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Abstract

Corporate carsharing represents a sustainable operational mobility solution for companies and
administrations. Particularly in light of the increasing environmental burdens caused by traffic, a
closer examination of corporate carsharing seems especially sensible. There is currently
insufficient information regarding the acceptance of a corporate carsharing offering.
Additionally, it is worth mentioning that the Unified Theory of Acceptance and Use of
Technology (UTAUT) has mostly been studied using quantitative methods, which are only
limitedly suitable for practical implementation of the results obtained (Williams, Rana &
Dwivedi, 2015). For these reasons, the goal of this research is to investigate, using a qualitative
content analysis according to Mayring (2015), how a corporate carsharing offering should be
designed to achieve maximum acceptance from customers. For this purpose, six customers with
company headquarters in Baden-Wirttemberg, who already use a corporate carsharing offering,
were surveyed. The theoretical framework of this work is formed by the UTAUT. The results of
this research show that performance expectancy, effort expectancy, facilitating conditions,
perceived environmental friendliness, and cost-effectiveness are key constructs that are crucial
for the acceptance of Deer GmbH's corporate carsharing offering. Moreover, perceived
innovation capability, driving pleasure, and corporate culture were identified as new constructs
that are critical for the success of the corporate carsharing business model.

Keywords: Customer Acceptance, Corporate Carsharing, Sustainable Mobility, Technology
Acceptance Model
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1. Introduction

In light of the increasing environmental impact of traffic and the associated social and ecological
challenges, corporate mobility is assuming an increasingly central key role. One contributing
factor to the current situation is that many companies in Germany still heavily rely on the
company car incentive model. To effectively combat the burdensome traffic-related pollutant
emissions, corporate mobility must be designed to be more efficient, ecological, and socially
equitable in the future (Crsitescu, Schick & Reichs6llner, 2021). One potential, sustainable
solution is corporate carsharing, which can make vehicle utilization significantly more
ecologically and economically efficient (Brunner & Ochs, 2014; Schwieger, Theilen & Striibing,
2014; Linnhoff-Popien, Zaddach & Grahl, 2015). However, this type of mobility usage can raise
concerns and, in some cases, even lead to rejection by employees (Fleury et al., 2017). Given
that user acceptance is a fundamental factor for the development and success of such a corporate
carsharing offer, it is important to understand the factors that determine the psychological
acceptance of this technology. One of the most well-known and recent theories that can be used
to explain technology acceptance is the Unified Theory of Acceptance and Use of Technology,
abbreviated as UTAUT (Curtale, Liao & van der Waerden, 2021). It forms the theoretical
framework of this research work and aims to better understand acceptance phenomena, thereby
promoting the emergence of technology acceptance and ensuring maximum success (e.g.,
Kollmann, 1998). Overall, research on the acceptance of technologies shows that so far, only a
few national and international studies have addressed the questions of psychological acceptance
of a carsharing service from the users' perspective (Tran et al., 2019; Curtale, Liao & van der
Waerden, 2021). For this reason, this research aims to investigate, using a qualitative content
analysis according to Mayring (2015), how a corporate carsharing offering should be designed to
achieve maximum acceptance from customers. For this purpose, customers of the company Deer
GmbH will be interviewed. Conducting structured interviews with Deer GmbH's customers
seems particularly sensible because the company is currently one of the few providers of a
corporate carsharing offering in Germany. Since the corporate carsharing business area is still a
very young business model, this research aims to investigate how it must be specifically
designed to be successfully positioned in the market. With the help of the UTAUT, deeper
insights into the decision criteria and motivation structures regarding the corporate carsharing
offering from Deer GmbH's customers will be gained. The results will then enable the derivation
of measures to improve the offering so that more customers can be attracted in the future and the
business model can find broader application on the corporate side. Thus, the underlying research
question of this work is:

How must the corporate carsharing offer of Deer GmbH be designed to achieve maximum
acceptance by customers?

