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Abstract

The motivation of the current study originated from the fact that the population of Uber users has been increasing in
Taiwan. Thus, the study was conducted to explore the voices of 247 people (M=105; F=142) who had experience of using
Uber transportation services in Taiwan. The research question was: What attitudes did Taiwanese people with the experience
of taking Uber rides hold toward Uber from the perspectives of all the participants, age, career, education, monthly income,
and vehicle ownership? Data were collected via an online questionnaire and analyzed through Excel. The results of the study
indicated that (a) Uber users tended to have strongly positive attitudes towards Uber, (b) More female than male participants
used Uber, but their attitudes towards Uber were the same or similar, (c) In terms of career, businesspersons’ and homemakers’
satisfaction ratings of Uber were less than the other career groups’, (d) The group aged between 51 and 60 and that aged over
60 had less Uber satisfaction than the other age groups, (€) Participants with higher education status tended to have stronger
positive attitudes towards Uber than those with lower education status, (f) Up to 90%, with the average percentage of all the
itemns, of the group who earned less than NT$20,001 per month tended to be satisfied with Uber, and (g) The participants who

owned their own vehicles and those who did not own their own vehicles had the same or similar Uber satisfaction.
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I. Introduction
The widespread availability of the smartphones and

mobile networks has made Uber more popular among local
people and tourists as a cost-effective and safe form of
personal transportation (Henama & Sifolo, 2017). People
sometimes have negative opinions of the service quality of
conventional taxicabs (Wallsten, 2015). Uber improves
customer service by offering enhancements such as a user-
friendly smartphone App (application) (Henama & Sifolo,
2017). This has seriously influenced the taxicab market
(Puche, 2016). Since 2009, Uber has spread into many cities
around the world (Chang, 2017; Puche, 2016), including the
cities and counties of Taiwan (#/Lin, 2017). In 2017, about
63.6% of foreigners in Taiwan used Uber, and 42.8% of
Taiwanese people also used Uber services (£/Lin, 2017).

Personal transportation should be convenient so that
people can travel safely and comfortably anywhere they
want to go. Therefore, people’s lives are bound up with the
personal transportation network. For many centuries, taxis
have played an important role in transportation “in various
forms and with various names” (Suhami, Talib, Bachok, &
Saleh, 2018, p. 2). Taxis developed from the stagecoaches
which people could hire in Paris and London in the mid-
1600s (Suhami, Talib, Bachok, & Saleh, 2018). Since Uber
was founded in 2009 (Hartmans & Leskin, 2019; #&/Su.
2018), Uber has become increasingly popular in the
transportation market all around the world. Currently,
customers can use the Uber smartphone App to call an Uber
driver to drive them to their destination (Suhami, Talib,
Bachok, & Saleh, 2018).

In Taiwan, Uber has grown rapidly, partly due to many
complaints customers have about regular taxi drivers and
their taxis. These complaints mainly include the drivers’
impoliteness, talking on their smartphone while driving,
taking a detour, smoking while driving, unavailability of
cashless payment system, the low quality of taxis (Wallsten,
2015), odd smells in the taxis (Frizell, 2014), and the taxis’
uncleanliness (Wang, 2015). Uber offers a sharing platform
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in which cars may provide various additional services such
as mobile phone call services, electronic information supply
services, and third-party payment services (#x/Su, 2018).
On the other hand, the satisfaction of Uber users has much
to do with Uber service quality and value for money (Chen,
2008). A high level of Uber user satisfaction correlates with
increased loyalty and behavioral intentions (Olsen, 2007),
such as continuing to take Uber in the future (Saengsuwan,
2016).

To use the Uber service, a customer must download
and run the Uber App which allows him/her to contact an
Uber driver. Then s/he swipes his/her credit card, and waits
until the Uber driver arrives. The Uber App can display the
whole journey and the customer can send it to his/her family
and/or friend(s). After arriving at the desired destination, the
Uber App will automatically send the customer the route
taken, consumption details, and a one-satisfaction-related-
item questionnaire together with a space for free comments.
Afterwards, the customer can rate the given questionnaire
and make free comments online; the Uber driver can use
another online questionnaire to express his/her attitude about
the customer (#4/Lin, 2017).

