in the sample

— Procedures are
complicated and costs are
high; not suitable for high-

frequency commuting

Special commute/
city meetings

© Mainstream choice:
meetings, short
“point-to-point” trips

/\ Occasional use for fixed
time, fixed
place commuting

— Not observed
in the sample

— Not actually used
by participants

Shopping/leisure/short-
term trips/meet-ups

© Mainstream: malls,
short leisure trips;
especially in areas with
difficult parking

/\ Occasional; more often
“along-the-way”; some
privacy concerns

/\ Some use shared cars
for weekend
trips/shopping/strolling

— Almost no one rents a
traditional car specifically
for this

Travel/one-day trip
around city

© Main mode for moving
within a tourist city
(attractions to
hotel/station)

A Some individuals use
hitch rides from cities to
scenic spots

A A few cases of shared
car self-driving for
“around city”

(city outskirts)

O A small number choose
short-term self-drive in
tourist cities

Travel—nature/remote
scenic areas; long-
distance self-driving

A Mainly used for
segments within
origin/destination city
(e.g., airport/station to
rental pick-up to hotel)

A\ Some choose hitch rides
across cities to reach the
origin city

A A small number use
“city pick-up shared car
and drive to suburbs”, but
pick-up/drop-off
constraints apply

© Core mode: Xinjiang
Province, Sichuan
Province, Hainan Province
self-drive, etc.; most
interviewees stated “for
natural scenic areas we
will rent a car”

Business/work trips
(within city and cross-city)

© Used for in-city
meetings and client visits,
hotel-to-company travel;
especially those using
“company-paid rides”

A A few use hitch rides
for fixed commuting; hitch
rides are rarely used for
genuine business trips

— Not observed
in the sample

O Rent at
airport/high-speed rail
station, then self-drive for
one day to visit
multiple clients

Transport connections
(airport/high-speed
rail /station)

© Dominant: door-to-door
from home/company to
airport/station, and from
station to home; many
emphasised
“door-to-door”

/\ Book in advance a hitch
ride to airport/station;
suitable for those sensitive
to price and with
predictable timing

— Not observed in the
sample

O Some pick up a rental
car at the airport and
continue with self-drive
for business/travel

Hospital trips (regular
medicine pickup)

©® Main mode: taking
elderly/children to
hospital; night
emergencies; emphasised

O For fixed-time regular
hospital trips (e.g., weekly
medicine pickup), some

— Not observed
in the sample

— Almost no one rents a
traditional car specifically

Night-time /emergency

“ondemand and less book hitch rides in for hospital visits
Y advance
effort
© Core mode: late-night A Due to night safety

emergencies, family issues,
after overtime; “car
arrives in 3 min”
mentioned repeatedly

concerns, most prefer
ride-hailing; hitch ride is
used only in
very few cases

— At night/in heavy rain,
people rarely look for
shared cars

— Night-time hourly
rental is troublesome and
feels unsafe; not observed

in sample
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Table 4. Cont.

Travel Context

Ride-Hailing

Hitch Ride

Shared Cars

Traditional Car Rental

Group travel/lots of
luggage (family travel,
with pets)

© If group is small, two
ride-hailing cars can solve
it; scenarios like carrying
pets also use ride-hailing

A Sometimes several
people take one hitch ride
to split cost, but it is not
suitable for large luggage

A\ Some use shared cars
and self-drive

© One large car solves

“multiple people and large

luggage”; frequently
mentioned in travel
photography and family
trips as more convenient
and sometimes cheaper
than multiple
ride-hailing cars

Long-distance cross-city
return home/visiting
family (non-tourism)

© Mainly used for
origin/destination
segment (e.g., home to
station/airport/coach
terminal); long-distance
main mode is train/coach

O Some choose hitch rides
to go home;
relatively cheaper

— Not observed
in the sample

A Cross-city self-drive
rental exists, but the
proportion is low; most
still use public transport

Symbol meanings: ® High preference/frequent use; O moderate preference/conditional use; A low prefer-
ence/occasional use or only under specific conditions; — rarely used or basically not observed in the sample.

For long exploration trips, car rental is the first option, provided that the constraint of
flexibility can be accepted. Participants indicated the importance of booking in advance
and ease of pick up: “I can pre-book the car model. .. pickup is convenient; but returns are less
flexible—return fees are high when return to a different city.” (P2). For leisure group trips, shared
cars were sometimes chosen because ride-hailing service is unreliable at crowded tourist
areas: “At scenic area, it’s hard to get a ride-hailing. . . we rented a shared car.” (P9). In special
contexts (e.g., drinking, one-way airport trips), participants tend to choose ride-hailing
options due to parking and traveling back: “If there’s a dinner and I'll drink, I won't drive. . .
also for one-way trips to the airport, ride-hailing is more convenient.” (P6).

Overall, the choice of mode of transportation is not changeless, but rather a situational
optimisation that requires a balance among time, energy, controllability, and the limitations
of specific situations. Past studies have examined the adoption of single modes of car-
sharing [14,27,43]; however, the novelty of this article shows context-specific intention
formation across commuting, long-term and short-term trips, leisure, and emergencies.
Each situation activates different behaviours, resulting in constantly changing attitudes
and perceived behavioural control and explaining why travel intentions vary depending
on the situation. This provides an explanation in accord with the TPB for complex and
inconsistent usage situations: consumers’ behavioural intentions for car-sharing depend on
the specific context, rather than on car-sharing in general.

3.2.7. Vehicle Preference and Environmental Awareness

Vehicle preference in car-sharing is influenced by both functional comfort and ethical
considerations [15]. Participants discussed power system preference and environmental
awareness and behaviour, but these factors are often less important than practicality.
Participants have an interest in trying electric cars for perceived comfort and environmental
benefits: “Electric cars are environmentally friendly. . . no emissions. . . and the feeling of driving is
better; since I don’t have a electric car, I'd like to try it when renting.” (P1). Yet, long-term trip
and infrastructure constraints pushed consumers to revert to petrol cars: “For long-term
trips like going to Xinjiang, I rented a petrol car. . . electric charging would be a problem.” (P2).

Importantly, environmental preference was frequently influenced by personal comfort.
Some participants avoided electric cars in ride-hailing services due to motion sickness and
requested choice in car types: “Can you allow me to select petrol cars? I don’t want to take
electric cars because I get motion sickness.” (P11). This illustrates that sustainability options
are only attractive if they do not impose perceived real costs.
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All in all, consumers’ environmental awareness exists, but it is recognised as a con-
ditional secondary standard. This explained why environmental awareness may not
straightforwardly translate into behavioural intentions without perceived behavioural
control of the TPB.

3.2.8. User Type and Behavioural Styles

Participants represent distinct user types and behavioural styles, which is consistent
with past studies [14,15]. The data highlight three types of consumers: price-sensitive,
service-/safety-sensitive, and conflict-handling. Price-sensitive participants emphasised
cost performance, discounts, and promotions and often switch platforms when the price
point is outside of their expectations: “If the estimated price is acceptable, I'll take it; if I can’t
afford it, I'll check other platforms.” (P5). In contrast, service-/safety-sensitive participants
are willing to pay extra for hygiene, quietness, and safety: “The extra cost might be 50-100%
higher. .. but if spending an extra 20 RMB for a better experience, I can accept it.” (P6).