1.1 Review of the scientific literature

The theoretical framework of this work is formed by the Unified Theory of Acceptance and Use
of Technology (UTAUT). It is one of the most well-known theories used to explain technology
acceptance (Curtale, Liao & van der Waerden, 2021). Technology acceptance research aims to
achieve the greatest possible acceptance when introducing a new technology, thus ensuring
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maximum success (e.g., Kollmann, 1998). The UTAUT was proposed by Venkatesh et al. in
2003 and is strongly based on the TAM (Venkatesh et al., 2003). Initially, the UTAUT was
developed mainly for studying the acceptance of new technologies in the workplace context
(Venkatesh et al., 2012). Later works focused more on how the UTAUT could contribute to the
improvement of specific products. The application field of these research works is very broad,
with the field of e-commerce being studied very intensively. But intensive research has also been
conducted in areas such as medicine (e.g., Hennington & Janz, 2007), mobile phones (e.g., Wu,
Tao & Yang, 2007), digital libraries (e.g., Jamaludin & Mahmud, 2011), and m-commerce (e.g.,
Min, Ji & Qu, 2008).

The UTAUT theory is also applied in the transportation sector. Madigan et al. (2017) used
UTAUT?2 to examine the acceptance of automated transportation systems in Greece and found
that hedonic motivation had the strongest influence on usage intention, while effort expectancy
showed no significant effect. However, Leicht, Chtourou, and Youssef (2018) demonstrated that
in the original UTAUT, both social influence and performance expectancy, as well as effort
expectancy, significantly influenced the purchase intention for autonomous vehicles. Hartwich et
al. (2019) emphasized the importance of experience, as it significantly increased the acceptance
of highly automated driving. Similar results were reported by Kapser and Abdelrahmen (2020)
regarding the acceptance of autonomous delivery vehicles, where price sensitivity was the most
important predictor and effort expectancy had no effect.

In the field of carsharing, UTAUT has also been applied. Tran et al. (2019) studied electric
carsharing in China and found that, in addition to performance expectancy and hedonic
motivation, familiarity with the concept influenced usage intention, while social influence had no
significant effect. In contrast, Curtale, Liao, and van der Waerden (2021) in the Netherlands
found that social influence was the most important predictor for usage intention, followed by
performance expectancy and personal attitude. Zhu et al. (2021) found in their study that
comparative value had the greatest effect on the perceived benefit of free-floating carsharing.
This means customers were more willing to use the service if the model was perceived to be
better than that of traditional providers.

Fleury et al. (2017) also confirmed that UTAUT is well-suited for measuring acceptance in the
field of corporate carsharing. The results show that effort expectancy is the most important
determinant for the intention to use a corporate carsharing offer. Interestingly, facilitating
conditions have a strong impact on the intention to use, mediated by effort expectancy.
Participants tend to perceive a carsharing offer as user-friendly when conditions make it easier.
The researchers also extended the UTAUT to include perceived environmental friendliness,
which has an indirect effect on the intention to use, mediated by performance expectancy.
Carsharing was thus seen as more useful when it was rated as environmentally friendly. Contrary
to the assumption, the variable of social influence showed no significant effect on the intention to
use. This was explained by the fact that the carsharing offer had already been introduced in the
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company several months prior, but social influence only affects the intention to use at the
beginning of usage in a mandatory context.
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Figure 1. Unified Theory of Acceptance and Use of Technology
Source: Fleury et al., 2017, p. 224

Corporate carsharing, as a new form of shared mobility, is often referred to as business or
commercial carsharing. It involves the organized and communal use of one or more vehicles by
employees of a company or authority. The concept of corporate carsharing can be categorized
under corporate mobility, which is defined as the provision of transportation means by the
employer or other external companies through, for example, shuttle or carsharing services for
employees (Amaral et al., 2021). The overarching goal of corporate carsharing is to achieve
economic and ecological savings through more efficient vehicle utilization. Unlike conventional
carsharing, corporate carsharing integrates the vehicles into the fleet management of the
company or authority. The sharing process works similarly to conventional public carsharing,
meaning an employee books a vehicle online, for example, via an app, for a specific period and
makes it available to the next employee after the booking ends. Depending on the company or
authority, the vehicle can also be made available to the employee for private use and then, for
example, be settled via the payroll (Schwieger, Theilen & Striibing, 2014; Rid et al., 2018). The
main advantage for businesses is the reduction in costs (Brunner & Ochs, 2014; Schwieger,
TheiBen & Stribing, 2014; Linnhoff-Popien, Zaddach & Grahl, 2015). According to SIXT
(2021) and Alphabet (2021), intelligent fleet management can save up to 70% of mobility costs,
as, for example, additional refinancing of the vehicles is possible through employees' private use.
Lastly, it is worth mentioning that the introduction of a corporate carsharing offering can also
have a positive effect on the company's or authority's image. Bittner-Fesseler and Leben (2017)
show that sustainability efforts can positively impact employees' attachment to the company, as
sustainable actions are becoming increasingly important to employees. Additionally, a study by
McKinsey & Company (2021) shows that sustainability efforts are economically sensible for
companies, promising revenue increases and cost savings.
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1.2 Research question and research objectives

