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[Abstract]

This paper shows the result of a survey about the users using Didi Chuxing in China to analyze the effect
of the service quality and technology acceptance model (TAM) on customer satisfaction. There are 314 valid
responsiveness out of the 414 for 9 days, which had been analyzed with SPSS and AMOS. In the analysis
result, the academic implications are as follows. First, it was analyzed that the quality of service had a positive(+)
effect on the technology acceptance model. Second, it was analyzed that the technology acceptance model
had a positive effect on the attitude and customer satisfaction. Third, in the analysis result of the moderate
effect, attitude and customer satisfaction vary partially according to whether types of reliability. The practical
implications are as follows: First, it is necessary to provide service quality factors to customers. Second, It
is necessary to suggest ways that customers can gain reliability. These findings also have limitations and
research directions. First, the variety of samples is needed. Second, an analysis is required according to the

type of vehicle use. Therefore, future research and analysis will need to be subdivided.
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I. Introduction

52 AP AR e siash] 9% ez 3
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ARRES ojnsict. &, oln] Al 93 A9 % oj]
o} A%, A, 5 2] Al Az clolsizaa wel
2 fag ojnlsict auZHe] slE 38 2 9la
AR A|T)E RS 4 Q= OjorA ZAAHFAlolci1].
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2025771K] 20% ©o]AFS AR|S Zlo 2 AutE] . QIrH3).
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II. Preliminaries

2.1 ‘DiDiChuxing(i&i&H1T)" Service Quality

OO /I (@172 20129 122 1007 o)<l BiA|
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2.2 Technology Acceptance Model
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2.3 Reliability
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ITI. Research Model

3.1 Relationship between Service Quality and
Technical Acceptance Models
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3.2 Relationship between Technical Acceptance
Models and Attitude
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3.3 Relationship between Customer
Satisfaction
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3.4 Moderate Effect
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Customer

Service Quality TAM Mode! Satisfaction
Tangible Perceived Customer
7 usability Satisfaction

f \

\
Response AN

/ ¢
/ 3 Perceived \\
Utilty \\ .‘ Intended
\
A
AN |

| Reliabitity(High, Low) l

Fig. 1. Research Model

IV. Research Method

4.1 Research Method
& A= qyRAe o8t ME|ARA, VlesER
B(TAM)o] 17HREER0f| D]R]= FFS & 1E7l Hall 5=
go#A o84S tiAtoz 20199 74 10089 Pilot
testS AABIGAL, 201949 12Y 2U%E 129 11Y7HA]
3 2akol MBEAF FAPFH UFACIoLQ A BT
#)2 5ol 27} 422 NasioIt
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oAl A= 1198 & Fast 35 31482 ez #AIsH
At AE2ARE Soll AT dlolHe SPSS 24.01f
8.0 olgslol BAslgirt. SYRe] SAEH
7S

5499 2U5 4gel 518 W] 9 UL
/\
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4.2 Variables Configuration

B 70l 8 e iRyel Mg 154
82, TAUE U Ao golTe PEs 7} WaSo
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Table 1. Variable Configuration

Type Definition
Cleanliness in the vehicle,
Tangibles Appearance of Driver, Provide
Information et al.
Arrive at the right place and
Service Assurance right time, Appropriate Cost,
Quality Give the exact cause
Responsiven | A kind and considerate driver,
ess rapid processing
Empathy- Simple and convenient use
Convenience | procedure, Special benefit
It is to the extent that users
Perceived believe that using the system
Usability will be readily available
ithout ial effort.
TAM WI. out special effor
. It is to the extent that users
Model Perceived . .
. believe that using a system
Utility . -
can improve their life
Attitude Attltudes. of user toward
Information Technology
s C.S. Overall Customer Satisfaction
o R.L Overall Reuse Intention
i Reliabilit fet it
Reliability eliability, Safe v, Security .
Low value and High value based on Median

V. Research Result

5.1 Characteristics of a respondent

2 Apdd 33 Coxy ol8Als ARG Ank
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(31.9%) 0= LERITE
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Table 2. Characteristics Statistics

Type Freq.(N) Ratio(%)
Genders Male 67 53.2
Female 147 46.8
Under 20's 2 0.6
20's 213 67.8
Ages 30's 86 27.4
40's 10 3.2
over 50's 3 1.0
Under high
. schoolg 13 41
Education university 173 55.1
Background
Graduated 128 408
University
The North 16 5.1
The Northeast 36 11.5
The Southeast 179 57.0
Regions The Central 23 7.3
The South 48 15.3
The Southwest 6 1.9
The Southnorth 6 1.9
Students 6 1.9
officers 224 71.3
Occupations housewives 17 5.4
private business 30 9.6
the others 37 11.8
under 6 month 20 6.4
Using 6~12 month 80 255
period 1~2year 116 36.9
over 2 years 98 31.2
commuting 14 45
shopping 90 28.7
Going out for 63 201
The meals
purpose Getting to train
of use stations or 129 M1
airports for ’
business
the others 18 5.7
The 0~5 times 248 78.3
number 6~10 times 62 19.7
of use over 11 times 6 1.9
The 0~50yuan 13 4.1
amount 50~100yuan 33 10.5
consumption 100~200yuan 187 59.6
over 200yuan 81 25.8
sunfeng che 100 31.9
Tg‘ﬁjitcyﬁfisngf kuai che 109 347
zhuan che 105 334
Sum 314 100.0

