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Abstract

There were over 170K startup companies introducing innovative products
and services worldwide as of April 2019. Not all of them can survive long
enough to carve their names, and many failed. Statistics showed that over 70
percent of new companies failed because they ignored people in their product
designs or marketing strategies. Therefore, the study aims to find out the
relationship between people and innovation adoption. Five Factor Model of
personality and perceived attributes of innovation, one of the major concepts of
Diffusion of Innovation, were employed to examine if there are links between
the different personality traits and how people perceive the attributes of an
innovation. Using Uber as a case study, the research used mixed methods
combining quantitative and qualitative tools for data collection. The results
concluded that an innovation’s attributes, including compatibility, trialability, and
complexity, would influence innovation adoption. Also, different personality
traits would perceive innovation attributes differently. Finally, people’s need
should be addressed if an innovative product or service seeks to survive in the

market.
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Chapter 1 Introduction

According to PitchBook, a financial data and software company, there are
currently over 170K new startup companies, backed by venture capitals,
worldwide as of April 2019 (What you can research, 2019). All of them provide
innovative products and services that stand a chance to change people’s way
of life. Fundraising platform Kickstarter, online course provider Udemy, and
sharing economy champions Uber and Airbnb are some of the well-known
brands. However, startups face a high-level of uncertainty (Schmitt, Rosing,
Zhang, & Leatherbee, 2017), and their innovative products do have high rates

of failure (Griffith, 2014).

1.1 Businesses fail because “people” are missing

CB Insights, a US-based consulting firm, analyzed 101 startup companies on
why their businesses failed. The results showed that 42 percent of the
respondents said their products “have no market need,” 17 percent viewed their
products as “user un-friendly,” while another 14 percent admitted that they
“‘ignored customers” (The Top 20 Reasons, 2018). In conclusion, up to 73

percent of the reasons why a startup company fails can be attributed to people,
3
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be it consumers or clients. If people perceive a product in a positive way and

choose to adopt it, there is a market. If not, there is no market.

Therefore, to focus on product innovation itself without considering the

people factor would not solve the problem of why an innovation does not spread

well. And Diffusion of Innovations (DOI), as proposed by Rogers in 1962

(Rogers, 1983), has been commented as “heavily pro-innovation (Larsen,

2001).”

Based on the above observation, the thesis argues that to know why an

innovation is eventually adopted, one has to look into people’s differences, such

as personality traits, and whether they perceive an innovation in a favorable

light. This research selects Uber as a case study because it is an internationally

well-known brand and has a presence in Taiwan, which makes it accessible in

collecting local data.

1.2 Uber as an innovation: its initial success and challenges

Uber Technologies Inc. was established in 2009 in San Francisco, with the

notion of sharing rides that connects independent drivers and customers (Min,

So and Jeong, 2018). Uber, initially called UberCab (Wirtz &Tang, 2016), taps

into a void in the city where street taxis are difficult to hail, fail to arrive on time,
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and are poorly maintained. But with Uber, all passengers need to do is

download the APP, register, enter a credit card number, then all set. After that,

passengers can get their Uber services just with a push of a button. Locations

of the cabs can be tracked on GPS, so passengers know exactly where they

are. People who take Uber cars reportedly have an enjoyable experience

because it arrives on time and offers a quicker payment transfer (Ng, 2016). As

of 2016, Uber had accumulated 40 million monthly active riders worldwide

(Kokalitcheva, 2016).

Nevertheless, Uber was not short of problems at home in the US. Uber

drivers-- individuals that offer “shared rides” -- do not need to acquire taxi

licenses, and this incurred hostility from local taxi drivers, who comply with

every government rule. The company then changed its name from UberCab to

Uber (Wirts et al., 2016) to bypass some of the regulations.

Uber’'s success led to its expansion overseas, including the UK, France,

Germany, South Africa, India, China, and Taiwan. While growth can be seen in

those markets, Uber is confronted with the same challenges that it faces in the

US: antagonism from local taxi drivers. Protests have been seen in France,

Germany, and India (Wirts et al., 2016).
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In Taiwan, Uber’s most successful North Asian market (Li & Cheng, 2019),

the same old problems occurred. To ease animosity, Uber Taiwan launched

cooperation with local taxi companies and initiated a campaign called “Win

Together #No one should lose” (Uber Taiwan, 2019), making it clear that Uber

works hand-in-hand with Taiwan’s transportation industries. However, the

strong opposition from local taxi drivers still caused the Taiwan government to

propose amending Article No. 130-1 of the Transportation Management

Regulations. The amendment, which had been dubbed the “Uber clause,”

required Uber to charge passengers by the hour, instead of by meters. Uber,

on the other hand, refused to accept the amendment, saying it deprived drivers

and rental companies of business opportunities (Shan, 2019). The controversy

later drew reactions from the American Institute in Taiwan, the de facto

embassy of the US to the country, saying that Taiwan was “unfriendly for

innovators (Lee, 2019).”

After rounds of negotiations, the government introduced a multipurpose taxi

service program that would issue commercial licenses for non-traditional, ride-

hailing service drivers and encouraged Uber drivers to join in. A multipurpose

taxi service is defined as one in which the driver is not legally required to use a

yellow taxi. The fares are metered. However, passengers must contact the
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drivers through apps. At the time of this writing, over 800 Uber drivers had

obtained their commercial licenses to drive non-traditional types of taxis

(Hundreds in Taipei, 2019).

1.3 Research base and framework

Uber has provided a good many materials for research in the academic

world.

Some scholars discussed Uber as an economic topic for its role in the sharing

economy. Others viewed it as a government regulation issue (Min et al., 2018)

because just like Airbnb and Amazon Go, a cashless store introduced by

Amazon, innovations often find themselves way ahead of government

regulations. And when there is a law, it does not necessarily work in favor of

the innovation. Airbnb is now subject to a law that regulates short-term rental in

the US (Daniels, 2018) that could hamper its development, whereas a San

Francisco official is seeking to ban Amazon Go from operating locally (loannou,

2019).

Still other researchers recognized individuals as pivotal to Uber usage, not

the innovation itself. Min et al., (2018) argued that however innovative such as

Uber is, its adoption hinges on people and their perception towards it. They
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examined how respondents perceive relative advantage, complexity,

compatibility, and observability, four of the innovation characteristics proposed

by Rogers (1995) through perceived ease of use (PEOU) and perceived

usefulness (PU), the two major constructs of Technology Acceptance Model

(Davis, 1986). The result is that PEOU and PU would affect how people see

those attributes of innovations.

Following this line of thought, the thesis proposes that people are the

determinant on whether an innovation can survive, adoption-wise. This study

proposes the following questions:

RQ 1. How would the PAI of Uber influence its usage in Taiwan?

RQ 2. How would personality traits affect their Uber usage?

RQ 3. How would personality traits affect people to perceive Uber’s

attributes?

This study first examines the interplay among personality traits, perceived

attributes of innovations (PAIl), and innovation adoption, hypothesizing that

personality alone can influence innovation adoption and PAI. Then the research

discusses the methodology used to test the hypotheses, evaluates the results

and points out limitations and further discussion concerning the topic.
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Chapter 2 Literature Review

In investigating the personality factor in the innovation adoption as in the
case of Uber usage Taiwan, the thesis employs the Five Factor Model (FFM)
of personality (McCrae & Costa, 1999) and PAI, firstly introduced by Rogers in
1962 (Rogers, 1983). The purpose of this research is to provide new startups
with an idea about what influence people’s decision to use an innovative
product? Is this adoption behavior based on the perceived attributes of a new
product? Or is the behavior the result of potential consumers’ personality
difference? By choosing Uber as a case on the innovation adoption in Taiwan,

the research seeks to find out the answers to those questions.

2.1.1 Perceived attributes of innovation

DOI has been one of the major theories in examining the spreading
process of how an innovation finds its way from early adopters to the majority
of people. Rogers (1995) suggested that PAI, or perceived characteristics of
innovation that he had used interchangeably in his discussion of the diffusion

theory, are important in explaining the diffusion of an innovation.
9
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In Diffusion of Innovations Fourth Edition (1995), Rogers maintained that

the five PAI are relative advantage, compatibility, complexity, trialability, and

observability, and each is associated with the rest four and yet are conceptually

different. Relative advantage is the degree to which an innovation is perceived

as being better than the idea it supersedes (p. 212). Compatibility is the degree

to which an innovation is perceived as consistent with the existing values, past

experiences, and needs of potential adopters. This includes compatible or

incompatible (1) with sociocultural values and beliefs, (2) with previously

introduced ideas, or (3) with client needs for the innovation (p. 224). Complexity

is the degree to which an innovation is perceived as relatively difficult to

understand and use (p. 242). Trialability is the degree to which an innovation

may be experimented with on a limited basis (p. 243). Observability is the

degree to which the results of an innovation are visible to others (p. 244).