To discuss the research question, it is relevant to examine the underlying constructs in greater
depth. In the literature, the variable of performance expectancy is defined as the degree to which
a person believes that using a system will help improve their job performance (Venkatesh et al.,
2003). In the context of corporate carsharing, this means the extent to which the respondent
believes that the corporate carsharing offer is useful in meeting the mobility needs within the
company (Fleury et al., 2017; Curtale, Liao & van der Waerden, 2021). If the customer perceives
a benefit from the corporate carsharing offer, this will also increase their acceptance (Tran et al.,
2019). For example, studies by Carrese (2018) and De Luca & de Pace (2014) show that
carsharing can help travelers with trip planning, save time, and meet vehicle needs, which in turn
improves job performance. Notably, the study by Fleury et al. (2017) is highlighted, as it already
found a significant positive relationship between performance expectancy and the intention to
use a corporate carsharing offer. From this, the first research objective can be derived:

Research Objective 1 (FZ1): Determination of the benefits that the corporate carsharing offer of
Deer GmbH provides to the customer.

In a second step, the construct of effort expectancy will be examined more closely. It is defined
as the degree of ease associated with using a system (Venkatesh et al., 2003; Fleury et al., 2017).
Therefore, the system should be successfully usable with minimal effort. In this context, it is also
referred to as user-friendliness (Vlassenroot et al., 2010). In the context of corporate carsharing,
this refers to the extent to which the customer perceives the use of corporate carsharing as easy
and intuitive (Curtale, Liao & van der Waerden, 2021). This means that if the offer is perceived
as easy to use and intuitive, the acceptance of use by individuals will increase accordingly (Tran
et al., 2019). A significant factor here could be the user-friendliness of the app and the charging
process. Additionally, the operation of the electric vehicle itself and the handling of billing can
also play a role.

From this, the second research objective (FZ2) emerges:

Research Objective 2 (FZ2): Determination of how customers evaluate the user-friendliness of
the corporate carsharing offer of Deer GmbH.

The next construct is facilitating conditions. In the literature, this is defined as the degree to
which a person believes that the organizational and technical resources necessary for system use
are available (Venkatesh et al., 2003; Fleury et al., 2017). In the context of corporate carsharing,
it pertains to the aspects of the technological and/or organizational environment aimed at
reducing usage barriers. Organizational resources could include the availability of support
personnel who assist users with technology. Technical resources in this context could refer to
factors such as internet availability (Bergeron, Rivard & Serre, 1990). Therefore, users evaluate
the carsharing service as easier if conditions facilitate this. For example, this could involve
receiving assistance through guidance or training during initial service use and having access to a
call center for support when encountering difficulties (Fleury et al., 2017).

From this, the third research objective (FZ3) is derived:
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Research Objective 3 (FZ3): Determination of the conditions that facilitate the use of the
corporate carsharing offer of Deer GmbH for the customer.

Another construct is perceived environmental friendliness. In the literature, this is defined as the
degree to which a customer perceives a service as environmentally friendly. Fleury et al. (2017)
found in their quantitative study that perceived environmental friendliness influences technology
acceptance through the mediation of performance expectancy. Accordingly, respondents found
the carsharing offer more useful when it is easy to use and environmentally friendly.
Additionally, Schaefers (2013) discovered in a qualitative study that vehicle characteristics such
as size and fuel efficiency, as well as the opportunity to avoid owning a private car, are important
to carsharing customers. Based on these considerations, the following research objective can be
derived:

Research Objective 4 (FZ4): Determination of how customers perceive the corporate carsharing
offer of Deer GmbH as environmentally friendly.