5.2 Confirmative Factor Analysis
of @Tmyel EIW WSS TURYY
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k. WPIFEoRE a9l M 0301y, 2919 A
22 05 ol BZAsITH30. AlRY AT, 7

AEZSFELS Al]g(Cronbach a)7t 0.70]4to=2 YA

dedo] qlon], ARy PRS2 BT A=)l
=0 & 2 Qg BPRYS AR Ak Table 3
W Zony, Mgz HrE= GFI(=0.9), x23k x20] thgt
pH(<0.05), RMR(=<0.05), NFI(=0.9) 5% o]&3}%]
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FEof] St & 4 Qg 74 ’i’ﬁ%‘iq QAR
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5.3 Structural Equation Model
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Table 3. Result of Measurement Model Test

Factor No. Standard C.R
Cameiroet Initial Final Estimate =E (t value) i Cremizach @
. 0.880 - - -
Tangibility > 2 0.828 0.051 19.210 0.000 0.837
0.752 - - -
Assurance 5 3 0.751 0.084 13.308 0.000 0.795
. 0.879 0.077 15.688 0.000
Service
Quality . 0.863 N B N
Responsi 8 4 0.821 0.060 18.109 0.000 0.881
veness 0.781 0.059 16.726 0.000 :
0.847 0.053 19.087 0.000
0.800 - - -
Empathy > 2 0.867 0.070 15.155 0.000 0.791
PerceivedUsability 3 2 0.621 N _ iy 0.799
0.854 0.066 17.759 0.000
. N 0.786 - - -
Perceived Utility 3 2 0.889 0.071 18.266 0.000 0.802
0.791 - - -
Attitude 4 3 0.846 0.070 17.141 0.000 0.855
0.859 0.066 17,510 0.000
Customer 0.792 N - N
Satictontint 5 3 0.801 0.063 16.011 0.000 0.837
0.843 0.061 17,152 0.000
0.827 - - -
Reuse Intended > 2 0.907 0.070 19.409 0.000 0818

X2=437.256, p=0.000, RMR=0.045, GFI=0.894, AGFI=0.849, NFI=0.931, CFI=0.960, RMSEA=0.063

Table 4. Hypothesis test Results

. Assess
tthp". paths , ztaE’“iiar;d't S.E CR P ment
esis ed Estimate (p=.05)
H1.1 Tangibility = Perceived 0.434 0.115 3.453 0.000 Accept
Usability
H1.2 Assurance > Perceived 0.168 0.109 1.677 0.093 Reject
Usability
H1.3 Responsiveness — Perceived 0.244 0.066 3.483 0.000 Accept
Usability
H1.4 Empathy — Perceived 0.165 0.066 2.267 0.020 Accept
Usability
H2.1 Tangibility — Perceived Utility 0.617 0.131 4.349 0.000 Accept
H2.2 Assurance — Perceived Utility 0.280 0.095 3.217 0.001 Accept
H2.3 Responsiveness — Perceived Utility 0.262 0.062 4.052 0.000 Accept
H2.4 Empathy — Perceived Utility 0.176 0.058 2.793 0.005 Accept
H3 Perceived Usability = -0.292 0.148 -1.982 0.048 Accept
Perceived Utility
Perceived Usability —
H4.1 Attitude 0.325 0.077 4126 0.000 Accept
H4.2 Perceived Utility — Attitude 0.700 0.084 8.063 0.000 Accept
H5.1 Attitude — C.S. 0.982 0.077 14.650 0.000 Accept
H5.2 Attitude — R.L 2.586 1.220 2.178 0.029 Accept
H6 CS. — RIL -1.696 1.063 -1.424 0.154 Reject

X2 =484.691, p=0.000, RMR=0.048

, GFI=0.882, AGFI=0.845, NFI=0.924, CFI=0.955, RMSEA=0.065
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Table 5. Results of moderate effect

paths(H7) Label CR vi’ﬁfés A;s;sts
ety e |t | sy 2017 3274 | R
2 e Lo 0925 501 g acen
Cusrner Sosctin iy | pars | 0789 %71 | Rec
ngseAtlt:tZiZe: b?gv:] 22:23 éjﬁlgi -0.236 | Accept

A7, RZQRlY) Bl AR(WFE, =52 Awo
w2} Bje} 17gkso) Afol7} gick! Ao oJsiR x|
75l gelge Aelo] o) tet el Aot otk 3
S -3.2947 389 c.r(critical ratio)?} + 1.96X T} 3
7] tigo] EAK R folstct. wleba] 5 AL 7t WAt
e ol itk S 4 Qlck. A2kl gole Azl
Aol mef Eieof] Apol7h It 3 -1.2962 °3E9]
c.r(critical ratio)7} + 1.965cH Z7] T 20 EAR oz
golatA] gron), £ gge qdasediol et B
L Alzo] Aeo] ot 1RkEe] Aot oot gre
-7.8912 38=9] c.r(critical ratio)?} + 1.96EC}F 37]
theo] SAK02 Golstck. 5 Ay 2t wAtek Aol g
o}, =t Alglo] sl met Aol el w o] Afo]7} glrk
8 -0.23602 3PA9] c.r(critical ratio)’ + 1.96ECF
A7) go] EAROR golsha] oo} £ ALRe g9l
Rl ol Qlek & 4 9lct.

VI. Conclusions

6.1 Conclusions and Implications

2 A= guFE ol8et AuAagAlil 7lea 82
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6.2 Research Limits and Future Studies
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