The classic five PAI have later been extended and combined with PEOU

and PU, evolving into eight perceived characteristics of innovation that would

include voluntariness, image, relative advantage, compatibility, ease of use,

trialability, result demonstrability, and visibility (Moore & Benbasat,1991).

10
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2.1.2 PAl and innovation adoption

Although the five classic PAI captured the essence of how innovation can

be viewed. Not all five elements have an equal influence in terms of innovation

adoption. In a research on the use of e-appointment scheduling (EAS) services

in a primary health care clinic in Australia, it was found out that only perceived

relative advantages, complexity, compatibility, and trialability were related to

the adoption of the EAS services (Zhang, Yu, Yan, & Spil, 2015).

While studying user adoption of Amazon Go, Kras (2018) identified relative

advantage, compatibility, and complexity as having direct relationships with

innovation adoption, concluding that compatibility and relative advantage were

positively related to adoption whereas complexity was negatively related to

adoption.

Van Slyke, Belanger, and Comunale (2004) also recognized relative

advantage, compatibility, and complexity as the most relevant variables in

terms of innovation adoption in the diffusion researches. Besides, Yi, Fiedler,

and Park (2006) indicated that relative advantage, complexity, and compatibility

are “the only innovation characteristics consistently related to innovation

adoption and implementation.”

11
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In addition to the three key variables concerning innovation adoptions,

trialability is considered appropriate when non-adopters of innovation are

considered (Min et al., 2018). Since the thesis aims to research both users and

non-users of an innovation, trialability is added in as a variable as a result.

Because observability has been broken into two concepts, its discussion

would involve implications on result demonstrability and visibility, making the

study on observability alone complicated. The thesis excludes observability for

clarity reason.

Hence, the research focuses on relative advantage, compatibility,

complexity, and trialability, all of which are as perceived, and proposes that

H1: The perceived relative advantage of Uber is positively related to its usage.

H2: The perceived compatibility of Uber is positively related to its usage.

H3: The perceived trialability of Uber is positively related to its usage.

H4: The perceived complexity of Uber is negatively related to its usage.

2.2.1 Personality traits

An innovation is an idea, practice, or object that is perceived to be new by

an individual (Flight, D’Souza, & Allaway, 2011). In other words, the perception

of innovations stems from the eyes and minds of their beholders. To develop

12
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an innovative product without investigating people’s mind would leave a crucial

part of innovation adoption unattended.

The FFM of personality has been known as offering a parsimonious

taxonomy, while many other studies in applied psychology tend to provide

exhaustive examinations that led to hundreds of personality traits (Barnett,

Pearson, Pearson, & Kellermanns, 2015). The FFM labels neuroticism,

extraversion, openness to experience, agreeableness, and conscientiousness

as major personality traits of individuals. A brief view of the five personality traits

is as below:

Table 1. FFM personality traits & characteristics

Personality traits

Characteristics

Extraversion

e Energetic?
e Risk-taking?
e Assertive®
e Confidentd

Agreeableness

e Altruistic®
o Cooperative®
e Tend to trust®

e Modest®
Conscientiousness e DeliberateP
e Diligent¥

e Persevering®
e Achievement-oriented?

Neuroticism e Moody"
e Fearful®
e AnxiousP
e Stressed
13

DOI:10.6814/NCCU201900593



(Continued from Table 1)
Openness to experience

Imaginative®
Curious?

Willing to learnf
Variety-seeking?

aAnic (2007). PAslan & Cheung-Blunden (2012). °Ciavarella, Buchholtz,
Riordan, Gatewood, & Stokes (2003). 9Kolb & Griffith (2009). éLahti, Raikkonen,
Lemola, Lahti, Heinonen, Kajantie, Pesonen, Osmond, Barker, & Eriksson
(2013). 'Matzler & Mueller (2011). 9McCrae et al. (1999). "Michikyan,
Subrahmanyam, & Dennis (2014). ‘Moutafi, Furnham, & Tsaousis (2005).

2.2.2 Personality traits and innovation adoption

Studies on early adopters suggest that personality traits might explain the
reason why some people adopt innovations earlier than others. For example,
those who adopt early tend to have higher aspirations for education and have
greater rationality than later adopters, which can be related to
conscientiousness and openness to experience (Cisternas-Godoy, 2016).

Barnett et al., (2015) tested direct relationships between the Big Five
personality traits and technology use of a web-based classroom technological
system and discovered that conscientiousness demonstrated a positive
association with the actual use of technology, while agreeableness had “no
relationship” with the actual use of technology. Their results on neuroticism
showed that the more emotional people are, the less likely they are to adopt

new technology. Another research on the adoption behavior of computer-based

14
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learning identified openness to experience, conscientiousness, and

extraversion as having strong significance over adoption (Khan, lahad and

Miskon, 2014).

On the contrary to the three personality traits — openness to experience,

conscientiousness and extraversion — that were often associated positively with

innovation adoption, neuroticism showed a negative relationship with adoption.

Aside from the research by Barnett et al. (2015), a study on e-book adoption

discovered that people with the trait of neuroticism, which is linked with fearful

and anxious towards innovations, seemed to avoid using the electronic format

of publications. Rather, they were more comfortable with traditional printed

books (Bansal, 2011). Another study on the adoption of Google glasses also

showed that neurotic people were more nervous and worrying than those

whose emotions were relatively stable. In general, neurotic individuals were

less likely to adopt smart glasses (Rauschnabel, Brem, & Ivens, 2015).

Following this line of discussion, the thesis chooses to include

conscientiousness, openness to experience, extraversion, and neuroticism as

key constructs in measuring personality traits’ relationships with Uber usage.

Hypotheses concerning personality and the usage are as below:

H5: The more conscientious people are, the more they are going to use Uber.

15
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H6: The more open to experience people are, the more they are going to use

Uber.

H7: The more extraverted people are, the more they are going to use Uber.

H8: The more neurotic people are, the less they are going to use Uber.

2.2.3 Personality traits and PAI

The thesis argues that people are the true determinant of innovation

adoption, as opposed to the innovation-oriented diffusion theories, and seeks

to explore further whether personality differences would lead to divisive

perceptions of those PAI.

Relative advantage

Relative advantage is the extent to which an innovation is perceived as

being better than its precursor (Linton & Walsh, 2013) and is referred to as the

benefit of adopting the new technology when compared to its cost (Mohr,

Sengupta, & Slater, 2009).

It takes diligent efforts and deliberation to compare and decide whether an

innovation is indeed better than the previous ones. Therefore, the thesis

predicts that

16
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H9: The more conscientious people are, the more they find out the relative

advantage of Uber.

People who are open to experience tend to seek variety and are

intellectually curious. They are willing to think about new ideas and

unconventional values. Open people also tend to hold a positive attitude

towards learning new things (Matzler et al., 2011). Relative advantage is gained

through the comparison between at least two products, whereas variety-

seeking means to prefer having more than one choice. Therefore, it can be

predicted that it takes less effort for variety-seeking people to find out and

distinguish a product’s relative advantage among an array of competing ones.

The thesis suggests that

H10: The more open to experience people are, the more they find out the

relative advantage of Uber.

Extraversion is linked to being active and risk-taking (Anic, 2007).

Extraverts work quickly, tend to lack patience, and have relatively short

attention spans (Lynch & Chernatony, 2007). Relative advantage is usually

found in an innovation that improves the efficiency of work or reduces the

operational cost (Chen & Zhang, 2016). Therefore, it can be inferred that

extraverts tend to recognize the relative advantage more easily than other

17
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people. Their lack-of-patience nature will propel them to constantly on the

lookout for more efficient, cost- and time-saving options. The research

hypothesizes that

H11: The more extraverted people are, the more they find out the relative

advantage of Uber.

Neuroticism, anxiety, and fearfulness have been linked together (Panitz,

Sperl, Hennig, Klucken, Hermann, & Mueller, 2018) in the context of innovation

literature. Previous studies mentioned in section 2.2.2 have indicated a

negative link between neuroticism and innovation adoption. Hence, the

research predicts a negative relationship between neuroticism and of relative

advantage. The thesis hypothesizes that

H12: The more neurotic people are, the less they find out the relative advantage

of Uber.

