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The Anti-Consumption Effect 
on the Car-Sharing Utility
Lee Heejung, Kyonggi University, South Korea

ABSTRACT

This study examines the motivations that prompt customers to use commercial sharing services
(CSSs) and the relationship between anti-consumption and the perceived utility of CSSs in the
fashion-sharingbusiness.Therehavebeenmanystudiesoftheutilitiesthatarerelatedtotheuseof
CSSs,butlittleresearchhasyetdealtwiththeperceivedutilityofCSSs.Therefore,thisstudytries
tounderstandhowthetwotypesofanti-consumptioncandifferentiallyaffectconsumers’perceived
utilitytouseCSSs.Inparticular,asthetypesofCSShavediversifiedandmanyconsumershave
usedthem,itcanbeexpectedthattheinfluenceofanti-consumptionontheperceivedutilityofCSSs
canchange,dependingonthefieldwheretheCSSisapplied.Thisstudyfoundthat(1)twotypesof
anti-consumption(voluntaryandselective)differentiallyaffecttheperceivedutilitiestouseCSSs,
and (2) the two typesof anti-consumptiondifferentially affect theperceivedutility touseCSSs
dependingonthelevelofthebrand.
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INTRodUCTIoN

Recently,avarietyofbusinessesbasedonsharingplatformhaveemerged,andpeoplehavebecome
abletousesharingservicesforavarietyofitems,suchascars,bicycles,clothing,andaccessories
(Botsman & Rogers, 2010). Based on these sharing services, consumer preference is changing
fromthefocusofownershiptothefocusofexperienceandaccess(Bardhi&Eckhardt,2012;Belk,
2014).Thesharingeconomyisnolongeranunfamiliarconcept,butanewformofbusinesswiththe
developmentofinformationandcommunicationtechnology.Some44%oftheworld’spopulation
haveusedoneofthevariousformsofsharedservices,andtheformsofsharingservicearechanging
frompeer-to-peer(P2P)toincreasinglyprofessionalproviders(B2C)(PWC,2017).Traditionally,
thesharingofproducts,suchascars,clothing,andaccessories,whichhasbeenperformedonpeer-
to-peersharingplatforms,isnowtakingplaceonasharingplatformasabusiness.Whyistheuse
ofsharingservicesincreasingasabusiness?Beyondinter-individualtransactions,consumersare
exploitingandexpandingthesharingservicesofferedbycorporates.Whatcausestheseconsumer
behaviorchanges?Thesequestionsareimportanttobetterunderstandthesharingservices,andtohelp
establishaconsumer-orientedmarketingstrategy.Althoughtherearestudiesthatexploregrowthand
sustainabilityintermsofcompaniesprovidingsharingservices(Martinetal.,2015),thereisalackof
understandingofthevariousunderlyingmechanismsthataffecttheuseofsharingservices,andthe
typeandimpactofthebenefitsfromsharingservice(Yangetal.,2017).Despitegrowingpractical
importance, there is a lackofquantitative studiesonmotivational factors that affect consumers’
intentionsandword-of-mouthtowardssharingservices(Hamarietal.,2016).
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Thegoalofthisstudyistoinvestigatethebenefitofsharingservicesinordertoexplorethese
questionsbyexplainingwhyconsumers consistentlyuse sharing services (Hennig-Thurauet al.,
2002;Yangetal.,2017),toexaminethecauseandeffectofthesebenefitsofsharingservices,andto
examinewhethertherearedifferencesinthetypesofsharingservice.Manystudieshaveexploredthe
benefitsofsharingservicesatalevelderivedfromtherelationshipbetweenconsumersandpersonal
serviceproviders(P2P)(Belk,2007;Yangetal.,2017).Howeverinthisstudy,wewillexaminethe
variousbenefitsthatmayariseatthelevelofrelationshipbetweenconsumersandsharingplatform.

Thepurposesofthisstudyarethreefold:first,thisstudywillpresentaclassificationofbenefits
thatcanleadtothecontinuoususeofconsumersandword-of-mouth(WOM)insharingservices;
second,thisstudywilldeterminethedifferentiatedeffectsofanti-consumptionontheperception
ofbenefitsofsharingservices;andfinally,thisstudywillinvestigatetherelativestrengthsofthe
benefits,whichcanaffectconsumeruseofthesharingserviceandWOM,accordingtotheluxury
brandlevel.Toachievethisgoal,wewillconductasurveyofconsumerswhoareawareofeachof
thedifferentsharingservicestoidentifythetypesofperceivedbenefits,andtoexaminetheimpact
ofanti-consumptiononperceivedbenefitsaccordingtothesharingservicessectorinSouthKorea.

Thisstudycancontributetothefollowinginthefieldofsharingservices.First,thisstudywill
provideinsightsintovariousbenefitsbetweenconsumersandsharingservicecorporates.Second,
thisstudycanhelptoestablishaneffectivesharingservicemarketingstrategybyidentifyinganti-
consumption as amotivation for using sharing services, andverifying thedifferential effects of
theseonthebenefitsofvarioussharingservices.Finally,thisstudyrevealsthatthevariousbenefits
of the sharing servicecanhavea relativelydifferent effecton theuseof the sharing serviceby
theluxurybrandlevelofthesharingservice,andcaninformthenecessityofdifferentconsumer-
orientedmarketingbysharingofluxurybrandlevel.Althoughtherehasbeengrowinginterestin
sharingservices,previousresearcheshavefocusedonthemotivationtousesharingservicesatthe
userlevel(Ozanne&Ballantine,2010;Hennig-Thurauetal.,2007),orthetechnologyofsharing
serviceplatformatthesupplierlevel(Matzneretal.,2015).Thebenefitsthathavedifferentimpacts
insharingserviceareacoveredinthisstudywillhelptobetterdesignandoperatesharingservices.

THEoRETICAL BACKGRoUNd ANd HyPoTHESES

Anti-Consumption Lifestyle: Voluntary Simplicity 
and Selective Consumption Reduction
Lifestylereferstowhatpeopledo,whytheydoso,andwhattheiractsmeantothemselvesandothers
(Blackwelletal.,2001).Lifestyleinfluencesenvironmentalattitudes(Aydin&Unal,2016).Anti-
consumptionlifestylereferstoactivitiesthatreduceoravoidpurchasing,andarecausedbyvarious
factors,suchasenvironmentalsustainability,economicreasons,andpsychologicalreasons(Leeet
al.,2009;Ozanne&Ballantine,2010).Lamberton&Rose(2012)statethatthereisnorelationship
between the use of car sharing service and anti-consumption, and Hennig-Thurau et al. (2007)
maintainthatinthecaseofillegalfilesharing,anti-consumptiondoesnotwork.However,thoseare
theresultsofapproachinganti-consumptioninthestricttraditionalsenseofreducingoravoiding
consumption.Recently,varioustypesofanti-consumptioncanhelptounderstandthepsychologyof
customerswhousesharingservice.

Voluntary Simplicity
NepomucenoandLaroche(2015)distinguishedanti-consumptionasfrugality,voluntarysimplicity,
andtightwadismwithregardtothemotivationsbehindanti-consumption.Amongthem,voluntary
simplicityreferstotheanti-consumptionadoptedbypeoplewhowanttoliveasimplelife(Craig-
Lees&Hill,2002;Etzioni,1999;Shama,1981).Itisconsideredasawayoflifethatrejectsthe
high-consumption,materialisticlifestyle,andaffirmswhatisoftencalled‘thesimplicitylife’(Aydin
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