The research motivation lay in the fact that more and
more Taiwanese people took Uber rides and there has been
a paucity of exploring the voices about Uber users around
Taiwan based on their various demographics: gender, age,
career, education, monthly income, and vehicle ownership.
As such, the purpose of the current study is to investigate the
voices of Taiwanese Uber users and rate their experience of
taking Uber rides.

1. Literature Review

Various forms of public transportation are available in
Taiwan such as Uber, regular taxis, buses and MRT (Mass
Rapid Transit). Uber has become a popular alternative form
of transportation because it can provide fast and reliable
transportation services for users (Saengsuwan, 2016). The

factors that attract people to take Uber include easy access,
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high-quality service, fare transparency, appealing rates
(Wade, 2016), punctuality (Ng, 2016), and a user-friendly
mobile phone App (Henama & Sifolo, 2017).

Saengsuwan (2016) employed a five-point Likert scale
in an online questionnaire to explore the experience of Thai
Uber users. Three hundred Thai Uber users in Bangkok
were invited to rate a questionnaire; the number of valid
questionnaires was 296 (M: 97; F: 199). The results of the
research indicated that (a) Service quality positively
impacted on perceived value, satisfaction and behavioral
intention, (b) Perceived value positively impacted on
satisfaction and behavioral intention, and (c) Satisfaction
positively impacted on behavioral intention.

The study conducted by #£/Lin (2017) focused on
Taiwanese and non-Taiwanese Uber users’ attitude towards
Uber. Three sources of data collection were employed:
participant observation, face-to-face interviews, and an
online survey. Nine Uber drivers were interviewed
concerning their experience of driving an Uber cab. In
addition, 404 people rated the five-point Likert scaled online
questionnaire. The number of valid questionnaires was 395.
The important results of the study indicated that (a) The
satisfaction of Taiwanese and non-Taiwanese Uber users
was high and similar, (b) The majority of Uber-using
participants were under the age of 45, (c) About 68% of
Uber-using participants agreed that Uber had had an impact
on their daily lives, (d) Uber coupons, which must be used
within a given time, could influence participants to use Uber,

and (e) The participants tended to agree that Uber was a safe
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choice.

Suhami, Talib, Bachok, and Saleh (2018) employed a
five-point Likert scaled questionnaire to measure 400
Malaysian Uber users’ (M: 244; F: 156) satisfaction with
Uber services. Participants were required to have used Uber
once or more in Kuala Lumpur and Selangor. The results of
the study demonstrated positive effects in four factors —
safety, price, convenience, and information and
communications technology (ICT).

According to the above literature review, many factors
affecting Uber users’ cognition, emotion, and action include
service quality, satisfaction, behavioral intention, age,
coupons, and safety, among others. Besides these factors,
some other variables were included in the current study.
Thus, the research question produced to motivate the study
is: What attitudes did Taiwanese people with the experience
of taking Uber rides hold toward Uber from the perspectives
of all the participants, age, career, education, monthly

income, and vehicle ownership?

111. Methodology
1. Participants

The online questionnaire was rated by 297 people
between November 27 and December 11, 2019. Among the
297 questionnaires, 247 (M: 105, 43%; F: 142, 57%) were
deemed valid and 50 invalid. Demographics for the 247
participants in terms of age, career, education, monthly

income, and vehicle ownership are shown in Table 1.
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Table 1 Demographics of Participants