Compatibility

Compatibility has been defined as closely linked to relative advantage in

innovation studies. While relative advantage is the incremental benefit to be

gained by using one innovation over its alternatives, compatibility is the extent

to which an innovation is compatible with the user's prior experiences (Davis,

2003).

18
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Because compatibility is a closely-knit construct with relative advantage,

the thesis proposes that relationships between the four personality traits and

relative advantage might also exist in the case of compatibility. The study

hypothesizes that

H13: The more conscientious people are, the more they perceive Uber as

compatible with existing products.

H14: The more open to experience people are, the more they perceive Uber as

compatible with existing products.

H15: The more extraverted people are, the more they perceive Uber as

compatible with existing products.

H16: The more neurotic people are, the less they perceive Uber as compatible

with existing products.

Trialability

Trialability is whether an innovation offers the possibility to be trialed and

experimented before adoption (Sanson-Fisher, 2004). In the context of Uber

usage, which combines APP and riding experience, conscientious consumers

are the group of people who are more likely to go to the extra mile to install the

APP, register an account and then get experimental rides. The diligent nature

of conscientious people might help them perceive Uber as more trialable than

19
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those who don’t bother to research the product at all. Hence, the thesis

suggests that

H17: The more conscientious people are, the more they perceive Uber as

trialable.

Trialability involves experiment with new things. Openness to experience

has curiosity and broad-minded as two of its major characteristics (Ciavarella

et al., 2003). People who are curious and broad-minded are more open to

experimenting with innovations. The thesis argues that

H18: The more open to experience people are, the more they perceive Uber as

trialable.

Trialability, which is associated with the experiment, can also be attractive

to extraverted potential consumers as they are active (Ciavarella et al., 2003).

Willing to take actions to experiment with an innovation may help them find out

the trialability more easily. The thesis proposes that

H19: The more extraverted people are, the more they perceive Uber as trialable.

Neuroticism is characterized as anxious, having phobias, worrisome, and

stressful (Ahmad, Ganaie, & Suhial, 2015), it is not difficult to figure out that

neurotic people, due to their phobias towards new inventions, may not be bold

enough to try out new products, thus not being able to find out whether a new

20
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product is trialable. The thesis suggests a negative relationship between

neuroticism and trialability, indicating that

H20: The more neurotic people are, the less they perceive Uber as trialable.

Complexity

Complexity is the perceived difficulties that people may encounter when

seeking to understand and use technology (Shihab, Meilatinova, Hidayanto, &

Herkules, 2017).

While conscientious people may also find an innovation complex, they are

less likely to become troubled by it. Rather, due to their persevering nature

(Ciavarella et al., 2003) they are likely to wade through difficulties and

complexity as they investigate the new product. In light of this, the thesis

suggests a negative relationship between conscientiousness and complexity

and hypothesizes that

H21: The more conscientious people are, the less they are daunted by the

complexity of Uber.

Complexity of an innovative product can be perceived as less of an issue

for people who are curious and have an appetite to learn, which are important

properties of openness to experience. Despite they may also perceive an

innovation as complex, their positive attitude towards learning (Matzler et al.,

21
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2011) would not allow them to become intimidated by the complexity. Therefore,

the thesis hypothesizes that

H22: The more open to experience people are, the less they are daunted by

the complexity of Uber.

Extraversion is linked to assertiveness (Ciavarella et al., 2003). Assertive

people are confident (Kolb et al., 2009). Though they may see an innovation as

complex, they are less likely to feel intimidated by it. The study proposes that

H23: The more extraverted people are, the less they are daunted by the

complexity of Uber.

Anxious, neurotic people (Aslan et al., 2012) and easily stressed (Moutafi

et al., 2005) may find investigating, trialing or using an innovation a stressful

thing to do, thus perceiving it as more complex than people who are

comparatively less neurotic. Hence, the thesis proposes that

H24: The more neurotic people are, the more they are daunted by the

complexity of Uber.

Demographics and innovation adoption: H25 & 26

In the innovation adoption case of Uber, gender difference emerged to be

a factor predicting adoption behavior. A study on Uber adoption in Bangladesh
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and Pakistan discovered that women were more likely to take Uber than men

because Uber showed a better safety record than other local taxi services. Uber

also allowed passengers to designate their preferred drivers, so women can

choose female drivers as they want, thus leading more women to be willing to

use Uber compared with men (Zafar & Rahman, 2018).

Therefore, the thesis would like to find out whether gender also plays a role

in Uber usage in Taiwan and hypothesizes that

H25: Gender difference will influence Uber usage.

Also, a study on ride-hailing services (such as Uber) in California showed

that people with higher income are more likely to use the services than

individuals with lower or medium-income level (Alemi, Circella, Handy, &

Mokhtarian, 2018)

The thesis wants to test if Taiwan is the same in terms of the relationship

between Uber usage and income level and predicts that

H26: The higher the monthly disposable income, the more they will use Uber.
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The research structure is shown below, and a full list of hypotheses is in Table 2.

Demographics

\
e Gender J

e income

KPAI \

e Relative Uber usage ]
advantage

e Compatibility A
Personality traits e Trialability
o Conscientiousness K’ Complexity )
e Openness
e Extraversion
e Neuroticism

Table 2. List of hypotheses

PAI and innovation adoption

H1: The perceived relative advantage of Uber is positively related to its adoption.
H2: The perceived compatibility of Uber is positively related to its adoption.
H3: The perceived trialability of Uber is positively related to its adoption.
H4: The perceived complexity of Uber is negatively related to its adoption.
Personality traits and innovation adoption

H5: The more conscientious people are, the more they are going to use Uber.
H6: The more open to experience people are, the more they are going to use Uber.
H7: The more extraverted people are, the more they are going to use Uber.
H8: The more neurotic people are, the less they are going to use Uber.
Personality traits and PAI-- Relative advantage

H9: The more conscientious people are, the more they find out the relative
advantage of Uber.

H10: The more open to experience people are, the more they find out the
relative advantage of Uber.

H11: The more extraverted people are, the more they find out the relative
advantage of Uber.

H12: The more neurotic people are, the less they find out the relative
advantage of Uber.
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(Continued from Table 2)
Compatibility

H13: The more conscientious people are, the more they perceive Uber as
compatible with existing products.

H14: The more open to experience people are, the more they perceive Uber
as compatible with existing products.

H15: The more extraverted people are, the more they perceive Uber as
compatible with existing products.

H16: The more neurotic people are, the less they perceive Uber as
compatible with existing products.

Trialability

H17: The more conscientious people are, the more they perceive Uber as trialable.
H18: The more open to experience people are, the more they perceive Uber as trialable.
H19: The more extraverted people are, the more they perceive Uber as trialable.
H20: The more neurotic people are, the less they perceive Uber as trialable.

Neuroticism

H21: The more conscientious people are, the less they are daunted by the
complexity of Uber.

H22: The more open to experience people are, the less they are daunted by
the complexity of Uber.

H23: The more extraverted people are, the less they are daunted by the
complexity of Uber.

H24: The more neurotic people are, the more they are daunted by the
complexity of Uber.

Demographics and Uber usage

H25: Gender difference will influence Uber usage.
H26: The higher the monthly disposable income, the higher the chances they
will use Uber.
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Chapter 3 Methodology

This research was conducted through mixed methods, combining a closed-

ended quantitative survey and open-ended, structured qualitative interviews.

This allowed the study to gain a better understanding of the research topic, as

personality, or the human mind, is a complex issue to comprehend.

3.1 Data collection and sample

In the quantitative part, an online survey was conducted using snowball

sampling, meaning that the questionnaires were first distributed to the author’s

contacts then spread out to the networks of those contacts. In addition to

snowballing, the survey was also posted on social media, such as online

graduate student communities on Facebook. A total of 337 questionnaires were

collected. All questionnaires were filled out completely, and no missing data

was found.

In the qualitative part, the author selected four participants, two had used

Uber before the in-depth interviews, and two had never tried. Two of them were
26
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graduate students at National Chengchi University, both of whom heard about

Uber and are Uber users. The third interviewee had a research background in

transportation issues. The fourth one was a cram school teacher. They were

given open-ended questions corresponding to research hypotheses. Questions

are listed in appendix 1.

3.2 Measures

This research drew on three ready-made measurement scales, built for

personality traits and PAI, respectively. Modification of those scales was being

made to fit the research purpose of the thesis.

3.2.1 Personality traits

The FFM of personality developed for itself the “Big Five Inventory,” whose

copyright was held by Berkeley Personality Lab (The Big Five Inventory, 2007).

