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Abstract  

This study aims to develop a service quality scale specific to the sharing economy. In order to achieve this 

aim, the feedbacks obtained from the customers of Türkiye's largest car sharing companies by random 

methods were analyzed with qualitative and quantitative analysis methods. As a result of these studies, a 

6-dimensional original service quality scale has been developed for car sharing companies. It is thought that 

this scale will be used as an effective service quality measurement tool for car sharing companies. Empirical 

study results indicate that Corporate Image, as the 6th dimension in addition to Parasuruman's 5-

dimensional scale, is also effective in measuring service quality in the sharing economy. This scale will 

contribute to increasing service quality, which is a critical factor for customer satisfaction and business 

success.  
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1. Introduction 

Today's intense competition forces businesses to benefit from more innovative business 

models than ever before.  In order to retain customers who are more impatient and 

expectant, businesses must find and adapt business models that create the highest 

competitive advantage for them. In this regard, one of the new trends that has occupied 

the business world recently is the sharing economy. The sharing economy concept 

represents a transformative economic model that prioritizes access by using technology 

rather than ownership (Botsman, 2010), sharing of human, physical, and intellectual 
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resources (Sundararajan, 2016) and community collaboration over traditional ownership 

(Schor, 2016). 

 

The concept of sharing economy has been defined in different ways by various studies: 

“The act and process of distributing what is ours to others for their use and the act and 

process of receiving or taking something from others for our use” (Belk, 2007), 

“Collaborative consumption made by the activities of sharing, exchanging, and rental of 

resources without owning the good” (Lessig, 2008), “Transactions that may be market 

mediated in which no transfer of ownership takes place” (Bardhi & Eckhardt, 2012), 

“Consumers granting each other temporary access to under-utilized physical assets, 

possibly for money.” (Frenken & Schor 2017), “A market that is formed through an 

intermediating technology platform that facilitates exchange activities among a network 

of equivalently positioned economic actors.” (Perren & Kozinets, 2018). 

 

According to Statista (2023) total value of global sharing economy is predicted to 

increase to 600 billion $ by 2027 which was 113 billion in 2021. This means a compund 

annual growth of near 32 percent. This business model has spread to a wide range of 

products and services, including hospitality (e.g., Airbnb, Couchsurfing), transportation 

(e.g., Uber, Zipcar), marketplaces (e.g., Etsy, eBay), food services (e.g., Deliveroo, Glovo). 

Uber, the biggest entity of the sharing economy is currently the higgest valued start-up 

with 98 billion USD and Airbnb, the second one is valued at 78 billion USD 

(companiesmarketcap, 2023). 

 

As in other sectors, customer satisfaction which can be created through service quality, 

is a critical factor for sustainable business success in sharing economy. It is well known 

that service quality scales developed for the field of sharing economy is not at a sufficient 

level. For this reason, it is aimed to develop a sector-specific service quality scale by 

focusing especially on the car sharing sector which is growing more rapidly today. This 

study aims to contribute to both the literature and the development of the car sharing 

industry. 

 

This study was conducted by using both qualitative and quantitative methods. As a 

qualitative method, collecting opinions and experiences from customers under different 

headings was used. Exploratory factor analysis and confirmatory factor analysis were 

used as quantitative methods which allow the researchers to analyze the collected data 

and develop the scale. 

 

As an output of this study, a novelty service quality scale has been developed for car 

sharing companies. It is thought that this scale will be used as an effective service quality 

measurement tool for car sharing. This scale will help increasing service quality which 

is a critical factor for customer satisfaction and business success.  
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2. Conceptual Framework 

2.1 Sharing Economy Concept 

Lawrence Lessing is the first user of the term “Sharing Economy” in 2008. Lessing used 

the term to take attention to global population growth and the urgency of resource 

depletion. In this context, the sharing economy was defined by Lessig (2008) as 

“collaborative consumption that includes activities such as sharing, exchanging and 

leasing goods and resources without the owner”. Lessig has linked the developing 

technological world with understanding and internalizing the sharing economy and 

touching our lives as a kind of economy dimension (Joo, 2017). 

The origin of the concept is actually based on the concept of sharing. Although the 

different business models and sharing economy practices introduced by some 

organizations have emerged recently, the phenomenon of sharing has existed since 

ancient times. The culture of tea consumption in Asia, which has existed for centuries, 

can be given as an example here. In order to share more tea in Asia, the smaller sizes of 

drinking tea glasses can be expressed as a real-life example (Belk, 2010). 

Due to the inability to reach a full consensus within the scope of definitions related to 

the sharing economy, different definitions are put forward. For example, the sharing 

economy is expressed as an economic exchange between peer-to-peer sharing. The 

reason for this is the sharing; rather than being in a certain community, it is due to the 

fact that it is realized as two different parties, between the beneficiary of the shared 

product and service and the one who offers the product or service to the other party. At 

this point, people in the sharing economy ecosystem can be both those who benefit from 

the product or service and those who offer this product or service (Richardson, 2015). 

People who share, provide a product or service directly to the buyer on the other side. 