Variables Item Number of Participants Percentage
247 (rounded)
Gender Male 105 43%
Female 142 57%
Age Under 21 114 46 %
21-30 97 39%
31-40 16 7%
41-50 12 5%
51-60 6 2%
Over 61 2 1%
Career Service industry 21 9%
Business 9 4%
Manufacturing 10 4%
Technology industry 7 3%
Government official 17 7%
Homemaker 6 2%
Student 168 68 %
Retirement 0 0%
Other 9 4%
Education Elementary school 6 2%
Junior high school 3 1%
Senior high school 22 9%
Bachelor degree 189 7%
Master’s degree 21 9%
Doctoral Degree 3 1%
Other 3 1%
Monthly income Under NT$20,001 169 68 %
NT$20,001~30,000 16 7%
NT$30,001~40,000 20 8%
NT$40,001~50,000 12 5%
NT$50,001~60,000 10 4%
NT$60,001~70,000 9 4%
NT$70,001~80,000 2 1%
NT$80,001~90,000 3 1%
NT$90,001~100,000 1 0%
Over NT$100,001 5 2%
\ehicle ownership Yes 191 7%
No 56 23%
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2. Questionnaire

The items for the questionnaire were gathered from
three sources: (a) some questionnaire items used in #4/Lin’s
study (2017), (b) several questionnaire items elicited from
pre-questionnaire Line interviews with seven Taiwanese
people who had experience of taking Uber, and (c) the
results of researchers’ brainstorming the topic in small group
meetings. To increase the reliability of the Chinese paper
questionnaire, its final Chinese version was revised by a
Chinese professor who had been teaching Chinese in a
national university of sciences and technology since 2010.
Afterwards, the paper questionnaire was converted to an
online questionnaire, which included three parts: (a)
participants” demographics, (b) the 27 questionnaire items
(see Appendix), and (c) a space for free comments. Of the
27 questionnaire items, item 27 was an invalid item, “If you
answer this question, this questionnaire will be considered
invalid.” Item 27 was designed to avoid the absent-minded
participants from carelessly rating all items without reading
them.

The online questionnaire was rated by 297 people
between November 27 and December 11, 2019. Among the
297 questionnaires, 247 (M: 105, 43%; F: 142, 57%) were
deemed valid and 50 invalid. The return rate was 83%
(247/297), which supported the reliability of the
questionnaire collection process. Furthermore, the value of

Cronbach’s Alpha for all the questionnaire items was 0.956,
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which indicated a high reliability for the questionnaire.

IV. Results and Discussion

In this section, the questionnaire data will be discussed
and analyzed via Excel from the perspective of all the
participants and then their demographic characteristics:
gender, age, career, education, monthly income, and vehicle
ownership  respectively. The percentages via the
accumulation of Excel in Figures 1 to 7 have been rounded.
1. Allthe Participants

Fifty-three percent of the participants indicated that
they would not buy a car because they could take Uber (item
26). Except for item 26, more than 80% of all the
participants tended to agree with the statements in the other
items, and more than 90% tended to agree with 17 of the
items (see Figure 1). As such, Uber was viewed as popular
and successful by most of the participants. In general, the
impact of service quality on the participants’ satisfaction was
positive, and this result echoed Saengsuwan’s study (2016).
On the other hand, the participants also tended to be satisfied
with the charges for a ride with Uber (item1, 84%) and
convenience of Uber (item 9, 93%), and these two results
corresponded to those in the study by Suhami, Talib, Bachok,
and Saleh (2018). Also, the participants tended to be
satisfied with the safety of Uber (item 8, 88%), and this
result echoed in the study by #4/Lin (2017) and also that by

Suhami, Talib, Bachok, and Saleh (2018).
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Figure 1 All the participants ( n=247 )

5%

2. Gender
From the perspective of gender, there were more

female participants (n=142, 57%) in the sample than males
(n=105, 43%). Figure 2 shows that 61% of female
participants preferred to take Uber rather than buy a car,
whereas only 43% of male participants preferred using Uber
to buying their own car (item 26). Except for item 26, male

and female participants expressed the same or similar
attitudes towards the other items and percentages varied
only slightly from 0% to 8%. In particular, both male and
female participants held similar attitudes about the quality of
the Uber driver (item 13, 90%) and the price transparency of

Uber's consumption (item 3, 92%).
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13, | am satisfied with the quality of the Uber driver. I R