The Lab offered several language versions of the personality test in the form of

the 5-point Likert scale and allowed academic use for free. The thesis took

advantage of the Chinese version of the scale then altered it into a

measurement tool to evaluate the personality traits of Uber users, including

conscientiousness, openness to experience, extraversion, and neuroticism.

27

DOI:10.6814/NCCU201900593



3.2.2 PAI

Two existing scales previously developed for PAl-related researches were

employed to form the thesis’ measurement part that tested respondents’

perceptions towards the attributes of Uber.

To obtain better knowledge about consumer product and marketing

management, Flight et al. (2011) developed a comprehensive 43-item scale

that measured 15 unigue innovation characteristics, with the help of data

collected from 628 respondents.

Moore et al. (1991), on the other hand, investigated users’ adoption of

Personal Work Stations and created a 38-item measurement instrument that

comprised eight PAI, based on Rogers’ classic five (1995). They added

voluntariness, image, and ease of use while replacing observability with

visibility and result demonstrability.

Based on the three measurement scales, this research formed a 39-item

scale that measures Uber usage behavior, personality traits, and PAIl. And

since Uber usage is a continuous behavior, it was measured by frequency of

LT

use over the past year. The response category included “never,” “1-5 times,”
“6-10 times,” “11-15 times,” “more than 15 times.” Personality traits and PAI

were measured by the 5-point Likert scale, ranging from 1 (strongly disagree)
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to 5 (strongly agree). Each construct of personality trait and PAI was measured

with four questions.
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Chapter 4 Results

This chapter details the quantitative and qualitative results of the research.

The first section provides a demographic overview of the respondents. The

second section presents the measurement validation detailing the reliability of

constructs used to test the proposed relationships. The third section examines

hypotheses employing multiple linear regression analysis, with the support of

gualitative interviews.

4.1 Demographic profile

Of all 337 responses collected, non-Uber users accounted for 43.3 percent

of the sampled population, whereas Uber users took up the rest 56.7 percent.

The majority of users reported that they took Uber 1-5 times over the past year

(31.5 percent). Most of the Uber adopters spent less than NT$500 using the

service over the same period (19 percent). Female respondents constituted

72.1 percent of the sample, while male respondents accounted for 27.9 percent.

Some 49 percent of the total respondents were aged 21-39 years old, although

people between 40-59 years old also took up 43.3 percent of the total sample.
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Up to 73.9 percent of the respondents said they live in Taipei. About half of the

people (50.4 percent) owned a bachelor's degree or equivalent, while those

who owned a master’s degree or above also accounted for 31.2 percent of the

total population. Almost half of the respondents (49.6 percent) reported that

over NT$30,000 is at their disposal per month. Another 22.6 percent said

NT$10,001- NT$20,000, 16.3 percent of them said NT$10,000 and below, and

11.6 percent estimated their monthly disposable income to be NT$20,001-

NT$29,999. Table 3 details the demographic results.

Table 3. Demographic profile

Respondents Percentage

Gender

Male 94 27.9

Female 243 72.1
Age

20 and below 8 2.4

21-39 165 49

40-59 146 43.3

60 and above 18 5.3
Educational Level

Junior high school and below 2 0.6

Senior high school or equivalent 59 17.5

University or equivalent 170 50.4

Graduate school 105 31.2

Others 1 0.3
Monthly disposable income

NT$10,000 and below 55 16.3

NT$10,001- NT$20,000 76 22.6

NT$20,001- NT$29,999 39 11.6

NT$30,000 and above 167 49.6
Residence

Taipei 249 73.9

Taichung 20 5.9

Kaohsiung 26 7.7

Others 42 12.5

Note: The total percentage of monthly disposable income became 101 percent due
to rounding.
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4.2 Measurement Validation

Validation of the measurements was evaluated based on individual
indicator reliability and construct reliability. Factor analysis was used to check
the loading value of each indicator. An indicator can be viewed as part of a
construct when its loading value is =2.707, but values between .4 and .7 are
allowed if it helps improve content validity (Sanchez & Sahuquillo, 2016). In this
research of Uber usage, three items concerning openness to experience,
compatibility, and trialability had loading values below .5 and were removed to
enhance indicators’ validity.

Construct reliability was assessed employing Cronbach’s Alpha. All
Cronbach coefficient alpha values, except conscientiousness, were higher than
the threshold of .7. Konduri, Gupchup, Borrego, and Worley-Louis (2006)
pointed out that a reliability coefficient of .7 is considered acceptable, but

reliabilities of .5 to .7 can also be sufficiently reliable.

Table 4. Measurement Validation

Constructs and indicators Factor Cronbach’s
Loading Alpha
Conscientiousness .641
Deliberate 529
Diligent 774
Persevering 779
Achievement-oriented 680
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(Continued from Table 4)
Openness to experience

Imaginative
Curious
Willing to learn
Extraversion
Energetic
Risk-taking
Assertive
Confident
Neuroticism
Moody
Fearful
Anxious
Stressed
Relative Advantage
Time-saving
Cost-saving
Efficiency-improving
Self-image enhancing
Compatibility
Acceptable in society

Compatible with existing lifestyle

Compatible with the lifestyle longed for

Trialability
Can be trialed for free

Offers lots of opportunities to try

Can be fully trialed
Complexity
Difficult to use
Takes a long time to learn

Requires previous knowledge to learn

Difficult in design

.769
.856
.805

.695
674
.831
.855

787
.592
.886
.868

797
.740
877
.689

.785
.945
931

.875
.895
915

.862
.886
782
.887

.738

.763

.793

.780

.865

.876

877
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4.3 Data analysis

Multiple linear regression analysis was employed to analyze the data for

two main reasons. Firstly, personality trait is not mutually exclusive as

everybody owns more than one trait. Secondly, the decision of Uber usage is

more of an aggregate result after all viewing and reviewing all attributes of an

innovation. An adoption behavior is hardly the consequence of evaluating only

one PAI. Therefore, to investigate whether personality differences and PAI lead

to the usage of Uber and whether these personality traits lead to divisive

perceptions towards the attributes of Uber, multiple regression serves as an

appropriate analyzing tool.

The 26 proposed hypotheses were divided and tested in groups, as shown

in this section. Bivariate correlations were first conducted to each group before

the multiple regression analysis. The results were shown as below. To save

space, in Table 5 Uber usage is abbreviated as Uber, conscientiousness as

CN, extraversion as EV, openness to experience as OP, neuroticism as NR,

relative advantage as RA, compatibility as CP, trialability as TR, and complexity

as CX.
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Table 5. PAI, personality traits and Uber usage correlations

Uber | CN | EV ] OP | NR | RA | CP | TR | CX

1
Uber  Pearson | 1727 1200 2567 -1687 4417 6167 5887 -.468"

Correlation

Sig. (2- 002 02711 000l 002 000 000 000 oo00f

tailed)

N 3371 3371 3371 3371 337 337 337 337 337
[N Eears"”. 1727 1| 4447 5347 -025| 2857 .1497 2937 -.187"

orrelation

Sig. (2-

s 002 000| 000 643 000 .006| .000] .001

N 3371 3371 337] 337l 337 337 337 337 337
[FV  Pearson 120 4447 1| 433l o011 1951 2087 2017 -.127]

Correlation

Sig. (2- 0271 .000 000 838 .000] .000| .000 .019|

tailed)

N 3371 3371 3371 337 337 3371 3371 337 337
[oP Pearson 256" 5347 433" 1| -2817 20771 2327 340" -.206"

Correlation

tsa'ﬁ’eé)z 000, .000| 000 000, 000 000 000 .000|

N 3371 3371 337] 3371 337l 337 337 337 337
[NR Pearson | eael o5l 011 -281" 1| 054 -064 -072] 1897

Correlation

Sig. (2- 002| 643 838 000 326| 239 189 000

tailed)

N 3371 3371 3371 337 337 337 337 337 337
[RA Pearson 4417 2857 1957 2077 054 1 6577 .6247 -3517

Correlation

Sig. (2- 000 000 .000] 000 326 000, 000 .000|

tailed)

N 3371 3371 337] 337l 337 337 337 337 337
[cP Pearson 6167 14971 2087 2327 -.064 657 1| 7747 -527"

Correlation

Sig. (2- 000 006 .000] .000| 239 .000 000 .oo0l

tailed)

N 3371 3371 337] 337l 337 337 337 337 337
TR Pearson 5887 209371 2017 3407 -072] 6247 774" 1| -518"

Correlation

Sig. (2- 000 .000| .000] .000] .189 .000| 000 000l

tailed)

N 3371 3371 3371 337 337 3371 337 337 337
[CX  Pearson | jeael 1g7 -127] 2067 1897 -.3517 -527° - 5187 1

Correlation

Sig. (2- 000 001 019 .00 .000 .000] .000 .000

tailed)

N 3371 3371 337] 337 337 337 337 337 337

**_Correlation is significant at the 0.01 level (2-tailed).
*, Correlation is significant at the 0.05 level (2-tailed).
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4.3.1 PAI, personality traits, and Uber usage: H1—H8

Hypotheses 1 to 8 tested about PAI and personality traits’ relationships

with Uber usage. Together, the eight variables of PAI and personality explained

43.2 percent of the variance in Uber usage, with an adjusted R Square value at

A432.