Thus, an economic benefit emerges for both the people who provide this product or 

service and the people who benefit from this product or service. Today, with the help of 

progress in technology, digitalization and internet usage have increased considerably, 

important investors and companies have emerged that invest in this field. This situation 

has led to an increase in awareness, enrichment and shaping of services, providing new 

added values to users, creating economic benefits, and realizing the distribution of 

different skill sets with the help of lean and simple platforms (Chen & Chang, 2018). 

eBay (1995) allows sharing of second-hand items, AirBNB (2008) allows sharing of 

unused houses or rooms, UBER (2008) allows commercial sharing of vehicles with a 

driver, Lyft (2014) allows people to share their personal vehicles that are idle during the 

day with those in need through the system. All of the above economy initiatives have 

created new opportunities and generated billions of dollars of new value in its field. 

Botsman (2015) makes four complementary definitions for sharing economy 

applications (Schneider, 2017): The first definition was made within the scope of 

collaborative economy. The collaborative economy is system of decentralized networks 
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and markets that show the value of unused assets by eliminating traditional 

intermediaries. Secondly, economic systems in which idle or underutilized assets or 

services are carried out directly between individuals for a payment or free of charge, are 

called sharing economy. Thirdly, the definition of collaborative consumption is  the 

realization of activities such as renting, lending, giving gifts, bartering or sharing in 

traditional markets with alternative methods together with the internet. Fourth and 

lastly, On-Demand Services, which emerged within the scope of platforms that meet the 

needs of end customers directly with suppliers in order to deliver goods and services 

instantly, also bases the concept of sharing economy. 

According to Sundararajan (2016), the sharing economy has created many different 

results: 

1. Emergence of new markets: The concept of the sharing economy creates a platform for 

the sharing of products and services and provides an opportunity for the sharing of 

existing products, new products and services. However, it also causes the formation of 

markets in order to make large-scale shopping. 

2. High-impact capital: The sharing economy creates new opportunities to use almost 

the full capacity of everything from products and skills to time and money. 

3. Community-based networks rather than centralized structures: The supply of capital 

and labor is provided by decentralized communities rather than by private or public 

companies. Future purchases may be made through decentralized market players rather 

than centralized third-party intermediaries. 

4. Decreasing the distinction between personal preference and professionalism: The 

sharing economy, which was previously used as a personal choice, is now 

unconventional, with activities such as sharing a car journey with another person, and 

commercialization of labor or service supply. 

5. The gap between full-time employment and short-term labor is narrowing: Contract 

jobs that require a limited time commitment or that involve entrepreneurship are 

replacing many traditional full-time jobs. 

It is stated that there are three different factors affecting each other in the background, 

as the concept of sharing economy increases awareness. The first of these is the concept 

of trust, which everyone should pay attention to, since everyone can access every 

information and make comments and evaluations on every subject in today's 

communication conditions. The second is the concept of technology that accelerates the 

whole process of information dissemination, reduces costs and directs behavior. The 

third one is the concepts of economic and cultural drivers that emerged with the different 

behaviors and approaches of the Y generation in line with the economic crises and the 

uncertainty of the economic outlook (Stemler, 2016). 
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Tussyadiah (2015) conducted a study to identify the factors that motivate users in the 

sharing economy. Within the scope of this study, the motivation elements related to the 

sharing economy related to the definition of collaborative consumption were examined. 

It is stated that the most important criteria motivating to prefer sharing economy 

solutions are sustainability, community awareness and economic benefit. The most 

important criteria that negatively affect the choice of using these platforms are defined 

under 3 headings. These are defined as trust (in terms of interpersonal and technological 

security), benefit (inability of users to assimilate how the platform works or have trouble 

using it), and economic benefit, that is, a cost advantage. 

According to 2018 data, the estimated market size of the sharing economy in Türkiye is 

38,3 billion €. A market size of this ratio shows that the sharing economy is accepted in 

Türkiye and is explained by the existence of a sharing economy finance sector that can 

provide added value within the country at this point. The size of the financial sector is 

also expressed as 11,2 billion €. (PWC Sharing Economy Report, 2018). 

2.2 Service Concept 

Service is generally referred to together with activities, processes and performance 

concepts. However, in the literature, the title of service appears with different 

definitions: A service is a behavior or action provided by one party to another, especially 

one that is intangible and does not result in the ownership of anything. Service 

production may or may not be linked to a physical product (Kotler et al., 1999). Service 

delivery is an intangible and intangible activity. Accordingly, the concept of service is 

intangible solutions that emerged within the scope of the needs of customers and 

consumers in the market (Kurtz, 2008). Services have some different features and 

marketing strategies according to products. The main difference of services is that they 

are intangible and are created by direct contact with customers (Kotler & Armstrong, 

2018). Services are intangible goods. For this reason, they can be exchanged directly 

between the producer and the consumer, they are immovable, cannot be stored, and are 

almost immediately perishable (Aydin, K., 2013). 

A service component can be a large or a small part of the full offering. It is possible to 

divide the mentioned presentations into five different classes (Kotler et al., 1999): 

1. Tangible goods: Products that are not expected to provide a service, such as sugar 

or salt. 

