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Free-floating carsharing is an innovative mobility concept. The acquisition of new customers is key for further expansion. This

qualitative study undertook 33 interviews with non users, users, and a corporate expert to explore barriers that potential carsharing

customers face. The study contributes to collaborative consumption and innovation.
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EXTENDED ABSTRACT
“The end of car culture” states The New York Times in one of 

their articles in 2013 (Rosenthal 2013). It describes the cool-down of 
private car ownership in the USA. This trend is not only recognised in 
the world’s largest car market, but also in several European countries 
and especially Germany (Heymann 2013). For several years now, 
car ownership has been losing importance in this context. Crowded 
streets, scarce parking spaces and rising costs have triggered a 
rethinking in car use and more and more people are losing interest 
in owning a car and are looking for alternatives today (Shaheen and 
Cohen 2013). One business that especially profits from this trend is 
car-sharing. This trend is part of a global consumption phenomenon, 
in which people generally attach greater value to access than to 
ownership of goods. In the so-called sharing economy collaborative 
consumption allows people to benefit from resources without owning 
them. 

Extant research strongly focuses on actual users of car-sharing 
services, their behaviour, motives and benefits. One important aspect, 
however, is still missed out in the literature – the barriers for potential 
customers that prevent them from using car-sharing. Calls for an 
investigation of this topic can also be found in current literature 
(Schaefers, 2013). Thus it fits well with the conference theme of 
‘Advancing Connections’, between the innovation literature and the 
collaborative consumption literature to further our understanding 
of the sharing economy, and also further extending the impact to 
practitioners. 

Although this development in consumer markets has become 
an important trend, research and knowledge about these emerging 
alternative modes of consumption still remain limited. However, in 
the last decade, they have gained increasing attention and popularity. 
The literature mainly focuses on the origins of sharing and on when 
and why it might be preferred to owning (e.g., Belk 1988, 2007, 
2010, 2014; Botsman and Rogers 2011; Lamberton and Rose 2012; 
Moeller and Wittkowski 2010) as well as on sharing behaviour, the 
motivation for sharing and sense of ownership (Bardhi and Eckhardt 
2012).

The research looks at barriers towards car-sharing adoption, 
thus will review barriers towards the adoption of innovations in 
general before focusing on barriers towards car-sharing specifically. 
According to Rogers (1995, p.12), an innovation can be defined as 
“an idea, practice, or object that is perceived as new by an individual 
or other unit of adoption”. However, the level of innovativeness 
depends on one’s subjective perception based on the individual’s 
background knowledge (Saaksjarvi 2003).  Innovative products 
and services often encounter resistance and take some time until 
they get adopted and diffuse into the market. The intensity with 
which customers refuse to adopt an innovation ranges from passive 
resistance or inertia through a deferral of the adoption decision to 
active resistance (Ram and Sheth 1989).

From the literature, the gap poses these research questions of 
this study are: (1) What do potential car-sharing users perceive as 
obstacles towards using car-sharing services?  (2) How do current 
car-sharing users view these barriers and how do they deal with 
them?  (3) What can car-sharing companies do to remove these 
barriers?  The context lies on the large-scale free-floating car-sharing 
services operating in major German cities. 

Having social constructivism ontology, the study was based 
on three rounds of qualitative in-depth interviews resulting in 
interviewing 33 participants. Through convenience and snowball 
sampling, a first round of interviews were conducted. Potential car-
sharing users were asked about reasons that have kept them from 
becoming users. In the second round, the researcher interviewed 
current car-sharing users, the users either confirmed the non-users’ 
concerns or dispelled their doubts stating why a particular perceived 
obstacle was no reason for them to reject car-sharing. The goal was 
to get a different viewpoint on the arisen topics, to learn how users 
see these issues and which opportunities for improvement they can 
think of for the service. In the third and last round, a country manager 
from a major German car-sharing company was interviewed to gain 
insights into the challenges from a corporate perspective. 

Data analysis was undertaken to make sense out of the collected 
data (Creswell 2009; Saunders et al. 2012). The data was evaluated 
by content analysis in order to categorise and classify to describe the 
form or nature of any social phenomena (Ritchie et al., 2003).

Non-user barriers to adopting car sharing were found to 
be subsumed in five larger adoption barrier categories – namely 
information issues, low cost efficiency, perceived risks, convenience 
issues and negative attitude. This was then used to see how actual 
users perceive these barriers that non-users face and how they cope 
with them. Finally, one country manager of a major carsharing 
company was interviewed to gain insight into the identified issues 
from a corporate perspective. 

Different forms of promotion is advised to increase promotion 
and awareness, positioning of the cars is recommended to increase 
the perception of usefulness to the non-users. The use of mobile 
applications is encouraged to calculate other transportation 
alternatives may lead to non-users using car-sharing when it is 
feasible to do so. Companies could try different framing of the pricing 
and offer different pricing packages e.g. flat fee, the decision of using 
the service would be easier as the perceived pain of payment does 
not occur with every single use of the service. Internet registration 
and centralised areas for licence checks is encouraged for the non-
user to overcome inertia and lessen the procrastination of registering. 
These are some examples discussed and provided for managerial 
implications. 

Using the theories within innovation as a lens to look at 
collaborative consumption, the study contributes to a holistic 
understanding of the barriers towards adopting collaborative 
consumption in the context of car sharing. Through the use of a 
3-step interview process, the responses of the interviewees were used 
to guide further interviews of a different sample to guide discussion 
and practical implications.
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