Some of the conflict-handling participants trusted platform control and used formal
complaint pathways: “The platform refunded part of the extra charge. . . the result was acceptable.” (P9).
Others avoided complaining due to time pressure, even when faced with unfair situations:

“I'was in a hurry. . . I never think about complaining.” (P9). At the same time, some participants

applied risk avoidance as their primary strategy: “I am worry about my safety. .. I mainly
choose platforms that are stable and have been running for a long time.” (P2).

In summary, these participants’ profiles demonstrate that behavioural intentions are
influenced by different combinations of beliefs: some give priority to instrumental value
(attitude), others give priority to safety/comfort assurance, and still others rely on platform
reputation and trust (subjective norms).

4. Proposed Theoretical Framework and Hypothesis Development

We developed the theoretical model in Figure 2 of this study, utilising data from the
extant literature and the findings from the qualitative phase of this study. We employed the
concepts of “price consciousness” [53-55], “perceived ease of use” [56,57], “price-quality
beliefs” [58,59], “perceived security” [60], “perceived consumer effectiveness” [61-63],
“environmental concern” [60], “perceived usefulness” [36,64], “service quality” [36,65], and
“repurchase intention” [66-68]. The second-order factors in the proposed model consist
of reasons for and against, each comprising four first-order factors [69]. When first-order
elements are correlated, a second-order model is warranted [70]. The requirement for
a second-order factor model is substantiated by the correlation between the first-order
factors, or “reasons for” and “reasons against” [71]. In our integrated framework, PEU, PS,
and SQ collectively represent antecedents of perceived behavioural control—consumers’
assessment of whether they can successfully use the service. PU captures instrumental
attitude—the evaluation of car-sharing’s functional outcomes. EC and PCE reflect value-
based attitudes aligned with sustainability motivations. PC and PQB represent economic
beliefs influencing overall attitude formation. Rl serves as the focal behavioural intention
consistent with both theoretical traditions.
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Figure 2. Theoretical model.

4.1. Perceived Ease of Use

According to the technology acceptance model (TAM), extensive research demon-
strates that perceived ease of use (PEU)—-the extent to which a consumer perceives a car-
sharing system as effortless—-significantly enhances repurchase intentions [72]. Ref. [73]
asserts that, when mobile travel applications are intuitive and user-friendly and demand
low cognitive or operational effort, users are more inclined to develop positive views
and engage in repeated usage. In urban settings where efficiency and convenience are
paramount, intuitive app interfaces, uncomplicated booking procedures, and streamlined
payment systems markedly reduce barriers to reuse, thereby enhancing behavioural loy-
alty [74,75]. Thus, enhancing the usability of car-sharing platforms is not just a functional
necessity, but also a strategic tool for promoting enduring customer engagement in China’s
competitive mobility sector. Therefore, the subsequent hypothesis is posited:

H1: Perceived ease of use positively affects repurchase intention.

4.2. Price Consciousness

Ref. [54] characterises price consciousness (PC) as the “degree to which the consumer
focuses exclusively on paying low prices”. This description distinguishes the construct as a
consumer orientation or trait, in contrast to other price-oriented constructs that assess price
judgement in specific contexts. Nevertheless, as noted by those authors, there are instances
when the term has been employed to characterise price-related cognition (e.g., [76,77]). The
economic context is more likely to influence variances in price consciousness than other
traits [66]. Nevertheless, not all individuals exhibit the same level of stability. Research
in the Chinese market indicates that price-sensitive consumers exhibit significant respon-
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siveness to pricing strategies, discounts, and perceived value in car-sharing systems [38].
The price is a key factor influencing judgements regarding repurchase intension [78]. Pric-
ing tactics designed to improve perceived affordability and transparency are crucial for
cultivating customer loyalty and ongoing participation in China’s competitive car-sharing
industry. Consequently, the authors posit the subsequent hypothesis:

H2: Price consciousness significantly and directly affects repurchase intention.

4.3. Price-Quality Beliefs

The correlation between price-quality beliefs (PQB)—consumers’ cognitive links be-
tween price levels and anticipated service quality—and repurchase intention is a vital
dynamic in China’s car-sharing business. Research indicates that, for Chinese customers,
who frequently utilise pricing as a primary heuristic for assessing value and reliability,
there is a notable positive correlation between these perceptions and their desire to repeat
use of a service [54,77]. An empirical study not specific to the sharing economy confirmed
that, when consumers regard a car-sharing service’s pricing as reflective of superior quality
(e.g., vehicle condition, safety, app functionality, or customer support), their post-use satis-
faction and perceived value are elevated, thereby directly reinforcing repurchase intention.
A low price that raises doubts about quality might erode trust and discourage future usage,
especially in a price-sensitive market [79]. This is especially significant in China, where
swift market growth and diverse service levels render quality indicators essential. Conse-
quently, adeptly controlling POB via fair pricing, reliable service provision, and strategic
communication is essential for car-sharing platforms seeking to transform trial users into
loyal customers in this competitive environment. Consequently, the authors propose that:

H3: Price-quality beliefs significantly and directly affect repurchase intention.

4.4. Perceived Security

Perceived security (PS) denotes a consumer’s psychological evaluation of the extent to
which a product, service, or transactional environment is deemed safe, dependable, and
safeguarded from potential threats, including financial loss, data breaches, and physical
or psychological risks [80]. This concept is frequently analysed within the larger con-
text of perceived risk and trust, especially in digital and service-oriented environments,
where intangible dangers are prominent. Research consistently indicates that PS serves
as a fundamental precursor to trust, contentment, and behavioural intentions, including
purchase, repurchase, and loyalty [81]. In e-commerce and sharing economy contexts, per-
ceived security concerning payment methods, data management, and platform protections
directly affect both uptake and sustained usage [82]. In high-involvement or credence
service sectors—such as fintech, telehealth, and mobility services—marketers strategically
implement perceived security through design elements, certifications, privacy policies, and
assurance mechanisms to alleviate consumer anxiety and improve value perceptions [83].
Perceived security, defined as the consumer’s conviction that a service platform protects
their personal information and guarantees physical safety during usage, has become a
crucial and direct precursor to repurchase intention in China’s car-sharing industry. When
users regard car-sharing services as secure, their trust in the platform intensifies, which
subsequently strongly forecasts continued usage. Hence:

H4: Perceived security significantly and directly affects repurchase intention.
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4.5. Perceived Consumer Effectiveness