The construct of value for money will also be closely examined in this study. In the literature,
this is defined as the customer’s cognitive evaluation between the perceived benefits of using the
application and its costs (Venkatesh et al., 2012). Especially in consumer contexts, an acceptable
price level plays a central role in achieving the best possible value. Therefore, in the context of
corporate carsharing, value for money is high when the perceived benefits of the corporate
carsharing offer outweigh the associated monetary costs for the customer. For example, by using
the corporate carsharing offer, the customer enjoys significantly higher flexibility since they no
longer need to allocate time for maintenance, refueling, depreciation, insurance, or parking
(Ackermann, 2021; Carsharing e.V., 2021). Based on these considerations, the fifth research
objective is formulated:

Research Objective 5 (FZ5): Determination of the value for money that the corporate carsharing
offer of Deer GmbH provides to the customer compared to its perceived benefits.

Since usage intention represents the dependent variable in the UTAUT, it seems sensible to
consider it in this research as well (e.g., Venkatesh et al., 2012; Fleury et al., 2017). It refers to
the assessment of whether one expects to perform an action in the future or not (Fishbein &
Azjen, 1975). In the context of the corporate carsharing offer of Deer GmbH, this means
assessing whether the customer intends to use the offer in the future. Therefore, it is particularly
relevant to investigate how customers envision their future use of the service to ensure the
continued success of the corporate carsharing offer.

From this, the sixth research objective is derived:
Research Objective 6 (FZ6): Determination of the expectations and anticipations that customers
have regarding the future use of the corporate carsharing offer of Deer GmbH.

Through the qualitative study design that underpins this research, it will also be investigated
whether additional constructs are significant for the acceptance of the corporate carsharing offer
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of Deer GmbH. This aims to address the observation by Vogelsang, Steinhlser, and Hopper
(2013) that there is a major limitation in quantitative technology acceptance research, as it does
not account for new constructs beyond the existing model.

From this, the final research objective is derived:

Research Objective 7 (FZ7): Determination of further significant constructs that influence the
acceptance of the corporate carsharing offer of Deer GmbH.

2. Research methodology

2.1 Participant Characteristics

The target population of the present research consists of all customers of Deer GmbH who
currently use or have used the corporate carsharing offer. Due to reliance on commitments to
conduct the study, recruiting customers proved to be rather challenging. Therefore, customers
were recruited through arbitrary selection, meaning participants were chosen based on their
availability without specific systematic criteria. In total, N = 20 customers were approached to
participate in the study, comprising eight private sector companies and twelve government
agencies. Ultimately, n = 6 customers participated in this study, all of whom have been using the
corporate carsharing offer of Deer GmbH for approximately six months. Thus, the response rate
was 33%. This number appears adequate and economically feasible for a qualitative study. The
number of employees in the individual companies varies significantly, ranging from 10 to 11,000
employees. Similarly, the size of the participant pool varies widely across different companies in
terms of their use of the corporate carsharing offer of Deer GmbH (see Table 1).
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Table 1. Sample characteristics

Customer

Number
Of Employees Company-
Using Deer GmbH's | Owned Vehicle
Corporate Fleet
Carsharing Offer

Mobility
Concept of Deer
GmbH

Total Number of
Employees

Company
1 (K01)

First Mobility 550 15 6 combustion
Concept: Hourly vehicles

and daily
booking of the
public e-
carsharing fleet

Company
2 (K02)

First Mobility 45 6 1 old electric
Concept: vehicle,
Anchor rental, 1 e-bike
fixed booking of
vehicles at fixed
times

Company
3 (K03)

First Mobility 90 12 1 large electric
Concept: Hourly vehicle

and daily
booking of the
public e-
carsharing fleet

Company
4 (K04)

First Mobility 200 100 2 electric
Concept: vehicles,
Anchor rental, 3 combustion
fixed booking of vehicles
vehicles at fixed
times

Company
5 (K05)

Second Mobility | 11.000 11 n/a
Concept:
Internal
corporate
carsharing offer

Company
6 (K06)

First Mobility 10 4 3 combustion
Concept: Hourly vehicles

and daily
booking of the
public e-
carsharing fleet
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2.2Research Design

To answer the research question, this study conducts semi-structured guided interviews. Guided
interviews represent a survey technique in qualitative social research (Ring & Erp, 1992). A
qualitative research design seems sensible and appropriate for the following reasons: First, this
methodology allows the identification of additional factors relevant to the acceptance of a
corporate carsharing offer that go beyond the current UTAUT model. These factors would have
been difficult to capture using a quantitative approach (Kidd, 2002). Additionally, the aim of this
study is to gain deeper insights into the decision-making criteria and motivational structures of
customers regarding the corporate carsharing offer.