Three of the four variables, namely compatibility, trialability, and

complexity, were found to be significant in predicting the usage of Uber in

Taiwan. Compatibility was positively related to Uber usage (B =.349, p <.001).

Trialability was positively related to its usage, with B=.216, p <.05. Complexity

was negatively related to its usage, with p = -.138, p < .05.

The statistically supported hypotheses meant that perceptions towards the

perceived compatibility and trialability of Uber were positively related to its

usage, whereas complexity was negatively related to Uber usage.

Concerning the relationship between compatibility and Uber usage, D.L., a

researcher on Taiwan’s transportation regulations and a non-Uber user,

commented:

People who are already accustomed to dialing 55688 (a ride-hailing service

provided by Taiwan Taxi) might think that Uber is as convenient as 55688,

and therefore, are willing to use Uber.
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The statement of “as convenient as” can be seen as a claim that supported

the perceived compatibility of Uber.

Personality-wise, quantitative, and qualitative analyses produced mixed results.

Quantitative results showed that no relationships were found between the four

personality traits and the usage behavior of Uber (Table 6). However, in-depth

interview suggested that extraversion is likely to be linked positively with Uber usage.

Rendering her thoughts as to the kind of people who would use Uber, L.K.,

an Uber user and a graduate student, said:

I think it must be extraverts who are more likely to use Uber. Since there are

still some disputes about Uber, if you are not comfortable enough, you

wouldn’t use it. There are conflicts about licenses and with other taxi drivers.

Also, extraverted people are those who are comfortable with sharing

personal information with Uber and other taxi companies. You have to share

with them your information like credit card numbers. So, it has to be risk-

taking people or something like that.
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Table 6. PAI, personality traits, and Uber usage: H1I—HS8

Hypotheses Coeff.(B) t-value Sig. Supported
H1 Relative advantage .029 505 614 No
H2 Compatibility 349 4781 .000 Yes
H3 Trialability 216 3.038 .003 Yes
H4 Complexity -.138 -2.724 .007 Yes
H5 Conscientiousness 018 . 343 132 No
H6 Openness to experience -073 -1.518 130 No
H7 Extraversion .064 1.185 237 No
H8 Neuroticism -.087 -1.939 053 No

a. Adjusted R square = 432
b. Dependent variable: Uber usage

4.3.2 Personality traits and relative advantage: H9—H12

Hypotheses 9, 10, 11, and 12 propose possible relationships between the
four featured personality traits and the perceived relative advantage of Uber.

In total, the four personality traits (conscientiousness, openness to
experience, extraversion, and neuroticism) explained 8.5 percent of the
variance in how people perceived the relative advantage of Uber, with an
adjusted R Square value of .085. Of the four traits tested, conscientiousness
was found to be significantly related to relative advantage, with B =.211, p <
.05. Therefore, hypothesis 9 was statistically proven valid: The more

conscientious people are, the more they find out the relative advantage of Uber.

Table 7 details the results.
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Table 7. Personality traits and relative advantage: H9—H12

Hypotheses Coeff. (B) t-value Sig. Supported
H9 Conscientiousness 211 3.259 .001 Yes
H10 Openness to experience .060 986 .325 No
H11 Extraversion .092 1.326 174 No
H12 Neuroticism .084 1.521 .129 No

a. Adjusted R square =.085
b. Dependent variable: relative advantage

Speaking of why conscientious people can recognize that there are relative
advantages about Uber, D.L. commented:
People who are fussy and attend to details are more likely to find out the
relative advantage of Uber when compared with local taxis.
Attention to details, as noted by the interviewee, is a common property
shared by conscientious people. This means that conscientious people are

more likely to discover the relative advantage of Uber.

4.3.3 Personality traits and compatibility: H13—H16

Hypotheses 13, 14, 15, and 16 predict possible relationships between
personality traits and the perceived compatibility of Uber. The explanatory
power of personality traits to predict the variance in the compatibility of Uber
was 5.7 percent, as the adjusted R Square value was at .057. Two of the four

personality traits were significantly related to the compatibility of Uber.
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Openness to experience was positively related to the compatibility of Uber (B =

.136, p <.05), and extraversion was also positively related to compatibility, with

B=.170, p <.05. Hypotheses 14 and 15 were supported, showing that the more

open to experience or extraverted people are, the more they can perceive Uber

as compatible with existing products in the market, for instance, local taxis.

Table 8 details the results of the hypotheses.

Table 8: Personality traits and compatibility: H13—H16

Hypotheses Coeff. (B) t-value Sig. Supported
H13 Conscientiousness -.003 -.042 967 No
H14 Openness to 136 2.201 .028 Yes
experience
H15 Extraversion 170 2.469 .014 Yes
H16 Neuroticism -.018 -.322 .748 No

a. Adjusted R square = .057
b. Dependent variable: compatibility

A positive relationship was also found between openness to experience and

compatibility as Uber user, L.K, pointed out:

Tech-savvy people will find about the compatibility of Uber. Because they

are willing to learn about technology, feel comfortable using it and thus can

tell about the compatibility of Uber more easily than other people.

A willingness to learn new stuff has been associated as one of the important

characteristics of openness to experience (Matzler e. al., 2011).
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4.3.4 Personality traits and trialability: H17—H20

Hypotheses 17, 18, 19, and 20 suggest personality traits’ possible

relationships with the perceived trialability of Uber. Personality traits accounted

for 13.9 percent of the variance in the trialability of Uber, with an adjusted R

Square value at .139. Two of the four personality traits were shown to be

significantly related to the PAI. Openness to experience was positively related

to the trialability of Uber (B = .148, p < .05). Extraversion was also positively

related to trialability, with $=.212, p <.05.

Thus, Hypotheses 18 and 19 were quantitively supported, meaning the

more open to experience or extraverted people are, the more they can view

Uber as trialable as an innovation. Table 9 details the results of the hypotheses.

Table 9: Personality traits and trialability: H17—H20

Hypotheses Coeff. (B) t-value Sig. Supported
H17 Conscientiousness 114 1.812 071 No
H18 Openness to .148 2.516 .012 Yes
experience
H19 Extraversion 212 3.228 .001 Yes
H20 Neuroticism -.011 -.202 .840 No

a. Adjusted R square =.139
b. Dependent variable: trialability

Openness to experience and perceived trialability was also found to be

positively related as T.T., a graduate student and an Uber user, commented:
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The first time | tried Uber was not out of necessity. | was just interested in it.

Just curious. | later found out that it was kind of convenient, and then | grew

to have a preference of it over other taxi services.

Curiosity is linked to the personality trait of openness to experience (McCrae

et al., 1999).

4.3.5 Personality traits and complexity: H21—H24

Hypotheses 21, 22, 23, and 24 suggest the possible relationships between

personality traits and the perceived complexity of Uber. Personality traits

explained 6.4 percent of the variance in the complexity of Uber, with an adjusted

R Square at .064.

Of all the personality traits, neuroticism was found to be significantly related

to the PAI, with B = -.165, p < .05. Hypothesis 24, which predicts that

neuroticism is positively related to the complexity of Uber, was proven valid.

The result showed that the more neurotic people are, the more they perceive

the complexity of Uber as too daunting to cope with. It meant that neurotic

people were more likely to see installing mobile APPs, registering an account,

getting acquaintances with the GPS, then finally hailing a car as too

complicated to adopt. The statistical result was also consistent with a qualitative
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interview, in which an interviewee mentioned that being timid can hold people
back from using Uber. K.J., a non-Uber user, commented:
I think timid people may hold a reserved attitude toward Uber adoption.
Timid is also one of the characteristics of neuroticism (Hurley, 2010). Table

10 details the results of the hypotheses.