Perceived consumer effectiveness (PCE) denotes an individual’s conviction that their
personal actions can significantly contribute to addressing larger environmental or social
issues [84]. This concept is pivotal in comprehending sustainable, ethical, and socially re-
sponsible consumption, as it connects personal attitudes with tangible behavioural results.
Research has consistently shown that consumers with elevated PCE are more inclined
to participate in pro-environmental actions, including acquiring eco-friendly products,
recycling, and endorsing sustainable companies [85]. This impression of efficacy reduces
the “psychological distance” frequently linked to global crises, enabling individuals to
convert worry into action [86]. In applied marketing contexts, strategies that augment
PCE—-such as explicit communication of individual impact, concrete cause-and-effect
narratives, and community-based social proof—have demonstrated the capacity to bolster
brand loyalty, increase willingness to pay a premium, and foster long-term engagement
with sustainable products and initiatives [87]. As consumers increasingly demand that busi-
nesses tackle societal issues, enhancing perceived consumer efficacy has become a strategic
necessity for marketers seeking to cultivate trust, encourage conscientious consumption,
and integrate corporate responsibility with consumer identity. In the realm of car-sharing,
frequently regarded as an environmentally friendly substitute for private vehicle own-
ership, consumers with elevated PCE are more inclined to view their participation as a
concrete effort to mitigate traffic congestion, carbon emissions, and urban pollution. When
car-sharing platforms effectively convey the environmental benefits of collective usage,
such as through individualised carbon-saving metrics or community-oriented sustainability
objectives, consumers’ perception of personal efficacy is enhanced, thereby strengthening
their commitment to ongoing service utilisation [88]. Consequently:

HS5: Perceived consumer effectiveness positively affects repurchase intention.

4.6. Environmental Concern

Environmental concern (EC) denotes an individual’s awareness, apprehension, and
adverse feelings regarding the declining condition of the natural environment and its
implications for human and ecological welfare [89]. It is understood as a multidimen-
sional attitudinal construct that includes cognitive, affective, and conative dimensions,
functioning as a crucial precursor to ecologically conscious consumer behaviour. Studies
have consistently identified EC as a significant predictor of green purchasing intentions,
readiness to pay a premium for sustainable products, brand loyalty to environmentally
responsible firms, and engagement in corporate social responsibility initiatives [90,91]. In
marketing, EC is frequently utilised via green marketing communication, eco-labelling, and
sustainability narratives to segment consumers, connect company values with consumer
identities, and alleviate scepticism regarding green promises [92]. With increasing regula-
tory and societal pressures for sustainability, comprehending and strategically addressing
consumers’ EC is essential for formulating effective sustainable marketing strategies and
cultivating enduring consumer-brand relationships in an eco-conscious market. Thus,
car-sharing platforms that genuinely articulate their environmental advantages via impact
metrics, carbon-neutral commitments, and alignment with comprehensive green lifestyles
can adeptly harness environmental awareness to foster a devoted user base and attain a
sustainable competitive edge in a progressively eco-aware market. Thus:

Heé: Environmental concern positively affects repurchase intention.
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4.7. Perceived Usefulness

Perceived usefulness (PU), a fundamental element of the TAM, is characterised as the
extent to which an individual believes that utilising a specific system or service will improve
their job performance, productivity, or overall well-being in a particular context [72]. This
construct has been widely adapted and expanded beyond information systems to elucidate
the adoption, usage, and loyalty intentions associated with various consumer-oriented
technologies, digital platforms, and innovative services. PU serves as a fundamental
cognitive influence on behavioural intention by moulding the consumer’s anticipation
of a favourable result from the usage experience [93]. Marketers strategically utilise per-
ceived usefulness by effectively conveying functional benefits, comparative advantages
over alternatives, and task-oriented outcomes—such as time savings, cost reduction, or
enhanced access—to mitigate adoption barriers and promote sustained engagement [94].
As digital transformation persists in altering consumer environments, PU remains a funda-
mental criterion for evaluating value propositions and forecasting the enduring viability
of technology-mediated products. Consequently, car-sharing providers aiming to foster
consistent usage in China must carefully articulate and emphasise the practical benefits
of their service, ensuring that perceived utility is a fundamental aspect of the consumer
value proposition.

H7: Perceived usefulness positively affects repurchase intention.

4.8. Service Quality

Service quality (5Q) is a multifaceted concept that encapsulates the consumer’s as-
sessment of a service’s overall excellence, primarily based on a comparison of expectations
and perceived performance [95], which is essential for comprehending customer satis-
faction, loyalty, and long-term relational outcomes. SQ is a vital precursor to customer
trust, commitment, and favourable word-of-mouth, especially in experience-centric and
high-contact service industries [96,97]. Its use spans various contexts, such as digital ser-
vices, where factors such as website operation, security, and customer assistance timeliness
are crucial [98]. Consequently, SQ is a fundamental factor in strategic marketing initia-
tives focused on enhancing customer retention and cultivating brand equity in service-
oriented sectors.

Nonetheless, empirical studies in the sharing economy demonstrate that this direct
relationship frequently depends on the user’s assessment of the overall service experience.
High SQ—evidenced by dependable vehicle availability, prompt customer assistance, clear
pricing, and well-maintained resources—enhances the beneficial impact of ease of use
on perceived utility [99]. When consumers encounter a car-sharing application that is
user-friendly and receive reliable, consistent, and compassionate service, their confidence
in the system’s overall utility is markedly enhanced [100]. Conversely, an intuitive platform
may not be regarded as genuinely beneficial if the quality of service is subpar, as functional
difficulties diminish the practical advantages of usability [101]. In the competitive Chinese
mobility market, SQ serves as a crucial mediating factor, ensuring that the beneficial effects
of user-friendly design are completely actualised in influencing perceived utility, which
subsequently promotes adoption and continued usage.

A study based on trust-oriented extensions of the TAM indicated that security per-
ceptions cultivate initial trust, which is essential for users to acknowledge the functional
advantages of a service [102]. In the high-contact and system-dependent realm of car-
sharing, the trust-to-utility pathway is not inherently automatic. Empirical research fo-
cused on Chinese consumers demonstrates that PS positively influences PU solely when
users simultaneously encounter high SQ, defined by reliability (e.g., vehicle availability
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and condition), responsiveness (e.g., real-time support and incident management), and
assurance (e.g., transparent safety protocols) [103]. A secure platform with strong encryp-
tion may be trusted with personal data; however, if service failures such as inadequately
maintained vehicles or unresolved safety issues arise, the perceived utility of the service
significantly declines, as security assurances become disconnected from experiential value.
Consequently, SQ serves as a crucial mediator, converting security-based trust into concrete
utility perceptions by guaranteeing that security assurances are continually maintained
during the service interaction.

HS: The effect of perceived ease of use on perceived usefulness is mediated by service quality.

H9: The effect of perceived security on perceived usefulness is mediated by service quality.