2. A tangible product that requires complementary service: Products that come in 

a package, such as a refrigerator, washing machine or computer, to include after-

sales service, warranty or individual customer service contract. 

3. Hybrid presentation: Situations where service and product are equally 

important, such as a meal in a fine restaurant. 
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4. Complementary products and services: A bus trip with supplementary products 

such as main services and refreshments can be given as an example in this 

context. 

5. Pure service: These are the works performed within the scope of abstract services 

such as psychotherapy and customer representation. 

Services have distinctive features that differ from each other according to products. 

These are the absence of physical presence, "intangibility"; the inseparability of 

production and consumption, “inseparability”; they are defined as “variability” and 

“perishability” (Mucuk, 2017). As mentioned in figure 1 distinctive features of the 

service is schemed by Kotler and Armstrong (2018). 

 

                                     Figure 1. Distinctive Features of the Service 

Kotler, P. T. ve Armstrong, G. O (2018). Principles of marketing (18th ed., Global Ed.). 

Harlow: Pearson. 

 

Services are distinguished from product marketing by these features and different 

strategies should be developed to carry out successful marketing activities in this 

direction. One of the most important dimensions for success in service marketing is 

quality, which will be examined in the next heading. 

2.3 Service Quality Concept 

Quality is a phenomenon that has a subjective evaluation, varies from person to person 

and cannot be embodied. When talking about the quality of a product, having some 

features and standards are the main evaluation parameters. On the other hand, while 

using expressions related to service quality, more abstract discourses emerge. Quality in 

Japanese literature; It is “zero error” (not making the same type of error to the second 

one). 

SERVICES

INTANGIBILITY

Services cannot be 
seen, tasted, felt, 
heard or smelled 
before purhcase

INSERABILITY

Services cannot be 
seperated from their 

providers

VARIABILITY

Quality of services 
depends on who 

provides then and 
when, where and how

PERISHABILITY

Services cannot be 
stored for later sale or 

use..
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Service quality is considered as the attitude or judgment towards the level of service. 

Attitudes towards service are formed as a result of perceptions. Quality is the capacity 

to meet and exceed consumers' expectations. Within the scope of service quality, the 

perception of the service is created in a certain order. The perceived superiority within 

the scope of the service is finalized by the consumption of the service at the user level. 

In the final, the customer's experience by measuring the performance, that is; How the 

service is received, what processes it goes through and what kind of evaluation it is 

during the service is verified in the perception of the customer. Finally, the results within 

the scope of the users' thoughts, perceptions and opinions about the service are revealed 

(Parasuraman, Zeithaml, & Berry, 1988). 

Quality, which has a significant impact on the performance of organizations, constantly 

takes the attention of professionals and contributors to this direction. Users turn to 

businesses that offer a high level of service quality and evaluate the service quality 

within the scope of the comparison between the expected quality and the perceived 

quality. Recently, businesses have understood the positive interaction between service 

quality, profitability and market share and the importance of service quality in this 

context. Accordingly, businesses have made this concept their top priority by 

highlighting service quality in order to differentiate their products and services 

according to potential substitute products and services. The importance of service 

quality for businesses and customers is critical in terms of its impact on possible market 

share and its contribution to the return on investment (Angelova & Zekiri, 2011). 

The concept of perceived service quality was first mentioned by Grönroos (1984). Based 

on the study here, Khan, Rahman, and Haque (2012) explain the perceived service 

quality within the framework of three factors with a hierarchical model: 

1. Functional Quality: The interaction between service providers and their 

customers. Functional quality reveals the evaluation of every stage of the 

experiences that customers experience in line with the services they receive. 

2. Technical Quality: This dimension refers to the final result that the customer will 

receive from the service. 

3. Company Image: This dimension is the image that customers perceive as a result 

of functional and technical quality. This stage is the final stage regarding the 

perceived quality understanding of the customers against the service provider. 

Perceived service quality can be expressed as the perceptions that emerge after 

comparing the situations and emotions that consumers expect before purchasing a 

product or service, and the situation and feelings regarding the service quality they 

encounter after purchasing a product or service. Expectations within the scope of service 

quality are the reflections of consumers' desires or requests for service (Esmer, 2011). 

Perceived service quality is the analysis of the positive aspects of a firm or business in 

general and its proximity to the level of excellence. Perceived service quality is a 
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phenomenon that is related to satisfaction and not equivalent to satisfaction. The 

compatibility between the demands and requests and the results of the service received 

reveals the level of perceived service quality. Service quality can also be expressed as 

meeting undisclosed needs or exceeding expectations (Hacıefendioğlu & Koç, 2009). 

As a result of their exploratory research, Parasuraman, Zeithaml and Berry (1985) 

obtained ten qualitative dimensions in evaluating service quality: Access, 

Communication, Competence, Courtesy, Credibility, Reliability, Responsiveness, 

Security, Tangibles, Understanding/ Knowing the Customer.  In their work in 1988, 

these components were turned into five dimensions : Reliability, Tangibles, 

Responsiveness, Assurance, Empathy as defined in Table 1. 