Table 10: Personality traits and complexity: H21—H24

Hypotheses Coeff. (B) t- Sig. Supported
value
H21 Conscientiousness -.124 -1.897 .059 No
H22 Openness to -.041 -.675 .500 No
experience
H23 Extraversion -.075 -1.097 273 No
H24 Neuroticism 165 2.951 .003 Yes

a. Adjusted R square = .064
b. Dependent variable: complexity

4.3.6 Demographics and Uber usage: H25 & H26

Hypotheses 25 and 26 suggest that gender and monthly disposable
income may also influence people’s decision to use Uber. Demographics
explained 4.6 percent of the variance in Uber usage, with an adjusted R Square
value at .046. Both gender and monthly disposable income were shown to be
significantly related to Uber usage. Gender difference influenced Uber usage

(B =-.194, p <.001), with male respondents (coded as 1) being the majority of
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users. Monthly disposable income was also positively related to Uber usage,

with B=.116, p <.05. Table 11 details the results of the hypotheses.
Table 11: Demographics and Uber usage: H25 & H26

Hypotheses Coeff. (B) t-value  Sig. Supported
H25 Gender -.194 -3.633 .000 Yes
H26 Monthly disposable 116 2.179 .030 Yes
income

a. Adjusted R square = .046
b. Dependent variable: Uber usage

A qualitative interview with a female non-Uber user explained the gender

difference in Uber usage. K.J., a cram school teacher and Non-Uber user, said:

I would consider credibility and safety issues. Whether the use of Uber is

protected by the government is very important. For women, safety is the

primary concern. In the early days, it was unsafe for females to take taxis,

especially after Peng Wan-ru (E%i4l, a prominent women movement figure

in Taiwan) was killed while taking a taxi ride. It was terrifying. It is better for

women to choose a taxi company that has earned government approval. But

as to Uber, | would ask: what it is? With doubts in my mind, | would not take

risks and use Uber.

An interview also supports a positive relationship between monthly

disposable income and Uber usage. D.L., the non-Uber user, commented:
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People who are highly paid may use Uber more. Uber drivers would wait for

you like private car chauffeurs, and not turn away and just leave if you are

late.

4.4 Qualitative results

Most of the qualitative results were consistent with quantitative analysis,

and there are two things worth mentioning. Firstly, while multiple regression

analysis did not show relationships between personality traits and Uber usage,

a qualitative interview suggested that extraverted people were more likely to

take Uber. Secondly, albeit not addressed in hypotheses, interviewees pointed

out the needs of various kinds as a motivation to use Uber.

K.J., a non-Uber user, said:

I's not necessarily about personality traits; it's more about necessity. Let’s

say people who live in arural area and have a certain need for transportation.

It might not be possible for them to grab a taxi on the roadside and go, and

this is where Uber comes to mind.

She also mentioned the need for privacy as a motivation to use Uber:

People with a greater need for privacy might find out the differences (the

relative advantage and compatibility) between an Uber and existing products

since they are always searching for transportation tools that better protect
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their privacy. Take Han Bing, daughter of Kaohsiung mayor. One day she

was caught off guard and taken pictures by a stranger as she got off a taxi.

She might want to find an alternative way to transport, rather than taking the

local taxis.

T.T., an Uber adopter, commented:

Those people who have a constant need to travel by taxi or the alike would

notice the relative advantage/compatibility of Uber. People who only take a

taxi once in a while would not recognize the differences between the two. My

mother, for example, is now an Uber user as she grew older and no longer

rides a motorcycle. She noticed that Uber offers a lot of discounts, and she

can tell which one saves more money.
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Chapter 5 Discussion

The purpose of this study is to investigate the roles of personality traits in
Uber usage and the perception of innovation attributes. The thesis
hypothesizes that people have the final say in using an innovation. Multiple
linear regression analysis and qualitative interviews were used to test the 26

proposed relationships, and results were detailed in Chapter 4.

5.1 Summary of findings

The first finding is that the adjusted R-square values explaining the
variance in Uber usage and PAl were low as presented in Chapter 4. Chatterjee,
Singh, Goyal, and Gupta (2015) explained the low R-squared values and
adjusted R-squared values, arguing that human behaviors are hard to predict.
They pointed out that if the R-square values are low but have statistically
significant predictors, one can still draw important conclusions based on the

data results.
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5.1.1 PAIl and innovation adoption

When all four PAI (relative advantage, compatibility, trialability, and

complexity) were counted in as independent variables in multiple regression

analysis, all were predictors to the dependent variable of Uber usage, except

relative advantage (B =.029, p > .05).

The reason that relative advantage failed to predict a relationship with

innovation adoption can be explained by Tornatzky and Klein (1982), who

claimed that relative advantage is a reduplicative notion to compatibility (Lin &

Li, 2014). This could mean that for those people who have a habit of using

mobile phones for various functions, Uber is just another taxi service with APPs

and is no different from other products, for example, Taiwan Taxi, one of the

leading cab services in Taiwan. As a result, the relative advantage of Uber was

not being distinguished as an attribute.

5.1.2 Personality traits and innovation adoption

The results in Chapter 4 showed mixed results as qualitative analysis

disproved all hypotheses concerning personality traits and Uber usage, while

qualitative interview said that extraversion might be linked to innovation

adoption. Hence, there is no concrete conclusion as to whether personality

48

DOI:10.6814/NCCU201900593



traits have, or do not have an influence on innovation adoption, and this

requires more researches.

5.1.3 Personality traits and PAI

Relative Advantage

Of all personality traits, only conscientiousness was found to be positively

associated with the perceived relative advantage of Uber (B =.211, p < .05),

meaning that the more conscientious people are, the more they can find out the

relative advantage of Uber.

Therefore, conscientiousness may predict a positive relationship with

relative advantage. Open people’s ability to find out the relative advantage of

an innovation as cited in previous literature could be enlarged. The same thing

happened to their extraverted counterparts. Also, neurotic people’s inability to

find out relative advantage was over-emphasized as the negative relationship

between neuroticism and relative advantage was not significant (8 =084, p >

.05).

Compatibility & Trialability

As expected, both openness to experience and extraversion were

positively associated with the trialability of an innovation, meaning that people
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who are curious, broad-minded, assertive and confident are more likely to

perceive Uber as compatible with existing taxi services. They are also more

likely to view an innovation as trialable in the case of an innovation.

There was no relationship found between conscientiousness and relative

advantage (B = -.003, p > .05). The “fussy and attend to details” comment

provided by non-Uber user D.L. in Chapter 4 may help explain the result. It is

possible that conscientious people are so good at attending to details that they

found only what is different (such as relative advantage) and failed to perceive

the two as compatible with each other.

Neuroticism’s negative relationships with compatibility and trialability were

not significant. Standardized beta coefficient between neuroticism and

compatibility has a value of -.018, p > .05, while the value between neuroticism

and trialability is -.011, p > .05. The findings suggested that just because people

are fearful, phobias, and easily worried does not mean they lack the abilities to

perceive an innovation as something compatible with previous products. Also,

being neurotic does not mean they cannot see a new product as trialable.
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Complexity

Of the four personality traits tested, only neuroticism is significantly related to

complexity (B =.165, p <.05), suggesting that the more neurotic people are, the

more they perceive the complexity of an innovation as daunting.

Although conscientiousness, openness to experience, and extraversion

did show negative standardized beta coefficient values, none of these was

significant enough to prove a negative relationship with the complexity (p > .05).

This meant that those personality traits’ capabilities to overcome the perceived

complexity might be highly stressed in previous studies, and people do feel

daunted sometimes no matter how conscientious, open, or extraverted they are.

5.1.4 Demographics and Uber usage

Both demographic variables of gender and monthly disposable income

were proven to influence Uber usage. But, contradicting to the literature in

Chapter 2 where Zafar et al., (2018) discovered that more women adopted Uber

due to the company’s better safety records in Bangladesh and Pakistan, this

study in Taiwan showed male respondents used more Uber than women did.

Therefore, the gender issue of Uber adoption should be taken into the social

context, and not to be generalized universally.
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5.2 Other findings

5.2.1 Hierarchical regression analysis results

To gain a comprehensive view of the variables’ influences on Uber usage, a

hierarchical regression analysis was conducted, and the results were displayed

in Table 12.

Table 12: Hierarchical multiple regression results on Uber usage

Coeff. (B) t-value Sig.