A semi-structured interview guide was used to investigate the research question and objectives.
The preformulated research question and objectives served as the basis for developing the
interview guide. Based on these, different thematic sections were created within the interview
guide. Entry questions were developed for these sections. As proposed by Gléaser and Laudel
(2006), these were formulated as prompts to encourage participants to respond as openly and in
detail as possible. Subsequently, detailed interview questions on the respective clearly defined
thematic areas were asked. The constructs of performance expectancy, effort expectancy,
facilitating conditions, and price value were measured on a five-point scale from 1: 'Very good'
to 5: 'Very bad'. The interviews were then evaluated using qualitative content analysis according
to Mayring (2015), as his evaluation technique has become the standard method in recent years.

2.3De¢finition of the category system

The categories of this research work were derived deductively based on the theoretical
background and then specified deductively. The categories were defined in such a way that they
are suitable for answering the research question and verifying the research objectives. A total of
15 categories were established for the content analysis of the transcribed interviews. For
example, the first category, Performance Expectancy, includes all statements about the perceived
benefit of the corporate carsharing offer. The second category, Effort Expectancy, includes all
statements related to the user-friendliness of the corporate carsharing offer. Additionally,
Facilitating Conditions are defined as a superordinate category, which is divided into the
subcategories Technological Resources and Organizational Resources. The superordinate
category Perceived Environmental Friendliness is further divided into the subcategories General
Sustainability and Environmental Awareness. The last two categories of the category system are
Price Value and Usage Intention. During the material analysis process, the following categories
were inductively adjusted and expanded with new insights: For better evaluation, the category
Effort Expectancy was divided into the subcategories Registration Process, Vehicle Usage, and
App. The Price Value category was subdivided into the subcategories General Corporate
Carsharing Offer, Quarterly Evaluation, and Carsharing Technology for Electric Vehicles.
Additionally, the category system was expanded to include the categories Driving Pleasure,
Perceived Innovation Capability, and Corporate Culture.
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Table 2. Definition of the category system

No. | Category Subcategory Codin | Coding Instructions
g
1 Performance Open | Statements about the perceived
Expectation benefits of  the  Corporate
Carsharing offer.
2 Effort Expectation | Registration Open | Statements about the  user-
Process friendliness of the registration
process.

3 Vehicle Usage | Open | Statements  about the  user-

friendliness of vehicle usage.

4 “deer e- | Open | Statements  about the  user-

carsharing” App friendliness of the “deer e-
carsharing” app.

5 Facilitating Technological Open | Statements about technological
Conditions Resources resources that facilitate the use of

the Corporate Carsharing offer.

6 Organizational | Open | Statements about organizational

Resources resources that facilitate the use of
the Corporate Carsharing offer.

7 Perceived General Open | Statements about the generally
Environmental Sustainability perceived sustainability of the
Friendliness Corporate Carsharing offer.

8 Environmental | Open | Statements about the environmental

Awareness awareness of employees in
connection with the Corporate
Carsharing offer.
9 Value for Money | General Open | Statements about the perceived
Corporate benefits of the  Corporate
Carsharing Carsharing offer in general relative
Offer to its monetary costs.
10 Quarterly Open | Statements about the perceived
Evaluation benefits of quarterly evaluation
relative to its monetary costs.

11 Carsharing Open | Statements about the perceived

Technology for benefits of carsharing technology
EVs for electric vehicles relative to its
monetary costs.

12 | Usage Intention Open | Statements about the anticipated

future usage intention of the
Corporate Carsharing offer.

www.ijaemr.com

Page 35




International Journal of Advanced Engineering and Management Research
Vol. 9, No. 04; 2024
ISSN: 2456-3676

13 | Driving Pleasure Open | Statements about the driving
pleasure  with the Corporate
Carsharing vehicles.

14 | Perceived Open | Statements about the perceived

Innovativeness innovativeness of the Corporate
Carsharing offer.

15 | Corporate Culture Open | Statements about the created

corporate  culture during the
introduction of the Corporate
Carsharing offer.

3. Results and discussions

Regarding the current findings on UTAUT, it has been shown that performance expectation,
effort expectation, facilitating conditions, perceived environmental friendliness, value for money,
and usage intention were also well-suited constructs for this qualitative research work to
investigate the underlying research question.