3. | am satisfied with the price transparency of Uber's consumption m

21. Imsatisfied with the way that Uber deals with the canceling orders.. _/o
10. | am satisfied with the watting time for Ube. _/o

14. | am satisfied with the groom of the Uber driver. - |G

15, | am satisfied with atttude of the Uber driver. _/n

12. | am satisfied with the choice of car types available from Uber. _/o

17. I'msatisfiedvith the mechanism that passengersuseto rate the.. _/o

4. | am satisfied with the mechanism of Uber credit card data protection. m
19, I'm satisfied with the Uber discount period. _%

25, | will recommend Uber to my family o friends. _%

24. | will continue to choose Uber in the future. _%

6. | am satisfied with the special offers and coupons for Uber rides. _%

23.| am satisfied with Uber's app. _%

18. I'm satisfied with the Uber driver's route planning (did not take a detour). _%
2. | am satisfied that | can contact the Uber driver by cellphone or app. _%
1. I am satisfied with the charges for a ride with Uber. _%

5. | am satisfied that Uber pricing is based on the market mechanism. _%
16. I'm satisfied with the mechanism that Uber's drivers use to rate. _%

u Male (n

=105) w=Female (n=142)

2. am satisfied with Uber's online swipe payment “%

20.I'm satisfied with Uber's GPS. “%

9. I'msatisfied with Uber's convenience. “ﬁ

8. | am satisfied with the safety of Uber rides. m

7. | am satisfied with the comfort of Uber rides. —

11, | am satisfied with getting  ride from Uber app. _%

26. | am not buying a car for the time being because | can take Uber. M 1%

s Percentage difference

Figure 2 Gender ( n=247)

3. Career

From the perspective of career, most participants were
students (n=168) and none were retirees (n=0) (see Figure
3). Participants from the retirement group (n=0) and other
(n=9) were under-represented, so these two career groups
will not be discussed in this section. The average
percentages of the items are from the other seven career
groups, and varied from 60% to 94%. The two groups of

businesspersons and homemakers were less satisfied with
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Uber than the other career groups. More specifically,
government officials (94%) were the most satisfied with
Uber, followed by students (90%), service industry staff
(87%), manufacturing personnel (86%),
industry staff (85%), homemaker (72%), and then

technology

businessperson (60%). However, the small sample sizes of
three groups (business (n=9), technology industry (n=7),

and homemaker (n=6)) could skew the result.
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u Service industry (n=21) wBusiness (n=0)  Manufacturing (n=10) m Technology industry (n=7) # Govemment official (n=17)

uHomemaker (n=6) » Student (n=168) mRetirement (n=0) » Other (n=9)

Figure 3 Career (n=247)

4. Age

The average satisfaction percentages of all the items
rated by the age groups, varied between 63% and 91%.
Figure 4 showed that the two age groups aged between 51
and 60 or 61 and older had less satisfaction ratings of Uber
than the other four age groups. To be more specific, 91% of
the participants in the two groups aged from 21 to 30 and 41
to 50 tended to have the same attitude toward taking Uber,
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and so did 88% of those in the other two groups, (i.e. those
aged under 21 and between 31 and 40). Only 75% of the
group aged between 51 and 60 were satisfied with Uber, and
so did only 63% of the group aged between 61 and older.
However, the small sample sizes of the two groups aged
between 51 and 60 (n=6) or 61 and older (n=2) could skew

the result.
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2. am not buying a car for the fime being because | can take Uber,

25. | will recommend Uber fo my famly or Fiends.

24, will continue to choose Uber in the fulure.

23, | am satsfiedwith Uber's app

2. | am safisfied that | can contactthe Uber driver by cellphone or app.
21.Imsatisfiedwih the way that Uber deals with the canceling orders (money refundedto my..

20.Imsasfiedwith Uber's GPS

19.I'msatisfiedwith the Uber discount period

18. 'm sabsfiedwith the Uber drver’s route planning (did not take a detour).