Table 1: SERVQUAL Dimensions: 

 

The SERVQUAL is used by many researchers in different sectors. However, this 

measurement method has been criticized by many researchers. Criticisms are made from 

both theoretical and operational perspectives.  

The reason why it has been criticized theoretically is that it is based on the 

"disconfirmation of expectations" paradigm used in literature. According to Cronin and 

Taylor (1994), from paradigmatic point of view SERVQUAL is flawed in that it 

incorrectly adopts this model of disconfirmation. Measurement of expectations, items 

expressed as positive and negative, and determination of basic standards for good 

quality are other issues that have been criticized from a theoretical perspective (Cronin 

& Taylor, 1994; Brown et. 1993; Teas, 1994; Smith, 1995). 

Criticisms directed at the SERVQUAL scale from a operational are mostly related to its 

dimensions. Some researchers (Carman, 1990; White and BCom, 2000; Choi et al., 2002; 

Chakravarty et al., 2003) state that the five dimensions of the service quality model do 

not remain the same in all service experiences. Cronin and Taylor (1994) state that there 

is not a certain number of dimensions related to service quality, they vary according to 

the situations or conditions in which services are provided, the boundaries of each 

Dimensions Definition 

Reliability Ability to perform promised service reliably and accurately 

Tangibles The appearance of physical facilities, equipments, personnels 

Responsiveness Desire to help customers and provide prompt service 

Assurance Ability to convey trust and confidence by staff’s knowledge and 

courtesy 

Empathy Providing attentive and individual attention to customers 
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dimension will vary for each sector, and a dimension that is meaningful for one sector 

may not be meaningful for another sector. 

It should be considered natural that it is not possible to respond to each sector with the 

same service quality dimensions, as different sectors have different dynamics. The main 

motivation of this study is to examine the service quality differentiation in the car 

sharing sector, which is a sub-sector in service quality, which is a relatively new sector. 

2.4 Corporate Image Concept 

The concept of corporate image was defined by Boulding as an organizational structure 

with "emotional" and "functional" meanings and emerged in the 1950s (Kennedy, 1977). 

The corporate image is shaped by the products and services that companies or 

businesses provide for consumers; It is the sum of the impressions and perceptions of 

customers, potential target audience, competing companies, supplier institutions and 

organizations. (Minister, 2005). According to another definition, corporate image; It can 

be expressed as the perception in the mind of the consumer regarding the company that 

provides the product and service. It reveals the general image and prestige of the entity. 

It is stated that the consumption experience of the consumer is the antecedent of the 

perception of the corporate image against the business. Company expertise regarding 

product and service delivery within the scope of marketing activities is directly related 

to its corporate image. (Rehman & Afsar, 2012). Corporate image is a cycle in which 

consumers and players in the ecosystem perceive the existence or image of the business 

and in this context, they reveal satisfaction with the brands of the business. At this point, 

businesses make efforts to take very careful steps to manage and improve their corporate 

image. In order to maintain the prestige of businesses in today's competitive conditions, 

corporate image should reflect the goals, ethical principles and organizational values of 

businesses. (Herstein et al., 2008). 

Corporate image management is defined as the actions taken by the business within the 

scope of the image created in the target audience. In other words, it is the thoughts that 

occur against the organization in the perception of the target audience after the actions 

taken by the business. However, corporate image management aims to create a positive 

perception not only above the external target audience of the enterprise, but also within 

the scope of the internal customers of the organization. The reason for this is that 

employees will reflect the corporate image that they accept positively to the target 

audience of the business in a similar situation (Çetin & Tekiner, 2015). Corporate image 

is not a phenomenon that can be managed by a single unit within the organization. What 

everyone does during and outside working hours, and even the way they use social 

media, has had an impact on corporate image. Communication possibilities at the point 

we have reached reveal that corporate image management should be evaluated in many 

dimensions and stages. 
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2.5 Hypothesis Development and Research Model 

2.5.1 Service Quality Studies 

The main methods used for measuring service quality can be classified as Benchmarking, 

Total Quality Index, Servqual, Servperf, Critical Incidents Method (CIT), Linjefly's 

Service Barometer, Group Interview Method, Statistical Methods. Each of these methods 

gives priority to different dimensions in the measurement of service quality (Aydin, 

2005) 

The SERVQUAL scale, which is most frequently used to measure service quality, is a 

scale to reveal the difference between expected service and perceived service. Developed 

by Parasuraman, Zeithamlı and Berry (1988), this scale is based on 5 basic dimensions 

and 22 variables to determine service quality. In terms of service performance, the 

SERVQUAL scale draws conclusions based on the amount of "gap" between 

expectations and perceptions (Aydin & Yildirim, 2012). The SERVQUAL scale has been 

used in many areas to measure perceived service quality. These areas appear as health 

(Reidenbach and Sandifer-Smallwood, 1990; Babakus and Mangold, 1992; Sohail, 2003), 

travel agencies (Ryan and Cliff, 1997), insurance services (Cuthbert, 1996; Tsoukatos & 

Rand, 2006). 