According to Fleury et al. (2017), effort expectation is the strongest predictor of usage intention.
However, the results of this study show that respondents frequently refer to performance
expectation. Overall, the respondents indicate that the mobility needs can be well met by the
Corporate Carsharing offer (M = 2.5; SD = 0.8). The respondents report that their company's
mobility needs can be better met since the introduction of the mobility offer. Additionally, the
Corporate Carsharing benefits the company's image. In this context, higher vehicle utilization,
flexibility, and improved coverage of corporate mobility needs are often mentioned. This
suggests that performance expectation, as in the studies by Tran et al. (2019) and Venkatesh et
al. (2003), is the strongest predictor of usage intention. According to Cristescu, Schick &
Reichsoliner (2021), corporate mobility is expanded through Corporate Carsharing, which better
meets mobility needs while reducing or even replacing the company's own vehicle fleet.
Corporate Carsharing vehicles are more suitable for shorter business trips. This pattern is also
evident among the surveyed customers in this research work. Similar to the study by McKinsey
& Company (2021), it is also noted that the interviewees report a positive effect of the Corporate
Carsharing offer on the company's image.

Furthermore, with regard to effort expectation, which is divided into the subcategories
registration process, "deer e-carsharing™ app, and vehicle usage, it is shown that digitization
makes booking trips easier for the surveyed customers. Cristescu, Schick & Reichséliner (2021)
also found in their pilot study that automated booking reduces time loss and error susceptibility
compared to manual booking. However, the connection to public infrastructure also plays a
central role in the successful design of corporate mobility. This finding can also be confirmed in
this study. Thus, an intuitive use of the app requires the integration of other modes of
transportation to enable combined corporate mobility and better meet the mobility needs of users.
Regarding the registration process, it can be said that it is generally rated as user-friendly (M =
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1.83; SD = 0.69). Furthermore, the surveyed customers report that employees who are less
technology-savvy have more frequent problems with operating the app or electric vehicles,
especially at the beginning. This suggests that continuous use of Corporate Carsharing could lead
to a change in the assessment of effort expectation. Since both Venkatesh et al. (2003) and
Hartwich et al. (2019) found that experience is an important moderating variable in the UTAUT
model, it could be worthwhile to investigate this using a longitudinal study.

Regarding the construct of facilitating conditions, all respondents state that they have the
necessary technical resources to use the Corporate Carsharing offer. Three of the companies
provide all or at least the majority of their employees with a smartphone and/or a tablet, through
which the app can be downloaded. In the area of organizational resources, the support service
was generally rated positively (M = 1.58; SD = 0.73). The respondents particularly appreciate the
quick availability and solution-oriented support of the support service. It was noted that an
interface function to other mobility offers would be desirable to facilitate travel planning from
point A to point B.

With regard to the construct of perceived environmental friendliness, a rather heterogeneous
picture emerges. Half of the surveyed customers have a clearly formulated sustainability
strategy, which is why they also have specific ecological expectations for the corporate
carsharing offer. The other half report that they plan to define a clear sustainability strategy in
the future. However, all respondents state that environmental aspects played a central role in the
decision for the corporate carsharing offer. While Fleury et al. (2017) found only a minor
influence of perceived environmental friendliness on the intention to use, it can be assumed that
environmental aspects have gained more importance in light of the increasing sustainability
debate and the associated EU regulations. While the qualitative study results of Schaefers (2013)
show that the environmental motive can be considered an altruistic motive, it can be assumed
that the environmental aspect is increasingly developing into a utilitarian motive. Whether this is
true should be the subject of future research.

In comparison to the study conducted by Fleury et al. (2017), this research also investigated the
role of the construct of value for money in the acceptance of corporate carsharing. A majority of
respondents repeatedly mention in this context that higher vehicle utilization can save costs and
reduce fixed costs through the offer. However, it is also mentioned that the offer has not yet been
sufficiently economically utilized. The reasons for this are mainly the still expandable charging
infrastructure and the still low usage by employees. Compared to the study by Kapser and
Abdelrahmen (2020), it can be assumed that while the construct of value for money does have an
influence on the intention to use, it does not represent the strongest predictor. This should be
investigated in further quantitative research studies.

Furthermore, the results of this research show, in comparison to previous UTAUT studies on a
carsharing offer (e.g., Fleury et al., 2017; Curtale, Liao & van der Waerden, 2021), that the
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variables of driving pleasure, corporate culture, and perceived innovation capability are
additional important constructs that can influence the acceptance of a carsharing offer.