5. Quantitative Study
5.1. Measurement of Constructs

Drawing on the qualitative interview results and the current literature, we initially
formulated the questionnaire with 46 items, all employing a seven-point Likert scale
(1 = strongly disagree, 7 = strongly agree). In November 2025, we administered a pre-test
to 50 experienced car-sharing users in Guangdong Province, gathering input on the clarity,
readability, and reasoning of the questionnaire items. The pre-test results demonstrated
excellent sample adequacy (KMO: 0.96) and a seven-factor structure accounting for 66.47%
of the total variance. Additionally, the Cronbach’s « for all constructs was above 0.7, signi-
fying strong internal consistency of the questionnaire [104]. To evaluate the hypotheses,
we administered an online survey via Credamo consisting of three sections. The initial
portion succinctly presented the research purpose to the participants, followed by the de-
mographics section. The results are displayed in Table 5, while the Section 3 encompasses
measures derived from the previous literature, as illustrated in Table 6. Credamo is an
online professional data platform for research purposes, featuring over 3 million pooled
participants. Research publications utilising Credamo are being accepted by esteemed FT
50 journals, including the Journal of Marketing, the Journal of Consumer Research, etc. [105].
This indicates that researchers can utilise Credamo to gather data and publish in global
publications without any apprehensions. Credamo randomly disseminated questionnaires
in 48 cities across China with this online survey. The poll conducted in December 2025
randomly recruited actual users of car-sharing services to participate in the study. Respon-
dents were posed the screening question: “How often do you use car-sharing services?”
Individuals who answered “Never” to this inquiry were excluded from the poll.

The gender composition of the sample (60.82% female, 39.18% male) necessitates exam-
ination. This distribution is influenced by three factors: first, the urban female population
in China exhibits elevated car-sharing usage rates for specific trip types (shopping, family
transport, evening travel) due to safety perceptions that favour app-tracked rides over
informal alternatives; second, our screening criteria for “regular car-sharing use” may
have selectively included women, who depend on car-sharing as their primary mode of
transportation, in contrast to men, who have greater access to private cars. To evaluate
potential bias, we performed a multigroup analysis comparing male and female subsamples
across all pathways. The results revealed no significant gender differences (all Ax? p>0.10),
indicating that, although the gender distribution is uneven, it does not materially influence
the theoretical relationships studied [106]. We recognise this issue and suggest that future
studies utilise quota sampling to guarantee gender representativeness.
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Table 5. Sample demographics for the questionnaire.

Items Categories N Percent
Almost every day 33 7.93
How often do you use Weekly 265 63.7
car-sharing services? Monthly 108 25.96
Every 6 months 10 24
Gend Male 163 39.18
ender Female 253 60.82
18-24 67 16.11
25-34 233 56.01
Age 35-44 83 19.95
45-54 22 5.29
55 or above 11 2.64
Junior high school and below 4 0.96
High school /vocational school 10 2.4
Education Junior college/diploma 41 9.86
Bachelor 290 69.71
Master or above 71 17.07
Below 2000 RMB 18 4.33
I 2000-4999 RMB 52 125
neome 5000-9999 RMB 191 4591
10.000 RMB or above 155 37.26
Unmarried 140 33.65
Marital status Married 273 65.63
Divorced 3 0.72
. Yes 260 62.5
h ?
Do you have kid(s) No 156 375
D Yes, | have a fuel car 141 33.89
oyou posses?s your Yes, 1 have an electronic car 169 40.63
own car: No 106 25.48
DiDi 295 70.91
Amap Taxi 73 17.55
L Temu Taxi 18 4.33
Which is your most T3 Chuxing 9 216
frequently used
car-sharing brand? Caocao Inc. 7 1.68
’ Hello Inc. 8 1.92
UCAR Inc. 3 0.72
Others 3 0.72
Table 6. Scales.
Construct Label Item Source
PEU1 It is easy to book the car-sharing service from its app.
Perceived ease of use PEU2 My interaction with the car-sharing service system is clear and understandable. [56,57]
PEU3 Everyone can easily master the after-purchase car-sharing procedure.
PC1 Generally I am willing to go to extra effort to find lower prices.
PC2 It is usually worth the time and effort needed to find lower prices.
PC3 I generally strive to buy at the lowest possible price.
Price consciousness PC4 The %reater the number of coupons e'md subsidies offered by the'car—shar'mg app [53-55]
o lower the price, the easier it is for me to use the car-sharing service.
PC5 Price is usually the most important factor for me.
PEU2 My interaction with the car-sharing service system is clear and understandable.
PEU3 Everyone can easily master the after-purchase car-sharing procedure.
PQB1 The price of a service is a good indicator of its quality.
PQB2 I am willing to pay a higher price for electronic car rental
Price-quality beliefs services of good quality. [58,59]
PQB3 If a lower price is offered, I worry about getting disappointing quality.
PQB4 When I see a service at a low price, I usually doubt its reliability.
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Table 6. Cont.
Construct Label Item Source
PS1 The car-sharing service seems very secure.
PS2 I'have no health concerns about purchasing car-sharing services
from this app. (R)
Perceived security PS3 There is no security problem if the Far—sharing app assigns me [68,107]
a low-spec vehicle. (R)
PS4 There is no security problem if the car-sharing app assigns me a driver with an
inappropriate driving manner, e.g., answering phone calls. (R)
PS5 When buying from this app, I am not reassured by the security procedures. (R)
PSe6 Overall, this app seems security-conscious.
PCE1 I can protect the environment by buying products that are friendly
to the environment.
PCE2 I feel I can help solve natural resource problems by
. conserving water and energy.
Percelveq consumer PCE Energy-saving products have a significant impact economically [61-63]
effectiveness 3 on families and society.
PCE4 I feel capable of helping solve environmental problems.
PCE5 I'will only purchase fresh food if I know its origin.
PCE6 My green consumption behaviour can have a positive impact
on the environment.
EC1 Humankind is severely abusing the environment.
EC2 When humans interfere with nature, it often produces disastrous consequences.
. EC3 I am extremely worried about the state of the world’s environment and what it
Environmental concern will mean for my future. [60]
EC4 The balance of nature is very delicate and easily upset.
EC5 Humans must live in harmony with nature in order to survive.
SQ1 The car-sharing app and freelance driving are always available for me.
SQ2 The car-sharing service launches and runs right away.
SQ3 The car-sharing app quickly delivers answers about my queries.
Service quality sQ4 The car-sharing app makes pass?ngers"and drivers’ feedback available within a [36,65]
suitable time frame.
SQ5 This car-sharing service is truthful about its offerings.
S This car-sharing service makes accurate promises about delivery of comfortable
Q6 .
trips and feedback.
PUL Using the car-sharing service for my trips enables me to accomplish my
traveling more quickly.
PU2 I felt that car-sharing services are valuable.
PU3 Using a car-sharing service avoids paying higher parking fees.
Perceived usefulness PU4 Using a car-sharing service avoids finding parking places. [36,64]
PU5 Using a car-sharing service makes the trip easier to implement.
PUS When I am engaged in work or travelling in a different city with many
passengers and substantial luggage, I typically prioritise car-sharing services.
pPU7 Overall, I find car-sharing services useful to my travels.
RI1 My decision to purchase car-sharing services was a wise one.
. . RI2 I am pleased that I purchased car-sharing services.
Repurchase intension RI3 I'would like to continue to purchase car-sharing services in the near future. [66-68]
RI4 I will repurchase other car-sharing services from this company.

A total of 531 respondents completed the task. A series of quality checks established
further criteria for rejection using a multi-criteria QC model, including time spent taking
the survey; number of instances of pattern clicking; and diligence in entering text in
open-ended questions. Following the advice of [108], embedded attention filters detected
inattentive responders. This left a sample of 416 good cases for further analysis. SPSS 27
and PLS-SEM are employed for data analysis. The structural model is designed to assess
the proposed model.