Parasuraman, Zeithaml and Berry (1988) SERVQUAL study has been included in the 

literature as one of the basic researches in order to measure the perceived service quality, 

and within the scope of this study, many different studies and sub-dimensions have been 

evaluated in order to measure the perceived service quality. These studies can be 

summarized as follows: 

• Within the scope of the E-SERVQUAL study conducted Yoo and Donthu (2001), 

4 service quality dimensions were evaluated and these dimensions are: Ease of 

Use, Aesthetic Design, Process Speed, and Reliability. 

• Within the scope of the SITEQUAL study conducted by Zeithaml, Parasuraman 

and Malhotra (2002), 6 service quality dimensions were evaluated and these 

dimensions are: Fulfillment, Reliability, System Availability, Confidentiality, 

Communication, Responsiveness. 

• Within the scope of the E-S-QUAL study conducted by Parasuraman, Zeithaml 

and Malhotra (2006), 4 service quality dimensions were evaluated and these 

dimensions are System Compliance, Competence, Confidentiality, and 

Fulfillment. 

• Within the scope of the E-TRANSQUAL study conducted by Bauer, Falk and 

Hammerschmidt (2006), 5 dimensions of service quality were evaluated and 

these dimensions are: Usability, Usefulness of Content, Sufficiency of 

Information, Accessibility, Interaction. 

• Within the scope of the SSTQUAL study conducted by Lin and Hsieh (2011), 7 

service quality dimensions were evaluated and these dimensions are: 
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Convenience, Customization, Design, Pleasure, Functionality, Assurance, and 

Security. 

• Within the scope of the E-SELFQUAL study conducted by Ding, Hu and Sheng 

(2011), 4 service quality dimensions were evaluated and these dimensions are: 

Perceived Control, Ease of Service, Service Realization (Reliability), and 

Customer Service. 

 

2.5.2 Relationship Between Service Quality and Corporate Image  

Babic-Hodovic, Arslanagic-Kalajdzic and Imsirpasic (2017) defined the perceived 

functional quality and technical quality dimensions on a model within the scope of their 

study with mobile service providers and examined the relationship between perceived 

functional and technical quality and perceived corporate image. As a result of this study, 

they analyzed that the perceived corporate image of the mobile service provider, which 

is the subject of the research, partially affects the perceived functional service quality, 

and that the physical characteristics and assurance dimensions are two important 

dimensions in this effect. However, within the scope of the proposed perceived technical 

service quality dimensions, it has been revealed within the scope of this study that the 

perceived corporate image of the mobile service provider is positively affected by the 

perceived technical service quality. In another hypothesis, it has been revealed that 

corporate image plays a mediating role in the effect of perceived functional and technical 

service quality on general quality evaluations. 

Wu (2013) examined the relationships between dimensions of service quality, service 

quality, perceived value, corporate image, customer satisfaction, and behavioral 

intentions. In addition, this study aimed to reveal whether perceived value plays a 

moderator role between service quality and customer satisfaction. In this context, they 

confirmed their hypothesis that higher service quality perception will positively affect 

corporate image in the results of the study. This result is also consistent with 

Gummesson and Grönroos (1988)'s study that corporate image is a fundamental 

parameter in the overall evaluation of service and organization. The hypotheses 

regarding the positive effects of perceived value and corporate image on customer 

satisfaction were also confirmed within the scope of this study as outlined in figure 2. 
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Research Model 

 

 

 

 

 

 

 

 

Figure 2: Service Quality Scale Model Proposal in Car Sharing 

 

Hypothesis: 

H1: There is a significant relationship between Empathy and Perceived Quality 

H2: There is a significant relationship between Responsiveness and Perceived Quality 

H3: There is a significant relationship between Reliability and Perceived Quality 

H4: There is a significant relationship between Tangibles and Perceived Quality 

H5: There is a significant relationship between Assurance and Perceived Quality 

H6: There is a significant relationship between Corporate Image and Perceived Quality 

 

3. Data and Methodology 

In order to properly achieve the outlined study objectives, the present study leverages 

on online survey method was used as data collection tool. The application of the 

questionnaire was carried out using one of the ready-made online questionnaire 

applications used in the market. An online survey was sent via SMS to randomly selected 

people from the customer database of the car sharing company operating in Türkiye. 

Respondents were able to access the online survey via SMS via a link. The feedbacks 

from the randomly selected target audience were collected and evaluated. The answers 

of 814 participants who adequately participated in the survey were used in the research. 

The data obtained from the respondents were analyzed using different multivariate 

analysis methods.  

EMPATHY 

RESPONSIVENESS 

PERCIEVED SERVICE 

QUALITY 

RELIABILITY 

TANGIBLES 

ASSURANCE 

CORPORATE IMAGE 

H1 

H2 

H3 

H4 

H5 

H6 
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In the first part of the questionnaire, which consists of four parts, there are questions that 

allow the demographic characteristics of the customers to be defined. These questions 

consist of expressions prepared in nominal and ordinal scales. In the second part of the 

questionnaire, there are statements about customer quality expectation measured on a 

5-point Likert scale. In the measurement of these variables, a 5-point Likert scale was 

used (1: Strongly Disagree – 5: Strongly Agree). 