Overall, the following three additional constructs were identified to better explain the acceptance
of the corporate carsharing offer: driving pleasure, perceived innovation capability, and
corporate culture.

Regarding driving pleasure, users repeatedly mention the joy and enjoyment they experience
while using the corporate carsharing service. In this context, the study by Madigan et al. (2017)
is noteworthy. The researchers found that hedonic motivation is the strongest predictor of
acceptance for automated traffic systems. Similarly, Kapser and Abdelrahmen (2020) found a
significant influence of hedonic motivation on the acceptance of autonomous delivery vehicles in
their research. Hedonic motivation is defined as the fun or pleasure derived from using a
technology (Venkatesh et al., 2012). Against this background, it seems particularly sensible to
examine the influence of the driving pleasure construct on the acceptance of a corporate
carsharing offer in future quantitative studies.

Regarding perceived innovation capability, respondents report that corporate carsharing
represents something new for the company, allowing differentiation from others. Previous
research on UTAUT has found that consumers' innovation capability moderates the relationship
between performance expectancy, effort expectancy, and social influence with the purchase
intention of autonomous vehicles. The effect of the moderating variable is stronger the higher the
consumers' innovation capability. In this context, however, it is the consumers' own innovation
readiness that is meant, i.e., their need for independence from others and for uniqueness (Leicht,
Chtourou & Youssef, 2018). For further research, it seems sensible to investigate the innovation
capability of the product, i.e., what influence the perceived innovation capability of corporate
carsharing has on the acceptance variable.

Furthermore, the results of this research show that corporate culture plays a central role in the
acceptance of the corporate carsharing offer. VVogelsang, Steinhiser, and Hopper (2013), as well
as Hirschheim (2007), recognize the relevance of the work environment and the influence of the
company to better explain technology acceptance. Corporate culture has hardly been considered
in previous studies, or only in a shortened form as part of facilitating conditions (e.g., Venkatesh
& Bala, 2008). However, facilitating conditions encompass the entire primary infrastructure, so
corporate culture should be applied as a separate construct in future research. Cristescu, Schick
& Reichsoéllner (2021) also found that corporate culture plays a significant role in corporate
mobility. Their study points out that successful corporate mobility design requires it to be firmly
anchored in corporate structures. Clear processes must be defined, and employees must be
continuously involved. A clear information campaign should educate and engage employees
about corporate mobility through multiple communication channels. Simultaneously, the needs
and desires of the employees must be continuously surveyed and evaluated.
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In the present study, significant results were achieved in the field of corporate mobility research,
identifying key factors crucial for the acceptance of a corporate carsharing offering. Regarding
previous findings on UTAUT, it was shown that performance expectancy, effort expectancy,
facilitating conditions, perceived environmental friendliness, cost-effectiveness, and usage
intention were also well-suited constructs for investigating the underlying research question in
this qualitative study. Additionally, three further constructs—driving pleasure, perceived
innovation capability, and corporate culture—were identified, which can be quantitatively
researched within the framework of UTAUT in the next step.

Overall, the study shows a high acceptance of Deer GmbH's corporate carsharing offering.
Customers appreciate the flexibility, sustainability, and user-friendly app. To further increase
acceptance and position itself as a leading e-carsharing provider, several improvements should
be made. First, expanding the charging infrastructure is essential, particularly by creating more
charging points and integrating alternative propulsion methods such as hydrogen. Flexible
mobility solutions that combine internal offerings with the flexible use of the public fleet are also
necessary. To remain financially attractive, Deer GmbH should reconsider its pricing structure
and introduce incentives like bonuses for sustainable usage.

A detailed analysis of individual mobility needs and collaboration with specialized providers are
recommended to offer tailored solutions. Intensified customer support through regular training
and provision of informational material can further lower usage barriers. Additionally, the
mobility strategy should be firmly integrated into the corporate structure to ensure long-term
acceptance.