5.2. Results

The confirmatory factor analysis (CFA) results shown in Table 7 indicate that the
measurement model for the study’s nine constructs has strong psychometric qualities,
satisfying the criteria for reliability and convergent validity necessary for rigorous struc-
tural equation modelling. All constructs (EC, PC, PCE, PS, PEU, PQB, PU, RI, and SQ)
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demonstrate robust internal consistency, with Cronbach’s alpha (o) values between 0.831
and 0.912, all surpassing the suggested threshold of 0.7 [109]. Likewise, the composite
reliability (CR) values, ranging from 0.886 to 0.932, were above the 0.7 threshold, hence
affirming the constructs’ substantial reliability [110]. Convergent validity is further con-
firmed, as the average variance extracted (AVE) for each construct ranges from a minimum
of 0.599 (PS) to a maximum of 0.778 (PEU), surpassing the acceptable threshold of 0.5,
which signifies that each latent variable explains more than half of the variance in its
indicators, on average [111]. The AVE for perceived security (0.599) is slightly above the
0.5 criterion but remains below the more stringent 0.6 standard suggested for robust
structures. This illustrates the multifaceted nature of perceived security in car-sharing
environments, including physical safety (PS1, PS3—4), health issues (PS2), and institutional
protections (PS5-6). In accordance with the recommendations from [110], we emphasise
composite reliability (CR = 0.899), which significantly surpasses the threshold of 0.7, hence
demonstrating sufficient construct dependability. Furthermore, all item loadings surpass
0.7, with the exceptions of PS2 (0.705) and PS4 (0.707), both of which are still deemed accept-
able. To assess robustness, we performed further analysis utilising the heterotrait-monotrait
ratio (HTMT) for discriminant validity for PS (all HTMT values < 0.85) and evaluated al-
ternative measurement models by excluding PS2 or PS4, which did not enhance model
fit or modify structural associations. Consequently, we maintain the six-item PS measure
as theoretically suitable for encapsulating the multidimensional nature of security in this
setting. All individual item loadings are significant and considerable, ranging from 0.705 to
0.909, with average loadings per construct continuously exceeding 0.77, thus affirming that
the measured items are strong representations of their underlying theoretical constructs.

Table 7. Convergent validity assessment.

. . . Composite Average Variance
Variable Item ID Loading Average Loading  Cronbach Alpha Reliability (CR) Extracted (AVE)
EC1 0.737
EC2 0.864
EC EC3 0.787 0.792 0.852 0.895 0.63
EC4 0.743
EC5 0.83
PC1 0.863
PC2 0.852
PC PC3 0.857 0.843 0.898 0.924 0.71
PC4 0.795
PC5 0.846
PCE1 0.828
PCE2 0.845
PCE3 0.744
PCE PCE4 0.804 0.796 0.885 0.913 0.635
PCE5 0.755
PCE6 0.802
PS1 0.78
PS2 0.705
PS3 0.83
PS PS4 0.707 0.773 0.865 0.899 0.599
PS5 0.812
PS6 0.802
PEU1 0.885
PEU PEU2 0.909 0.881 0.857 0.913 0.778
PEU3 0.85
PQB1 0.824
PQB2 0.825
PQB POB3 0.808 0.812 0.831 0.886 0.66
PQB4 0.792

https://doi.org/10.3390/su18052505


https://doi.org/10.3390/su18052505

Sustainability 2026, 18, 2505 26 of 39
Table 7. Cont.
Variable Item ID Loading Average Loading  Cronbach Alpha Composite Average Variance
Reliability (CR) Extracted (AVE)

PU1 0.723
PU2 0.787
PU3 0.796

PU PU4 0.868 0.791 0.901 0.922 0.628
PU5 0.793
pPU6 0.807
PU7 0.766
RI1 0.902
RI2 0.858

RI RI3 0.814 0.857 0.879 0.917 0.734
RI4 0.852
5Q1 0.827
sQ2 0.836
SQ3 0.863

SQ SQ4 0.853 0.834 0.912 0.932 0.696
SQ5 0.768
5Q6 0.856

The findings validate that the reflective measurement model is appropriately defined
and effective for evaluating the proposed structural linkages. The elevated reliability and
convergent validity scores establish a robust basis for conducting route analysis, as they
signify negligible measurement error and a strong, unidimensional framework for each
latent variable. The AVE for PS (0.599) is somewhat above the threshold and is deemed
acceptable, particularly due to its robust CR (0.899) and item loadings, indicating that
the construct is sufficiently measured [109]. The exceptional psychometric performance
of dimensions such as PEU (AVE = 0.778, CR = 0.913) and RI (AVE = 0.734, CR = 0.917)
underscores notably accurate operationalisations. The analysis reveals that the direct
effects of PEU and PS on PU become non-significant when SQ is included as a mediator
(PEU direct: 3 = 0.043, p = 0.182; PS direct: 3 = 0.031, p = 0.245), consistent with full
statistical mediation. This indicates that SQ fully transmits the effects of usability and
security perceptions to PU [109]. These results satisfy an essential criterion for structural
model assessment, guaranteeing that any ensuing discoveries concerning the mediation
effect of SQ or the direct influences of constructs such as PU on RI are not artefacts of
inadequate measurement, but can be ascribed to the significant theoretical relationships
being examined.

The discriminant validity of the measurement model was evaluated using the
Fornell-Larcker criterion and the HTMT ratio [110], which stipulates that the square root of
the AVE for each construct (as presented in Table 8) must surpass its maximum correlation
with any other construct in the model. This research verifies strong discriminant validity
for all nine constructs. The square root of the AVE for EC is 0.794, above its maximum
association of 0.59 with PCE. The square root of the AVE for Rl is 0.857, significantly above
its highest association of 0.575 with PU. This pattern is consistently observed across all con-
structs, including PEU (PEU, /AVE = 0.882 vs. max r = 0.523) and SQ (SQ, \/AVE = 0.834 vs.
max r = 0.512). The findings demonstrate that each latent variable exhibits greater variance
with its respective indicators than with any other construct in the model, thereby ensuring
clear conceptual distinction and fulfilling the rigorous discriminant validity criteria for
advanced path analysis in structural equation modelling [112].

Harman'’s single-factor test was conducted on all 46 measurement items to evaluate
the possible risk of common method variance (CMV) [113]. The unrotated exploratory
factor analysis results reveal that the first factor accounts for 32.423% of the total vari-
ance, much below the essential criterion of 50% (shown in Appendix A). Additionally,
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a more rigorous rotating solution identified eight unique components with eigenvalues
exceeding 1.0, which together represented 65.522% of the total variance, without any single
factor dominating the covariance structure. The variance accounted for by the first factor
in the rotated solution was merely 11.061%, further corroborating the lack of a singular
underlying factor that could explain the majority of the variance. Although Harman’s
test has recognised limitations and cannot definitively exclude CMYV, the findings indicate
that common method bias is not a substantial issue in the current dataset, as the variance
accounted for by a single factor remains within acceptable thresholds for social science
research [114]. Consequently, the identified correlations among the constructs are improba-
ble artefacts of the measurement technique, thereby enhancing trust in the validity of the
ensuing structural model results.