In order to develop a service quality scale in the car sharing sector, the following 

preliminary studies were conducted: 

• A quality expression pool was created by gathering all the feedback (complaints, 

suggestions, demands, focus group studies…) from customers of a company 

operating in this sector in Türkiye. More than 5.000 customer feedbacks were 

used to create this quality expression pool, and a total of 124 quality expressions 

were created. 

• The quality statements were analyzed by industry experts and the expressions 

that could have the same meaning were singularized and reduced to 74 

expressions. 

• Grammar and meaning checks were made by experts to ensure that quality 

statements could be understood by everyone in the same way. 

• Service quality scales with high validity and reliability used in the literature were 

examined in detail and these 65 statements were rearranged. The number of 

quality statements was reduced to 90 by combining the statements that were 

thought to measure the same quality indicator as shown by previous studies.  

• With a pilot study, these quality statements were applied to a target audience of 

approximately 400 people to measure the perceived service quality on a 5-point 

Likert scale. The results of 280 people from the target group who participated in 

the study were evaluated. 

• With this survey study, it was determined that some variables did not have 

sufficient correlations with other variables and these variables were excluded 

from the analysis. 

• According to the results of the pilot study, 28 customer quality statements were 

gathered under 6 factors. These factors were determined as Responsiveness, 

Empathy, Reliability, Assurance, Physical Characteristics and Corporate Image.  

• With the feedback obtained from the pilot study, the survey was finalized and 

sent to more than 1,000 randomly selected real customers via email. These 

customers use the car sharing application to meet their personel mobility needs, 

not for corporate use. From the participation in the survey application, 814 

responses suitable for use were evaluated. 

• Results of 814 people were entered into Exploratory Factor Analysis. 

• Confirmatory Factor Analysis was applied. 
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• Structural Equation Modeling and the relationships between the factors were 

examined as rendered in figure 3. 

Before testing the hypotheses in the research model, descriptive statistical analyzes such 

as frequency distributions, arithmetic mean and standard deviation, factor analysis and 

reliability tests were conducted. 

9.6% of the survey participants are female and 90.4% are male. The fact that the gender 

variable is not evenly distributed indicates the fact that the vast majority of customers in 

the car sharing sector are men. 

43.5% of the respondents are younger than 25 years old, 47.7% are between 25-35 years 

old, 7.7% are between 35-45 years old, 1.2% are 45 years old and over. The average age 

of respondents is 27. This situation shows that the customer base that uses car sharing 

services in Türkiye as well as in the world is a very young age. 

It is seen that 23.6% of the respondents are High School and Before, 19.6% are University 

Students, 41.3% are University Graduates, 6.5% are Master's Graduates, and 0.3% are 

Doctoral Graduates. The majority of the participants have a university or higher 

education level. This situation can be interpreted as innovative business models such as 

the sharing economy are more preferred by those with higher education levels. At the 

same time, it can be concluded that this part of the society is more willing to use such 

innovative and paid services because it is more comfortable economically than other 

parts of the society. 

When the marital status of the respondents is examined, we can see that 75% of the 

respondents are single and 25% are married. This situation coincides with the conclusion 

that the average age of the people using this business model is very young. It has been 

determined that most of the private sector employees with university degrees prefer car 

sharing services in Türkiye. 78% of the respondents do not own any vehicle, 12% have 

their own vehicle, 2% have a rental vehicle that they can use, and 7% have a company 

vehicle for their own use. This information shows us that the people who use car sharing 

services do not have any vehicles for their personal use. 

When the purpose of using the shared car service is examined, 54% of the respondents 

use the shared car service for instant short-term transportation, 11.7% for entertainment 

purposes, 18.7% for transportation to work-school, 11.1% for long-term transportation. 

It is concluded that they use this service to meet their distance transportation needs. In 

general, it can be seen that the car sharing service is used for short-term transportation. 

3.1 Empirical Results and Discussion 

Exploratory and confirmatory factor analyzes were applied to test whether the data 

structurally overlapped with the theoretical framework. In addition, the scales were 

questioned with validity and reliability analyzes. Methodologically, in the first stage, 

exploratory factor analysis was applied with the varimax rotation method. Kaiser-
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Mayer-Olkin (KMO) sample adequacy test and Barlett Sphericity test were used to 

investigate the suitability of the data for factor analysis. The KMO value is found to be 

0.96, and it is concluded that the sample size is sufficient and appropriate for the data 

set. Since p<0.05 is found in the Barlet Sphericity test, it is concluded that there is a 

significant and sufficient correlation between the variables for factor analysis (Hair et al., 

2014). In line with these analyzes, the sample was suitable for factor analysis. 