17 I msatisfiedwith the mechanism that passengers useto rate the experience of using Uber,

16.m satisfiedwih the mechanismthat Uber's divers useto rate passengers

16,1 am satisfied wih the Uber dver’s manners

14,1 am satisfied with the groom of the Uber driver

13. | am safisfied with the quality of the Uber driver

12. | am safisfied with the choice of car types available from Uber.

1. | am safisfied with getting a ride from Uber app

10. | am satisfied with the waiing time for Uber.

8. I'msafisfed with Uber's convenience

8. | am safisfed wih the safety of Uber ides

1. | am satisfied with the comort of Uber nides.

. | am satisfied with the special offers and coupons for Uber rides

5. | am satisfied that Uber pricingis based on the merket mechanism (supply and demand).

4| am satisfied with the mechanism of Uber credit card data profection

3 1am satisfied with the price fransparency of Uber's consumption

2| am satisfiedwith Uber's online swipe payment

1. 1 am satisfied with the charges for a ride with Uber.

Average percentages

aUnder 20 yearsold (n=114) 21~ 30yearsold (n=07) w3t ~d0yearsold(n=16) mdf~50yearsold (n=12) w51 ~60yearsold(n=6) wOver 1 yearsld(n=2)

Figure 4 Age (n=247)

5. Education

From the perspective of educational status, most of the
Uber users held a Bachelor’s degree (n=189) (see Figure 5).
Participants from other (n=3) were under-represented, so
this education group will not be discussed in this section.
The order of average satisfaction percentages ranked by
educational status was: Elementary School (45%), Junior
High School (51%), Senior High School (78%), Bachelor’s

55

Degree (91%), Doctoral Degree (91%), Master’s Degree
(96%), and Other (99%) (see Figure 5). This indicated that
participants with higher education status tended to have
higher Uber satisfaction than those with lower education
status. However, the small sample sizes of four of the groups
(Elementary School (n=6), Junior High School (n=3),
Doctoral Degree (n=3), and Other (n=3)) could skew the

result.
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 Elementary school (n=6) WJunior high school (n=3) # Senlor high schaol (n=22) WBachelor's Degree (n=189) #Master's Degree (n=21) ¥ Doctoral Degree (n=3) # Othet (1<)

Figure 5 Education (n=247)

6. Monthly income

The sample sizes for the five groups with monthly
of NT$60,001~NT$70,000 (n=9),
NT$70,001~NT$80,000 (n=2), NT$80,001~NT$90,000
(n=3), NT$90,001~NT$100,000 (n=1), and NT$100,001 or

income

56

more (n=5) were so small that they were not discussed in
this section. Interestingly enough, the participants who
earned less than NT$20,001 per month (n=169; see Figure
6) tended to express their Uber satisfaction with the average

percentage of all the items at 90%.
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16 msaisid it te mechansmfa Unesdesuse o passenger. IS0 SISO’ 100% 100% 6%
10, am sfisied wih ffuceof the Uber e, S s IRININE 0% 1000505
14, amsatisied wih e groom ofthe Uber e, SN s MRS 105 100%: (0% 10%
13, am satsiedwihthe qalt of the b rver, s e 005 0% 1005 9%
§2.|am afisiedwih hechoice of car ypes avaiablefom Uber. NS s IR 100 005" 100 0%
11, amsaffied withgeing  idefrom Ubes App. NS ' NI 0051000
10.amsatfid with the weiingtme fo Uoer. SR SRS 0% 67 101% 60%
9. Imsatsfed wih Uber s conveienc, NS0 NSRRI 0% 100% 120% 4%
8. satisd with he sl of ber rids. NN s SNSINSos0 1000
7. satis wih e comor of Uber e, NN g 10500
6. am s vith he specialofers and coupons orUber rides, NS NRSIRTE 1005 8700
5.1 am safisied thl Ubes pricng s based on the market mechani Supply and deman). N5 SRS 10500
4. satsfed with he echanis of Uberricaddal prfefion, N S’ 1050'a1%
3. am afisid withthe prie ransprencyof Uoer onslmption. NS5 MMMMSOIIBERN 100% 00 105 0%
2. am safisfied with Uber' online Svips paymen. NSRRI SENMSRRSRRNEGI 100% - 1005050'%
1. amsafisfied wihte charge for & e with Uper. PSS sos RSNt 100% 100% 1% 100%
e peteiage NS MRS 674 2% 5% 66
#NTS20,001~NTS30,000(n=16) = NTS30,001~NT$40,000(n=20) ®NTS40,001~NT$50,000(n=12) aNTS50,001-NT$60,000({n=10)
NT$80,001~NT$90,000(n=3)
Figure 6 Monthly income (n=247)