Table 8. Discriminant validity assessment.

EC PC PCE PS PEU PQB PU RI SQ
EC 0.794
PC 0.438 0.843
PCE 0.59 0.492 0.797
PS 0.414 0.365 0.424 0.774
PEU 0.398 0.36 0.523 0.364 0.882
PQB 0.366 0.369 0.405 0.34 0.304 0.812
PU 0.328 0.281 0.349 0.421 0.436 0.254 0.792
RI 0.561 0.477 0.573 0.558 0.557 0.324 0.575 0.857
SQ 0.405 0.315 0.512 0.403 0.433 0.389 0.378 0.425 0.834

Partial least squares structural equation modelling (PLS-SEM) analysis reveals strong
and robust route linkages among the primary constructs, with all proposed direct ef-
fects validated at a 99% confidence level (p < 0.01, as illustrated in Figure 3). The find-
ings demonstrate that PEU has a substantial positive effect on PU (3 = 0.606, t = 85.209,
p < 0.001), while PS also significantly forecasts PU (3 = 0.287, t = 31.522, p < 0.001). Ad-
ditionally, PU serves as a significant predictor of RI (3 = 0.272, t = 30.332, p < 0.001). The
model demonstrates substantial effects of EC and PC on RI (3 = 0.182, t = 25.689, p < 0.001
and 3 = 0.155, t = 34.439, p < 0.01, respectively). This research validates the suggested
mediation routes, with SQ significantly moderating the connection between PEU and PU
(B =0.209, t = 46.467, p < 0.001). The elevated t-values, all surpassing the critical threshold
of 2.58, coupled with the non-significance of one control path (3 = 0.043, p = 0.245), validate
the model’s discriminant validity and predictive relevance, thereby offering substantial em-
pirical support for the proposed theoretical framework in elucidating Chinese consumers’
RI within the car-sharing context [109,112].

The results of hypothesis testing, obtained through PLS-SEM, offer substantial em-
pirical evidence for most of the postulated theoretical linkages regarding the determi-
nants of RI within the Chinese car-sharing scenario. Table 9 indicates that seven out of
the eight proposed direct effects were statistically significant. PU emerged as the most
significant predictor of RI (3 = 0.272, p < 0.001), exhibiting a considerable effect size
(f? = 0.136), highlighting its crucial function as a primary cognitive determinant of continu-
ance intention, in alignment with the fundamental principles of the TAM [72]. Subsequent
to PU, PS (B = 0.209, p < 0.001, £ = 0.076) and EC (B = 0.195, p < 0.001, f> = 0.057) exhibited
significant positive effects, underscoring the combined significance of risk alleviation and
pro-environmental principles in cultivating loyalty. PEU (f = 0.182, p < 0.001, f> = 0.054)
demonstrated a substantial, moderately strong direct effect on RI, indicating that usability
factors not only influence PU, but also directly affect behavioural intention.
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Figure 3. Structural model assessment (SMA) utilising PLS-SEM, displaying standardised path
coefficients (3) and significance levels.

The non-significant negative coefficient for PQB (f = —0.043, p > 0.05) necessitates
theoretical elucidation beyond mere statistical insignificance [115]. This research indicates
that, in China’s developed car-sharing industry, consumers do not utilise price as a quality
indicator when making repurchase decisions, which contradicts conventional consumer be-
haviour models that posit price as a signal of quality, particularly in services characterised
by pre-purchase quality ambiguity. We present three elucidations. Initially, platform-mediated
transparency mechanisms—especially real-time user ratings (average 4.8/5 for drivers), veri-
fied reviews, and platform-guaranteed service standards—have institutionalised quality
assurance, making price-based assumptions unnecessary. When consumers have access
to peer assessments of driver conduct, car condition, and timeliness, they assess quality
directly instead of deducing it from price. Secondly, the super-app ecosystem, which dis-
tinctly categorises numerous service tiers (economy, comfort, business, luxury) with clear
feature descriptions, ensures that users comprehend precisely what each price tier offers,
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thus removing uncertainty. Third, qualitative data indicated that consumers link low costs
to promotional subsidies rather than diminished quality: a “promotion mentality” where
reductions signify competitive platforms that advantage customers, rather than a decline in
quality. The separation of price from quality perceptions during repurchase stages differs
from adoption phases, where price-quality beliefs may have greater influence, indicating a
dynamic in which experiential information ultimately prevails over price-based heuristics.

Table 9. Hypothesis testing.

Hypothesis Path Description and Direction Path Coefficient 2 Supported
Hi Perceived ease of use po§1t1ve1y affects B =0.182 % 0.054 Yes
repurchase intention. (+)
Price consciousness significantly and _ .
H2 directly affects repurchase intention. (+) p=0.121 0.026 Yes
Price-quality beliefs significantly and _
H3 directly affect repurchase intention. (+) B =-0043 0.004 No
Perceived security significantly and _ ok
Hi directly affects repurchase intention. (+) B =0.209 0.076 Yes
Perceived consumer effectiveness _ o
H> positively affects repurchase intention. (+) B =0.137 0.024 Yes
He Environmental concern p951tlvely affects B = 0.195 *** 0.057 Yes
repurchase intention. (+)
H7 Perceived usefulness positively affects B = 0272 % 0136 Yes

repurchase intention. (+)

*p <0.01,** p < 0.001.

Subsequent investigation corroborates the substantial influence of economic and
psychological factors. PC (f = 0.121, p < 0.01, 2 = 0.026) and PCE (B = 0.137, p < 0.01,
f2 = 0.024) were confirmed as positive and significant predictors of RI. The endorsement of
PC corresponds with the budget-conscious characteristics of the sharing economy, while
the affirmation of PCE strengthens the idea that consumers who perceive their decisions
as environmentally impactful are more like to exhibit loyalty to car-sharing services. The
anticipated positive correlation between PQB and RI was not substantiated (3 = —0.043,
p > 0.05). This insignificant pathway indicates that, in this particular service context,
consumers’ perceptions of quality derived from price do not directly correlate with in-
creased repurchase intentions, suggesting that alternative value dimensions, such as PU
or PS, may take precedence over price-based quality heuristics during the post-adoption
evaluation phase.

The collective findings offer important theoretical and managerial implications. Theo-
retically, the results validate an integrated model that synthesises technology acceptance
(PU, PEU), perceived risk (PS), sustainable consumption (EC, PCE), and economic motiva-
tion (PC) to explain repurchase behaviour, thereby extending the nomological network in
sharing economy research. From a managerial perspective, car-sharing operators in China
should prioritise enhancing the perceived usefulness and security of their platforms as
primary levers for customer retention. Concurrently, marketing communications should
effectively articulate the environmental benefits of car-sharing to resonate with consumers’
growing ecological awareness and sense of personal efficacy. While competitive pricing re-
mains important, the non-significant finding for PQB suggests that competing primarily on
premium price positioning to signal quality may be less effective than clearly demonstrating
the service’s practical utility, reliability, and contribution to sustainability goals.