 

According to Hair(2014), the factor load limit value is 0.45. The factor loads of all the 

variables included in the analysis are above 0.5. In order to ensure the internal 

consistency of the scales, Cronbach's Alpha values should be above 0.70 (Şencan, 2005; 

Hair et al., 2014). In the analysis, it is observed that all Cronbach's Alpha values are above 

0.70, and it is determined that the internal consistency of the factors is ensured. The 

cumulative variance explained is greater than 50%. (Cumulative variance explained 

74%) 

 

Table 2: Results of Exploratory Factor and Confirmatory Factor Analysis 

Factor Variable 
EFA 

Factor Load 
CFA SE 

Factor Load 
SE % Explained Variance 

Validity and 
Reliability 

Responsiveness 

CVP1 0.861 0.912 0.036 

12.388 
CA=0,948 

AVE=0,721 
CR=0,947 

CVP2 0.835 0.924 0.037 

CVP3 0.826 0.922 0.035 

CVP4 0.805 0.864 0.034 

CVP5 0.777 0.846 0.033 

CVP6 0.741 0.673 0.041 

CVP7 0.674 0.773 0.039 

Empathy 

EMP1 0.750 0.786 0.038 

2.178 
CA=0,915 

AVE=0,598 
CR=0,912 

EMP2 0.718 0.739 0.035 

EMP4 0.717 0.812 0.031 

EMP5 0.710 0.825 0.035 

EMP3 0.644 0.683 0.039 

EMP7 0.648 0.742 0.035 

EMP6 0.656 0.815 0.035 

Reliability 

ETK2 0.782 0.818 0.035 

1.542 
CA=0,948 

AVE=0,621 
CR=0,891 

ETK3 0.765 0.842 0.037 

ETK1 0.755 0.787 0.034 

ETK4 0.720 0.769 0.032 

ETK5 0.661 0.718 0.044 

Assurance 

GVNC3 0.808 0.697 0.036  
1.499 

 
 
 

CA=0,742 
AVE=0,504 
CR=0,752 

GVNC1 0.771 0.780 0.035 

GVNC2 0.494 0.646 0.032 

Tangibles FZKSL1 0.854 0.706 0.040 1.382 
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FZKSL2 0.818 0.838 0.034 CA=0,845 
AVE=0,788 
CR=0,878 FZKLS3 0.631 0.810 0.046 

Corporate Image 

IMAJ1 0.875 0.926 0.043 

1.083 
CA=0,858 

AVE=0,691 
CR=0,869 

IMAJ2 0.844 0.703 0.048 

IMAJ3 0.708 0.849 0.039 

 

• There is no need to remove any item from the model. (All factor loads are greater 

than 0.5.) 

• Convergent and discriminant validity is provided for all factors. (AVE>0.50 

CR>0.70) 

 

When Table 2 is examined, it is accepted that the SCR and AVE values are at an 

acceptable level, the validity and reliability of the factors are at a sufficient level. 

After the EFA, which aims to test the structure of the data obtained within the scope of 

the research, CFA was applied to determine the compatibility of the data with the 

research model. 

• All goodness of fit values obtained as a result of confirmatory factor analysis show 

that the model provides acceptable fit standards. 

• Good fit of the model is also shown as proof of the validity of the scale in the model. 

Table 3: Model Goodness of Fit Values 

Fit Indexes 

Measurement 

Value 

Goodness of Fit 

Criterion Explanation 

x2/sd 2.743 ≤2**; ≤5* Acceptable Fit 

GFI 0,025 ≥0.9**0; ≥0.80* Good Fit 

AGFI  0,908 ≥0.90**; ≥0.80* Good Fit 

CFI 0,965 ≥0.90** Good Fit 

NFI 0,946 ≥0.90** Good Fit 

RMSEA 0,046 ≤0,08** Good Fit 

**good fit, *acceptable fit 

 

Based on the results of the analysis, it is appropriate to accept all hypotheses: 

H1: There is a significant relationship between Empathy and Perceived Quality 

H2: There is a significant relationship between Responsiveness and Perceived Quality 

H3: There is a significant relationship between Reliability and Perceived Quality 

H4: There is a significant relationship between Tangibles and Perceived Quality 
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H5: There is a significant relationship between Assurance and Perceived Quality 

H6: There is a significant relationship between Corporate Image and Perceived Quality 

 

Figure 3. Structural Equation Modeling 
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4. Discussion 

The study results indicate that Corporate Image, as the 6th dimension in addition to 

Parasuruman's 5-dimensional scale, is also effective in measuring service quality in the 

sharing economy. This result is supported by previous studies: Corporate image from 

the perspective of consumer behavior covers the holistic view of the customers in terms 

of emotions, feelings, and experiences toward the experience.(Brunner, 2008). This 

conception of corporate image includes psychological factors that appeal to consumers' 

personality and create a sense of belonging to the brand.  (Burlison & Oe,2018).  In this 

manner, corporate image refers to customers' perceptions, including both their actual 

facts and the inferences they make  (Johnson & Zinkhan, 2015). 

In addition, it was concluded that Responsiveness, which is one of the service quality 

dimensions, is the most effective service quality dimension on Service Quality, and 

Empathy is the second important service quality dimension. Other dimensions in order 

of importance are: Reliability, Assurance, Physical Assets, Corporate Image. This result 

clearly shows that especially highly educated users of the car sharing sector demand that 

they be successful in finding an interlocutor and understanding their own needs and 

empathizing while using the service. 

With this study, considering that there is not enough research in the field of sharing 

economy, which is a relatively new sector, a research was carried out for the 

measurement of service quality. 