NT$90,001~NT$100,000{n=1) - Over NT$100,001(n=5)

7. \ehicle ownership

From the perspective of personal vehicle ownership,
the sample size of the Uber users who owned a vehicle(s)
(n=191, 77%) in the current study was more than three times
as much as that of those who did not own a vehicle(s) (n=56,
23%). The two groups of participants with vehicle(s) and
those without vehicle(s) took the same or similar attitudes

toward all the items with percentages varying only a little

57

from 0% to 9% (see Figure 7). In particular, 95% of the
participants in both groups tended to be satisfied that they
could contact the Uber driver by cellphone or App (item 22);
91% tended to be satisfied with the offer of using the coupon
for Uber (item 6). Furthermore, these two groups tended to
take almost the same attitude toward Uber’s online swipe
payment system (item 2) with percentage difference of only
0.07% (original percentages: 87.43% vs. 87.50%).
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20. 'm satisfied with Uber's GPS.

13. | am satisfied with the quality of the Uber driver.

11. | am satisfied with getting a ride from Uber app.

8.1 am satisfied with the safety of Uber.

24, | will keep choosing Uber in the future.

16. I'm satisfied with the mechanism that Uber's drivers can rate passengers.
12.1am satisfied with choosing the car's type from Uber.

9. I'm satisfied with Uber's convenience.

7.1 am satisfied with the comforts of Uber.

4. ] am satisfied with the mechanism of Uber blinding the credit card.
25. | will recommend Uber to my family or friends.
1. 'am satisfied with the charges for a ride with Uber.

average percentage

uYes (n=191)  ®No(n=56)

22. | am satisfied that | can contact the Uber driver by cellphone or App.
6.1 am satisfied with the offer of using the coupon for Uber. RS
2. | am satisfied with Uber's online swipe payment.
23, | am satisfied with Uber's App. G2 e,
17. I'm satisfied with the mechanism that passengers can rate the experience of.. I EECGOST
19. I'm satisfied with the Uber has discount pericd. |GG ——
18. I'm satisfied with Uber's route planning (do not take a detour). [EEERCS
15. | am satisfied with attitude of the Uber driver. RS
10. | am satisfied with the waiting time of Uber. RS
3.1 am satisfied with the transparency of Uber's consumption. RSSO
21.I'm satisfied with the way that Uber deals with the cancelling orders (money.. EENGS S O

5.1 am satisfied that Uber pricing is based on the market mechanism (supply and.. IS ST —),
26. 1 am not buying a car for the time being because | can take Uber. RS2 GG TS %
14, | am satisfied with the groom of the Uber driver. ST

'Percentage difference

Figure 7 Vehicle ownership (n=247)

V. Conclusions
The purpose of the current study was to investigate the

voices of Taiwanese Uber users and explore their
experiences of taking Uber trips. The results obtained from
this study indicated that Uber was popular among
Taiwanese Uber-users, whether male or female. The two
career groups of businesspersons and homemakers tended
to have less satisfaction ratings of Uber than the other career
groups. In terms of age, young people who were under the
age of 21 used Uber most often within the sample group; the
two groups aged between 51 and 60 or 61 or older had less

Uber satisfaction than the others. In terms of education, the

higher the participants’ education status was, the higher their
satisfaction ratings of Uber were. The participants whose
monthly income was less than NT$20,001 were satisfied
with Uber, with the average percentage of all the items at
90%. The two groups of participants with vehicle ownership
and those without vehicle ownership took the same or
similar attitudes toward Uber satisfaction.