Model 1
Conscientiousness .065 .996 .320
Openness to experience .013 218 .827
Extraversion .183 2.670 .008
Neuroticism -.116 -2.068 .039

Model 2
Conscientiousness .018 .343 732
Openness to experience -.073 -1.518 .130

(Continued from Table 12)

Extraversion .064 1.185 237
Neuroticism -.087 -1.939 .053
Relative advantage .029 .505 .614
Compatibility .349 4.781 .000
Trialability 216 3.038 .003
Complexity -.138 -2.724 .007

Model 3
Conscientiousness .018 .337 .736
Openness to experience -.073 -1.498 135
Extraversion .057 1.037 .300
Neuroticism -.082 -1.824 .069
Relative advantage .036 .622 534
Compatibility .349 4.744 .000
Trialability 216 3.026 .003
Complexity -.139 -2.741 .006
Gender .018 420 675
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(Continued from Table 12)
Monthly disposable income .047 1.118 .264

a. (Model 1) Adjusted R square= .068
b. (Model 2) Adjusted R square= .432
c. (Model 3) Adjusted R square= .431
d. Dependent variable: Uber usage

Model 1 in Table 12 showed that when the four personality traits were put

together to test their relationship with Uber usage, personality in total explained

6.8 percent of the variance in Uber usage (adjusted R square = .068). Only

extraversion (B =.183, p < .05) and neuroticism (B = -.116, p < .05) were

significantly related to Uber usage.

Model 2 showed that when PAI were added in, the explanatory power was

enhanced to 43.2 percent (adjusted R square = .432). The model indicated that

not a single relationship was found between personalities and Uber usage. The

only factors that predicted Uber usage were compatibility (B = .349, p <.001),

trialability (8 = .216, p <.05) and complexity (8 = -.138, p < .05).

Model 3 showed that when demographic factors (gender and monthly

disposable income) were also counted in, the explanatory power in variance of

Uber usage was slightly lowered to 43.1 percent (adjusted R square = .431),

weakened by the two demographic variables. In model 3, gender and monthly

disposable income became non-significant using hierarchical regression.

Compatibility (B = .349, p <.001), trialability (B = .216, p < .05) and complexity
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(B =-.139, p <.05) remained significant in their relationships with Uber usage,

with values almost unchanged.

On the one hand, compatibility, trialability, and complexity remained to be

powerful predictors in both model 2 and 3. It suggested that no matter how

innovative a new product is, potential consumers still evaluate the innovation

according to how compatible it is with the existing products people have already

been familiar with. They also put heavy emphasis on whether the new product

can be fully trialed, meaning that people would not adopt an innovation just

because it is cutting-edge or fashionable and that a trial process is still required.

The fact that complexity remained a significant antecedent of innovation

adoption pointed to the truth that ease of understanding is highly appreciated,

regardless of how diligent or embracing new ideas a person can be.

On the other hand, relative advantage, conscientiousness, and openness

to experience remained to be non-related to Uber usage in the entire

hierarchical regression analysis. Relative advantage was the only PAI that was

not associated with Uber usage throughout model 2 and 3, meaning that

whether an innovation is perceived as being a better idea than its predecessors

(Rogers, 1995) was less of a concern for people, at least in the case of Uber

usage. People are more likely to adopt something new, if it is compatible with
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their existing knowledge, can be tested and trialed, and is not too difficult to

comprehend.

It is worth noting that the purpose of hierarchical regression analysis is to

present the relative significance of variables (Luo, 2011), when they are

compared side by side. Therefore, the results should not be interpreted as only

certain independent variables can predict the dependent one. Rather, the

results serve as a comparison of the constructs’ influences on Uber usage.

5.2.2 Implications of Q29

The survey results of questionnaire Q29 contradicted the general

assumption that Uber, amidst ongoing controversies in Taiwan, might not be

deemed as socially acceptable. Q29 is one of the four questions designed to

test a relationship between compatibility and Uber usage.

In Q29: “I consider taking Uber as socially acceptable,” a whopping 75.1

percent of the respondents (N= 337) expressed that they “agree” and “strongly

agree” with the statement (Figure 1). Two reasons can explain this. The first

one is the Spiral of Silence (Noelle-Neumann, 1974), meaning that the true

majority of people who viewed Uber as socially acceptable had been keeping

silent when local taxi drivers were taking to the streets. But when people took
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a survey on the condition of anonymity, candid opinions appear. The second
explanation is demographic differences. This online survey is spread mostly to
the thesis author’'s social networks, including graduate students and work
contacts (medical professionals, professors, and opinion leaders in society)
built throughout her career as a reporter. Those respondents could be
independent thinkers who are not easily swayed by social conflicts against Uber,

and thus the high acceptance rate in Q29.

Figure 1. Survey Q29: | consider taking Uber as socially acceptable
Q29: FTEFHEUberis(FE - Bt G EZHY -

150

134 (39.8%)

119 (35.3%)
100

71 (21.1%)
50

5.2 Limitations and further research

Although this research was conducted combining quantitative analysis and

qualitative interviews, limitations were found as there are still aspects left

unattended. First, despite proposing a long list of 26 hypotheses, none of them

addressed the importance of need that had been repeatedly brought up by
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interviewees. As a result, the role of people’s need was not tested, let alone

being supported by statistical methods. Need, or demand, could have played a

crucial part in this innovation adoption study, but now it became a limitation of

the research. Therefore, future researches should address the need.

The second limitation is the low explanatory power of personality traits

towards the variance of Uber usage and towards the PAI. Though the low

adjusted R-square values were being justified by previous scholars, such as

Chatterjee et al., (2015), the research left the author to wonder: If personality is

weak in explaining innovation adoption behavior, what could be strong in

explaining it, in addition to PAI? Further research can be done to resolve this

matter.

The third limitation is sample bias, a major problem of online survey

(Duda & Nobile, 2010). This study was not able to escape unscathed.

Questionnaires of this research were first distributed to the author’'s work

contacts, then spread out through a snowballing process. Therefore, the

sampled populations could be highly homogenous and not representative

enough in society. Demographic information showed that 31.2 percent of the

respondents held a master’s degree and above and that 49.6 percent of them

had their monthly disposable income of over NT$30,000, which is unusual in a
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society where many complained about getting 22K a month. Hence, the
samples themselves became another limitation of this research.

The fourth limitation is the relatively low construct reliability of
conscientiousness (Cronbach’s Alpha = .641), due to the low factor loading of
deliberate, one of the major properties that characterized conscientiousness.
The indicator of deliberate was tested using survey question Q8: I RERI =
EERZHEIE. The question might have been perceived and understood
differently by respondents, causing the low factor loading of the indicator, as
well as the low Cronbach’s alpha of conscientiousness. More accurate wording
in survey questions might help avoid the problem in the future.

The fifth one is in survey Q29. The question asked about the social
acceptability of Uber in Taiwan, which led to the high approval rate of over 75
percent. However, the question should ask about whether Uber is “legally
accepted,” rather than “socially accepted” since most of the debate in Taiwan
lied in the area of laws and regulations. The results of this study could have
been more consistent with the current social atmosphere, if Q29 asked about
“legally accepted” instead.

Last but not least, not all innovations can be treated equally. Innovations
exist in various areas of society, and each is unique. Therefore, relative
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advantage, which was not proven relevant to adoption behavior in this research,

might be tested as significant in other adoption behaviors. Extraversion, which

was tested by multiple regression to be the only personality trait positively

related to Uber adoption, might not be a significant predictor in other innovation

adoptions. Therefore, the generalizability of the case study is itself a limitation

of this research.
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Chapter 6 Conclusion

The research started with the observation that a majority of new

businesses failed because they put so much emphasis on products that they

overlooked the importance of people, their potential consumers. But the

findings suggested that PAI are still major predictors of innovation adoption,

compared with personality traits. And yet, this is not to say that people are not

important. The study discovered that different personality traits might perceive

an innovation differently. Also, people might exert influence on innovation

adoption, when their needs are taken into account.

6.1 Different personality traits tend to view innovations in different ways

Contradicted to previous literature, personality traits were not related to

innovation adoption in this study. However, different personality traits seemed

to perceive innovation attributes in different ways.

Conscientious people were more likely to find out the relative advantage

than those who are not. People of other personality traits, such as openness to
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experience, extraversion, and neuroticism, were less likely to recognize the

relative advantage of a new product among existing ones. Compared with

conscientious or neurotic people, those who were open to experience and

extraverted are more able to perceive an innovation as compatible with other

similar products than those who are not. Neurotic people tend to perceive the

complexity of an innovation as too daunting to overcome, although people with

other personality traits may also find the complexity intimidating.

6.2 Compatibility, trialability and complexity matter

According to this research, relative advantage was not a factor predicting

innovation adoption. Compatibility, trialability, and complexity were tested to be

major predictors of innovation adoption, even when compared with all

personality traits and demographic differences.