The mediation analysis, performed with a bias-corrected bootstrap method includ-
ing 5000 resamples, validates the important indirect pathways outlined in the theoretical
model. Table 10 demonstrates that all examined mediation effects are statistically sig-
nificant, as indicated by their 95% bias-corrected confidence intervals, which exclude
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zero. SQ completely mediates the link between PS and PU (indirect impact = 0.044, 95%
CI[0.015, 0.079]) and between PEU and PU (indirect effect = 0.051, 95% CI [0.017, 0.095]).
Additionally, PU acts as a crucial mediator in the interactions between PS and RI (indirect
impact = 0.070, 95% CI [0.040, 0.105]) and between PEU and RI (indirect effect = 0.075,
95% CI [0.042, 0.112]). A sequential double mediation is established, wherein PEU and PS
affect RI via the intermediary variables SQ and PU (indirect effect = 0.014, 95% CI [0.004,
0.027] and 0.012, 95% CI [0.004, 0.023], respectively), while SQ influences RI through PU
(indirect effect = 0.042, 95% CI [0.015, 0.072]). The findings validate the proposed mediat-
ing mechanisms, demonstrating that the impact of security and usability perceptions on
repurchase intention is indirect, conveyed through improved assessments of service quality
and, subsequently, perceived usefulness [116,117].

Table 10. Mediation testing.

Relationship Coefficients S.E. 95%CILL 95%CIUL Zero Included?
PS->SQ->PU 0.044 0.017 0.015 0.079 NO
PEU -> SQ ->PU 0.051 0.02 0.017 0.095 NO
PS -> PU ->RI 0.07 0.017 0.04 0.105 NO
PEU -> PU -> RI 0.075 0.018 0.042 0.112 NO
PEU ->SQ ->PU ->RI 0.014 0.006 0.004 0.027 NO
PS->SQ ->PU -> RI 0.012 0.005 0.004 0.023 NO
SQ->PU->RI 0.042 0.015 0.015 0.072 NO

6. Discussion and Conclusions
6.1. Discussion

The qualitative part of this study indicated that car-sharing utilisation is a context-
dependent activity influenced by many trade-offs among convenience, cost, safety, and
control. Participants” accounts highlighted that perceived convenience is not a uniform
concept, but fluctuates based on situational factors, including parking avoidance, trip
planning, and platform reliability, which together affect perceived behavioural control—a
fundamental component of the TPB [31,32]. Likewise, risk perceptions encompassed not
only physical safety, but also cleanliness, data security, and platform responsibility [15,19],
embodying what [14] refers to as “access-based consumption risks”. These findings en-
hance the existing car-sharing literature by demonstrating how sensory and emotional
factors—such as driver contact, service attitude, and comfort certainty—significantly influ-
ence post-use assessments and repurchase intentions, especially among service-sensitive
user demographics.

The structural model quantitatively established that PU is the most significant direct
precursor of RI, consistent with the core principles of the TAM [72]. The substantial roles
of PS and EC are equally crucial, highlighting the increasing significance of trust and
sustainability in platform-based mobility services. The insignificant influence of PQB
indicates that, in post-adoption phases, functional usefulness and risk assurance take
precedence over price-based quality assessments, diverging from conventional consumer
behaviour models [54]. The complete mediation of SQ in the relationships between PEU/PS
and PU indicates that perceptions of usability and safety yield instrumental value solely
when underpinned by dependable, responsive, and high-quality service delivery [95,97].

This study’s mixed-methods design uncovers both convergent and complementary in-
sights from both qualitative and quantitative phases, enhancing our comprehension of Rl in
car-sharing [50]. Consumers expressed complex, context-sensitive decision-making, where
perceived convenience was characterised not as a fixed advantage, but as a multi-faceted
construct involving trade-offs among time, effort, and situational reliability—directly asso-
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ciated with perceived behavioural control in the TPB [31]. In a similar vein, safety and risk
perceptions were delineated into operational, interactional, and institutional dimensions,
with platform accountability identified as a crucial modulator of trust. Quantitatively,
these complex experiential narratives were condensed into strong statistical correlations.
Perceived usefulness was identified as the most important predictor (3 = 0.272), although
PS, which includes many qualitatively described hazards, also had a notable direct effect
(B =0.209). This illustrates how entrenched, context-dependent issues are ultimately inte-
grated into comprehensive evaluative assessments that influence behavioural intentions.

A significant distinction exists in the function of PQB. The qualitative results indicated
that price transparency and fairness were essential for trust, with participants articulating
dissatisfaction with dynamic pricing and concealed fees. The quantitative model indicated
that PQB did not have a significant effect on repurchase intention (3 = —0.043, ns). This
contrast indicates that, although price-related perceptions are emotionally significant and
crucial for initial trust and satisfaction, as emphasised in interviews, their influence may
diminish during the repurchase phase, where experiential factors such as service quality,
perceived utility, and security become more pivotal. This highlights a possible transi-
tion from economic heuristics during first adoption to performance-based assessment in
ongoing utilisation.

Moreover, the qualitative insights regarding contextualised usage and user classifi-
cations—such as price-sensitive versus service-sensitive segments—offered a detailed
context that the quantitative model could not entirely encapsulate through latent variables
alone. The quantitative phase effectively confirmed that primary motivations such as
EC and PCE, which were implicitly referenced in qualitative discussions regarding “eco-
friendly” alternatives and individual impact, are significant direct precursors to repurchase
behaviour. This complementary interaction affirms that, although quantitative methods
are proficient in validating the strength and direction of proposed relationships, qualitative
inquiry is essential for revealing the underlying mechanisms, situational contingencies,
and experiential nuances that impart significance to those relationships in consumers’ lived
experiences. Collectively, they provide a more comprehensive depiction of loyalty inside
the SE than either method could accomplish independently.

6.2. Conclusions

In conclusion, this mixed-methods study offers a thorough, empirically based frame-
work for comprehending repurchase intention in China’s car-sharing industry, synthesising
findings from technological adoption, service experience, and sustainable consumption.
The results indicate that PU and PS are main direct determinants of loyalty, with their
influence substantially facilitated by good SQ, which serves as the essential mediator
that converts platform capabilities into actual consumer value. The research notably ex-
pands traditional models by illustrating that sustainability motives—EC and PCE—have a
substantial and direct impact on repurchase decisions, even in a functionally orientated
mobility service. This underscores the dynamic nature of consumer value perception
in the SE, where utilitarian, emotional, and ethical factors intersect to influence post-
adoption behaviour.

6.3. Theoretical Implications

This study provides significant theoretical contributions to the literature on the SE and
consumer behaviour. Initially, it proposes a contextualised combination of the TPB and
the TAM for the SE. Previous studies have utilised these theories independently; however,
our mixed-methods approach illustrates their combined application: the TPB elucidates
the situational development of intention (through attitudes, norms, and control beliefs
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identified qualitatively), whereas the TAM elucidates the primary cognitive assessment
(PU) that quantitatively influences the intention-behaviour relationship. This integration
offers a comprehensive framework for examining continuation intention in access-based,
platform-mediated services.