The results of the current study might encourage Uber
to publicize their services further to people aged 50 or older.
Furthermore, Uber drivers may be able to contribute to
service improvements.

The sample sizes of the five groups with monthly

ul
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income between NT$60,001~ NT$70,000 (n=9),
NT$70,001~ NT$80,000 (n=2), NT$80,001~ NT$90,000
(n=3), NT$90,001~ NT$100,000 (n=1), and NT$100,001
or more (n=5) were too small to be represented in the current
study. The same thing occurred in the two groups of people
aged 51 to 60 (n=6) and over 60 (n=2) as well as in the three
groups with educational status of Elementary School (n=6),
Junior High School (n=3), and Doctoral Degree (n=3). Inthe
career category, the four groups of business (n=9),
technology industry (n=7), homemaker (n=6), and
retirement (n=0) were also small. Therefore, obtaining larger
sample sizes of the above under-represented groups would
add a lot to the relevant research study in the future.
Moreover, future studies may focus on learning more about
the Uber organization from other perspectives. For example,
future research studies may consider the voices of Uber staff,
Uber drivers, regular taxi drivers, and Uber-free people.
Furthermore, the number of Uber users’ experience(s) can

be taken as another factor in the future study.
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Appendix: Online questionnaire items

6: Strongly Agree  5: Agree  4: Somewhat Agree

3: Somewhat Disagree  2: Disagree  1: Strongly Disagree

1. I am satisfied with the charges for a ride with Uber.

6

2. | am satisfied with Uber’s online swipe payment.

3. | am satisfied with the price transparency of Uber's consumption.

4. | am satisfied with the mechanism of Uber credit card data protection.

6
6
6

oo | o1 | o

B I I S I

Wl Ww|w|w

NN IDN DN

L

5. I am satisfied that Uber pricing is based on the market mechanism (supply and

demand).

[ep]

ol

SN

w

N

[E—y

6. | am satisfied with the special offers and coupons for Uber rides.

7. 1 am satisfied with the comfort of Uber rides.

8. I am satisfied with the safety of Uber rides.

9. I'm satisfied with Uber's convenience.

10. I am satisfied with the waiting time for Uber.

11. I am satisfied with getting a ride from Uber App.

12. I am satisfied with the choice of car types available from Uber.

13. I am satisfied with the quality of the Uber driver.

14. | am satisfied with the groom of the Uber driver.

15. | am satisfied with attitude of the Uber driver.

16. I’'m satisfied with the mechanism that Uber’s drivers use to rate passengers.

DOV OD | OOD | OO | OO | [O | O |O | O

(&2 I @ 2 I @ 2 I & 2 I @ 2 I @ 2 I & 2 I & 2 I & 2 I I & 2 B @

B S A N R LN

W W W W ww w w|[w|w|w

NI IDNIDNIDNIDNDINIDNDIDNDIDNDDN

N

17. I’'m satisfied with the mechanism that passengers use to rate the experience of

using Uber.

18. I'm satisfied with the Uber driver’s route planning (did not take a detour).

19. I'm satisfied with the Uber discount period.

20. I'm satisfied with Uber’s GPS.

21. I’'m satisfied with the way that Uber deals with the cancelling orders (money

refunded to my credit card).

22. | am satisfied that | can contact the Uber driver by cellphone or App.

23. | am satisfied with Uber’s App.

24. 1 will continue to choose Uber in the future.

25. 1 will recommend Uber to my family or friends.

26. 1 am not buying a car for the time being because | can take Uber.

27. If you answer this question, this questionnaire will be considered invalid.

D (OO” OO ||| O

oo |0 | oo

N LR

Wl Wl w| w|w|w

NN IDN NN

R lRr(RPr|Rr|FP|F
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