Finally, Deer GmbH could take on a stronger advisory role, especially in supporting customers
regarding sustainability goals and environmental certifications. These measures would
significantly highlight the added value of Deer GmbH's corporate carsharing offering and
contribute to promoting sustainable mobility.
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Table 3. Mean value and standard deviation

Category Subcategory Rating (M) (Ségl)dard Deviation
Performance Mobility Needs 25 0.8
Expectation
Performance . .
Expectation Registration Process 1,83 0,69
grganlzatlonal Support Service 1,58 0,73
esources
Value for Money |General Corporate Carsharing Offer (2,25 0,99

4. Limitations and Criticism

The present study successfully provides an initial explanatory approach to how a corporate
carsharing offering must be designed to achieve maximum customer acceptance. It is also
positive to note that the sample is realistic, countering the criticism by Williams, Rana, and
Dwivedi (2015), which states that a major limitation of UTAUT s that it is mainly studied
among students. Additionally, the fact that the study was conducted in Germany is positive,
addressing the dominance of data collection in the USA (Lee et al., 2003). Given that UTAUT
has primarily been applied in areas such as e-government, e-banking, e-learning, and e-
commerce, examining corporate carsharing provides another meaningful area for UTAUT
research. It is also noteworthy that this research is based on a qualitative research design and was
evaluated using the software MAXQDA 2020. Previously, UTAUT has predominantly been
studied using quantitative methods and SPSS software (Williams, Rana & Dwivedi, 2015).

However, it is critical to note that only six out of a total of 20 customers could be interviewed. It
is questionable whether repeating the study with customers who did not participate would yield
the same or similar results. Additionally, it is conceivable that the results might significantly
differ if the study were repeated with potential customers who do not yet use Deer GmbH's
corporate carsharing offering. Furthermore, there was a varying level of information among the
respondents regarding corporate carsharing. While some customers were very well informed
about using corporate carsharing in their company, others could not answer all questions.
Another disadvantage is the high social control exerted by the interviewer, likely leading to
socially desirable responses from customers. Interviewer effects and sponsorship effects cannot
be excluded either. The former refers to the interviewer's characteristics, such as dialect or
gender, potentially causing significant biases in the interviewees' responses. For instance, a male
interviewer might have received different answers compared to the female interviewer. The
sponsorship effect implies that respondents might answer differently once they realize who
commissioned the study (Brosius, Haas & Koschel, 2012). It cannot be ruled out that the
interviewees tried to respond in a way that they believed would please Deer GmbH, the study's
sponsor.
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Additionally, the reliability of this study was not verified. Therefore, it is conceivable that
another person might categorize the transcript excerpts differently than the first person
(intercoder reliability). It is also possible that the same person might categorize the transcript
excerpts differently after some time (intracoder reliability). Finally, it should be noted that the
study was conducted as a cross-sectional survey. Thus, the results are only valid for the time of
data collection and cannot be generalized to other time points.

5. Conclusion

Against the backdrop of the limited research on the acceptance of corporate carsharing and the
increasing demands on corporate mobility, a closer examination of Deer GmbH's corporate
carsharing offer seems particularly timely and relevant. In this study, significant results were
achieved for research in the field of corporate mobility, identifying key factors crucial for the
acceptance of a corporate carsharing offer. The study's findings address many of the aspects
discussed in the literature on technology acceptance research (e.g., Venkatesh et al., 2003;
Venkatesh et al., 2012; Fleury et al., 2017, Hartwich et al., 2019; Tran et al., 2019; Curtale, Liao
& van der Waerden, 2021). This research provides comprehensive information on the factors of
corporate carsharing that need improvement concerning the constructs of performance
expectation, effort expectation, facilitating conditions, perceived environmental friendliness, and
value for money. Considering these aspects enables a better response to the needs and wishes of
customers in the future, thereby achieving maximum acceptance for the corporate carsharing
offer.

Overall, the results of this study provide valuable insights into the still underexplored area of
corporate carsharing acceptance. However, it is critical to note the relatively small sample size
on which this research is based. Therefore, it cannot be ruled out that repeating the study with
other customers and potential customers could yield different results. Moreover, the data were
collected cross-sectionally, meaning the results are only valid for the time of collection.

Since corporate carsharing is still a very new business model, further research of this kind is
urgently needed. Future quantitative studies should definitely examine and verify the relationship
between the new constructs identified in this study and the acceptance variable. Simultaneously,
future studies should re-examine the results of this study. It would be sensible to collect similar
data in the future using a quantitative longitudinal design. Additionally, more customers and
potential customers should be surveyed to generate a more comprehensive picture of the usage
motives concerning corporate carsharing. Ultimately, it is essential to note that this work has laid
another important milestone in advancing the transformation of corporate mobility towards more
sustainable mobility.
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