This study redefines the significance of service quality within digital platform models.
We empirically establish SQ as a vital mediator that enhances the value of technological and
security aspects, transcending its conventional role as a mere precursor to satisfaction. This
integrates the literature on information systems, which emphasises system features, with
services marketing, which prioritises experience. It posits that, in hybrid digital-physical
services such as car-sharing, SQ serves as the medium via which system attributes are
converted into consumer-perceived value.

Third, it elucidates the nomological network of sustainable consumption within utili-
tarian services. This research identifies EC and PCE as crucial, direct precursors of RI within
a predominantly functional service environment, thus broadening their relevance beyond
merely symbolic or “green” product categories. It posits that sustainability objectives
can coexist with and enhance utilitarian motives, creating a “hybrid value proposition”
that is especially effective in markets with significant environmental consciousness, such
as China.

6.4. Practical Implications

The results provide practical consequences for operators and marketers of car-sharing
platforms. To augment PU and PS, platforms ought to allocate resources towards features
that significantly enhance travel efficiency (e.g., integrated multi-modal routing, assured
parking collaborations) and transparently convey safety protocols (e.g., vehicle sanitisation
records, driver background verification badges). Given that PU is the primary catalyst for
loyalty, communication should continually emphasise time efficiency, economic advantages
compared to ownership, and alleviation of inconvenience.

Secondly, to capitalise on sustainability objectives, platforms ought to establish and
publicly display “impact dashboards” that personalise and quantify the user’s environ-
mental contributions (e.g., carbon emissions reduced, equivalent trees saved). Marketing
initiatives could position car-sharing not merely as a prudent option, but as a collectively
impactful endeavour, thereby enhancing perceived consumer efficacy and appealing to the
expanding demographic of environmentally conscious customers.

Third, the critical significance of SQ as a mediator necessitates operational excellence.
This entails guaranteeing vehicle availability and cleanliness, reducing application and GPS
inaccuracies, and—most crucially—enabling human customer care to address concerns
promptly. Driver training should prioritise both safety and service demeanour, as adverse
interpersonal encounters significantly diminish perceived control and satisfaction, accord-
ing to our qualitative findings. Moreover, open and equitable dynamic pricing algorithms
are crucial for sustaining confidence, considering the qualitative focus on price justice.

6.5. Limitations and Future Research Directions

This study has limitations that suggest directions for future investigation. The sample,
although robust for PLS-SEM, is geographically restricted to Chinese users, hence con-
straining the generalisability of findings to other cultural and legislative contexts, where
values around sharing, privacy, and sustainability may vary. The cross-sectional design also
prevents clear causal inferences regarding the evolution of associations with experience
across time. Future studies should employ longitudinal designs to monitor the evolution of
the impact of parameters such as PU, PS, and SQ on RI from initial trial to habitual usage.
Additionally, examining boundary conditions and moderators—such as user demographics
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(e.g., price-sensitive versus service-sensitive segments), service models (ride-hailing versus
station-based rental), and the incorporation of focus on emerging technologies like au-
tonomous electric vehicles —would yield a more refined comprehension of the repurchase
decision-making process. Ultimately, examining the possible negative aspects of SQ, such
as overdependence on platform control, resulting in reduced personal accountability or
“service fatigue”, may provide insightful counterarguments.
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Appendix A. Multiple Choice Question Results
Table A1. Multiple choice question: When do you use car-sharing services?
Options n % n =416
Commuting to work 186 15.55% 44.71%
Areas prone to traffic congestion 333 27.84% 80.05%
Cross-city travel 140 11.71% 33.65%
Traveling or working in another city 237 19.82% 56.97%
Participating in important events 187 15.64% 44.95%
Short-distance leisure trip 113 9.45% 27.16%
Appendix B. Harman’s Test
Table A2. Total variance explained.
Eigen Values % of Variance (Initial) % of Variance (Rotated)
Factor Eigen % of Variance C‘l;m Vo of Eigen % of Variance Cum.. Vo of Eigen % of Variance Cum'. Vo of
ariance Variance Variance
1 14.915 32.423 32.423 14.915 32.423 32.423 5.088 11.061 11.061
2 3.416 7.427 39.85 3.416 7.427 39.85 4315 9.381 20.442
3 2.766 6.013 45.862 2.766 6.013 45.862 4.064 8.835 29.277
4 2232 4.853 50.715 2232 4.853 50.715 3.853 8.375 37.652
5 2.107 4.58 55.296 2.107 4.58 55.296 3.826 8.318 45.97
6 1.834 3.988 59.283 1.834 3.988 59.283 3.596 7.816 53.787
7 1.557 3.385 62.668 1.557 3.385 62.668 2.739 5.953 59.74
8 1.313 2.854 65.522 1.313 2.854 65.522 2.66 5.782 65.522
9 0.998 2.169 67.691
10 0.74 1.608 69.299
11 0.706 1.535 70.834
12 0.683 1.484 72.318
13 0.629 1.367 73.685
14 0.617 1.341 75.026
15 0.59 1.282 76.307
16 0.581 1.262 77.57
17 0.556 1.209 78.779
18 0.541 1.177 79.956
19 0.521 1.133 81.089
20 0.506 1.101 82.19
21 0.47 1.023 83.213
22 0.462 1.005 84.217
23 0.439 0.954 85.172
24 0.427 0.929 86.101
25 0.404 0.878 86.978
26 0.389 0.846 87.824
27 0.386 0.839 88.663
28 0.378 0.822 89.485
29 0.372 0.81 90.294
30 0.357 0.777 91.072
31 0.346 0.751 91.823
32 0.326 0.709 92.532
33 0.31 0.674 93.206
34 0.307 0.667 93.873
35 0.293 0.637 94.51
36 0.285 0.619 95.129
37 0.272 0.591 95.72
38 0.257 0.558 96.278
39 0.249 0.541 96.818
40 0.248 0.54 97.358
41 0.237 0.516 97.874
42 0.226 0.492 98.366
43 0.207 0.45 98.816
44 0.2 0.435 99.251
45 0.175 0.38 99.631
46 0.17 0.369 100
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Appendix C. Pearson Correlation

Table A3. Pearson correlation.

Mean SD PC PEU PQOB PE PCE EC SQ PU RI

PC 5.262 1.206 1
PEU 5.951 0.723 0.354 *** 1
PQB 4.439 1.077 0.354 ***  0.291 *** 1

PS 5.296 0.826 0.359 ***  0.358 **  (.315 *** 1
PCE 5.68 0.804 0.494 ***  0.525**  (0.393 ***  0.419 ** 1

EC 57 0.828 0.435**  0.402** 0353 **  0.409 **  0.586 *** 1

5Q 5.778 0.699 0.315***  0430**  0375**  0.399**  0.512**  0.407 *** 1

PU 6.042 0.699 0.278 *** 0431 **  (0.240** 0418 **  (0.349**  0.323**  (0.376 *** 1

RI 5912 0.812 0.472**  0.549**  (0.302**  0.550 **  0.572**  0.557**  (0.422**  0.569 *** 1

*** p <0.001.

Appendix D. Quantitative Survey Participants, by City
Survey Participants by City (Bubble Size = Frequency)
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