Within the scope of the research, a service quality scale specific to the car sharing sector 

was developed by using the results of the qualitative and quantitative researches carried 

out with the real customers of one of the largest car sharing companies in Türkiye by 

random sampling method. 

For this reason, we can say that car sharing companies should provide a high level of 

customer service based on customer experience. By creating customer experience maps, 

car sharing companies should plan the customer's experience in advance and meet 

customer expectations at a high level. 

Car sharing companies that make these preparations will be able to differentiate 

themselves from the competition and ensure sustainable success by keeping the 

customer perceived service quality at a high level. 

5. Conclusion and Policy Implications 

In conclusion, the formulation of a service quality scale tailored to the sharing economy 

represents a pivotal stride towards comprehending and enhancing the caliber of services 

rendered within this distinctive milieu. The sharing economy, with its unique challenges 

and distinct characteristics, necessitates a customized methodology for assessing service 
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quality. Through the process of delineating pertinent dimensions, formulating precise 

items, engaging in expert evaluations, conducting pilot testing, and ultimately 

validating the scale, scholars are able to construct a dependable and sound instrument 

for evaluating the caliber of services within the realm of the sharing economy. The 

utilization of this scale may be employed by service providers, platforms, and 

policymakers alike in order to discern and pinpoint areas necessitating refinement, 

thereby augmenting the comprehensive service experience. The ongoing pursuit of 

scholarly investigation in this particular domain is of utmost importance in order to 

continuously enhance and propel our comprehension of service quality within the realm 

of the sharing economy. 

 Furthermore, based on the outcomes of the present study, the following policy 

suggestions are rendered: 

In today's intensely competitive environment, customers are more impatient and have 

higher expectations than ever before. Considering this situation, which is also supported 

by research results, mobility companies operating in the field of sharing economy should 

be accessible and serviceable at all times. It is important to clarify customer expectations 

with the help of detailed customer experience mapping studies and turn them into 

ready-made scenarios that can be presented to the customer. In this way, not only 

customer expectations are met, but also it is possible to provide services beyond their 

expectations. Effectiveness which is ensuring that the service is provided as promised 

and on time is the third important dimension in customer quality perception after the 

other two dimensions mentioned above.  For this reason, companies operating in the car 

sharing sector must clearly draw the boundaries of the services, supply these services as 

promised, and communicate these activities correctly with the customer. Since car 

sharing industry applications are self-service online services, customers must define 

their credit cards in these systems before starting to use them. As the customer uses this 

service, payment is automatically collected from the customer's defined credit card. 

Since the customer gives the service company the right to make automatic collections, it 

is critical that the trust factor is not damaged. If this trust is damaged, the customer 

quickly removes his personal information as well as his credit card information from the 

system and leaves the system. It must be ensured that the condition and hardware 

features of the cars offered to customers in the system meet customer expectations. Rapid 

deterioration of the condition of vehicles, which is common in car sharing applications, 

is one of the important reasons for customer churn in this sector. Corporate Image is 

another important issue that car sharing companies should work on due to its positive 

effects on the customer's perception of quality. Car sharing companies that perfect their 

services by focusing on all these 6 factors will be able to differentiate themselves from 

intense competition and develop long-term relationships with their customers and be 

successful in this innovative area.  
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Among the limitations of this study, it can be counted that the research will only be 

carried out on the example of car sharing companies and there are limitations in 

generalizing the scale. Therefore, it is recommended to carry out similar studies in the 

future. 
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Appendix: Demographic Variables and Service Quality Expressions Used in the 

Study  

# Demographic Variables 

1 Gender 

2 Age 

3 Income Level 

4 Education level 

5 Marital status 

6 Job 

7 Car Ownership 

8 Purpose of Shared Car Usage 

  

# Service Quality Expressions 

1 Customer service is willing to resolve issues. 

2 Customer service responds to my requests quickly and accurately. 

3 Customer service communicates with me clearly and simply. 

4 Company staffs have the knowledge to answer my questions. 

5 The behavior of company staffs give trust. 

6 When there is a problem, the company is closely interested in solving the problem. 

7 To be able to reach to company staffs is fast and easy. 

8 The equipments of the cars are sufficient. 

9 The interior equipments of the vehicles are comfortable. 

10 Cars are sufficient as a brand-model. 

11 The firm understands my specific needs. 

12 The app provides me a personalized experience. 

13 The application offers the user different options that will make his life easier. 

14 The firm protects my interests. 

15 The application offers the possibility to update on the reservation. 

16 The application informs me about the functions and equipments of the vehicles. 

17 The application always meets my expectations. 

18 The application allows me to quickly rent a car. 

19 The application loads fast and works immediately. 

20 The application is always available for action. 

21 The application is easy to use. 

22 The application is fluent and works without any connection problems. 

23 The application does not charge me without my knowledge. 

24 The application gives me the information for what purpose my personal info will be used. 

25 The amounts charged from me are clear and related my usage. 

26 I have a good impression for the company. 

27 The company has a good image in the minds of its consumers. 

28 The company's image is better than its competitors. 
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