Hence, people who want their innovation to be accepted should make their

products compatible with those already available in the market. They need to

make sure that potential consumers can fully trial the products, and that the

products cannot be too complex to make people feel daunted.
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6.3 To need, or not to need, that is the question

The need to use an innovation was highlighted in the qualitative research

of this study. In the case of Uber, the need was privacy or transportation. In the

case of other innovations, the need could be something else. A product meeting

the strong needs of potential consumers would cause them to adopt, regardless

of their personality traits. Although the study had included personality and PAI

in its discussion, it covered only the surface of innovation adoption research.

The reasoning of the human mind in adoption behavior is much more

complicated than what the research can offer, and this too deserves future

research.
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AR HEUber{f ST

IR » IR NSRRI SR L RS2+ P E ST Uber e || B 92 |
BT AR 2R - R AIEEEL - (I ERS6 S - DI 28R« A NRRILHE
5 - B!

* Required

— &

1. Q1: B E—FIriERA% T Uber 7 *
Mark only one oval.
0%
2)1-5%
3)6-10%
4) 11-15%
5) 159 L) =

2. Q2: HE—HFIRBERLE LD SHEETRUber ? *

Mark only one oval.
1) 07T
2) 1-5007T
3) 501-999T
4) 1000-1499;T:
5) 1500514 L

3.Q3: %5~

Mark only one oval.

1) 5
2) &

4. Q4: Fis -

Mark only one oval.

1) 205 K AT
2) 21-395
3) 40-59%
4) 607E R L)k
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5. Q5: [E{Eik *
Mark only one oval.
1) £k
2) o
3) =
4) LLAt

6. Q6: FE=AE *
Mark only one oval.
1) BT R
2) mTEE
3) =EH o I Ml KER
4) tHFTAT
5) EAf

7.Q7: BA W LATRE ¢
Mark only one oval.
1) ¥ & 1000070 B LA T
2) #H£1%10001~200007
3) #&1#20001~29999¢
4) H 430000702~

BEERE T

FHEBREGRZLTRUL 12 TIFEREE | 22 TAEE

2 TIREEE

8. Q8: HUAEATEE RS EE -

Mark only one oval.

FER AT

9. Q9: {EEEE
Mark only one oval.

ETf

FEHANE

10.Q10: fREEZ *
Mark only one oval.

AR
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1. QUM GERFETE L RAVE (A

Mark only one oval.

cEE () (O O (O () FEEx

12. 2: HEYHRSEE

Mark only one oval.
1 2 K 4 5
ratAE (O O O O O #F&EREE

13. Q13: HEMEETF

Mark only one oval.
1 2 3 4 5
kEFmE () () ) (O () FEm=

14. Q14: BEETEEFHAE *

Mark only one oval.
1 2 3 4 5
mrEe O O O O O JsEE

15. Q15: FERS B ECA SEEE

Mark only one oval.
1 2 3 4 5
ks () () (O () () HkuEm

16. Q16: FFAEMBIHRE *

Mark only one oval.
1 2 3 4 5
rrrEAs (O O O O O =*EAz

17. Q17: B EkeEts *

Mark only one oval.
1 2 3 4 5

aFEE (O (O (O (O () HEEs
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18. Q18: T LLSREMY T E *

Mark only one oval.

IFETIEE I AE

18.Q19: FEE*

Mark only one oval.

IFEATE IFEFAE

20. Q20: B H LA "
Mark only one oval.

1 2 3 4 5
JEHTER JeAE
21. Q21: ERSNENBRIRRER
Mark only one oval.
1 2 3 4 5
SEMATRE S =)
22.Q22: FEIEE
Mark only one oval.
1 2 3 4 5
IFEAEE % B
23. Q23: BEHEEZEIES
Mark only one oval.
1 2 3 4 5
SFE IR I HE

#Uberdy &%
EEHEIRE TR LAT R - 1 IR 2 AR 32 s ~ 42 ' HT, -5
= FERME

24. Q24: #Uberm gELEIE/NRETHEIGR © *

Mark only one oval.

R
A{
al
gl
H
el
IR
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26.

27.

28.

29.

30.

31.

AIERFE FlUber i FIRT &R

Q25: fEUbern]fEEL/ N EE &8 - *

Marlk only one oval.

T A EI

Q26: 5UberstF HHET | 1y s - *

Mark only one oval.

I RHEE

Q27: {# A Uber@r sl ASE R PCERHSARAET - *

Mark only one oval.

FEREFFE

Q28: UberfEiR & THEZR /N EAS - *

Mark only one oval.

=5
|
ol

Q29: FEGFEUberiZ(FE - & THZA - *

Mark only one oval.

JEn T lEE

Q30: ARG EAUber TS HIRFAVEERR - *

Mark only one oval.

IEE TEE

Q31: TREFERUberfF S TABEAATE A - *

Mark only one oval.

IFHTEE
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32,
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35.

36.

37.
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Q32: THE EFEAHUberfy &R - ~

Mark only one oval.

1 2 3 4 5
JEEAEE
Q33: HEG LA UbertTI# S TEZIRS - *
Mark only one oval.

1 2 3 4 5
SEHEE
Q34: FAEH T AHUberfF A - *
Mark only one oval.

1 2 3 4 5
AT
Q35: G AUberf TAKSRFEHEMAE - *
Mark only one oval.

1 2 3 4 5
5 A
Q36: UberfyIEL iR i R 1AL - *
Mark only one oval.

1 2 3 4 5
AEHAREE
Q37: FEL—HERA - 486 7 EZ EREHUber - *

Mark only one oval.

FFETEE

Q38: ¥ T HEL—FHIA > A {EUberEEEH - *

Mark only one oval.

RN EE

AIERFE FlUber i FIRT &R
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Mark only one oval.

FEETEE B E S

e 1% !

i EF BB IS - AT SSHHRAVERE  SEEZI T-1 AL RRRIESE (FREHEN
#5007 ) -

By BHIRFAT 15 H 5 -
WS I TEIREE TE) - 335 MRATE TR G - DR mAEE:IE -
S8 Bl !

40. BFE 5
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BibanstEE

Q1: RS Uber BY—LE451E - HIMNERIF AR - WESAES - 5 APP 1R(E
AARE  EAEFEAMEAEASR?

Q1: Would the characteristics of an innovation, for example, its
convenience or ease of use, affect whether people will use this
innovation?

Q2: +EHRAIALCEFESEER Uber ?
Q2: What kind of people, personality wise, are more willing to use
Uber?

Q3: HEERMALCERE SR Uber tHES/NERIERL ?

Q4: HEERMALCERA SR Uber IRVNVEMNEB ZE ?

Q3 » O4: What kind of people, personality-wise, would discover the
relative advantage or compatibility of Uber more easily?

can tell which car service saves more money.

Q5: HE&RRIALCEBEEG A Uber ?
Q5: What kind of people, personality wise, are more willing to try out an

innovation?

Q6: HFERMNALLBRABZES Uber (EFRH - MITEEZHK?
Q6: What kind of people, personality wise, are less likely to be
intimidated by an innovation, because it is too difficult to understand?
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AR AN

Ql: {RETF Uber I—LE45E - BIMIRF AR - WESAE S - =X APP 1£F
AAEH#H  SFAETEAMERHAR?

Q1: Would the characteristics of an innovation, for example, its
convenience or ease of use, affect whether people will use this

innovation?

s
Ak,
(=]

JF Uber 1% D.L.:

& - BB 55688(8 KRER)WA @ olgeBRAERT Uber BRI 157
L EMEER S SEM - fIi0 55688 ZmEmaENlE - HEREE -

Non- Uber user, D.L:

People who are accustomed to dialing 55688 (a taxi service provided by
Taiwan taxi ) might think Uber is as convenient as 55688, thus willing to
adopt Uber. Convenient to use is very important.

JF Uber fEFHZE KJ.:

EEFME Z2BEENEETE  GaE8KERK - (ERAEH - titbB%
T —MRAUSEEULZZUAE - BEBUTNIRES SN - BRI SESER
Zih - XA SRS - BEREUZZERTE - LIAIRH - L ZFEBFHEE - i
SHZ7EMBERRONB  XEZFEE  BEEZUBUGIERBEEN - tEER%Z
D EEREER ok - XEH Uber AZX VR - EREEMTE? E2E AT
MR - IABLEREER - BEEREE -

Non- Uber user, K.J.:

The characteristics of Uber will influence whether or not | choose to adopt
Uber. For example, | would consider credibility and safety issues. Whether
the use of Uber is guaranteed by the government is very important. For
women, safety is still the primarily concern. In the early days it was unsafe
for females to take taxis, especially after Peng Wan-ru (&2#&#l, a
prominent women movement figure in Taiwan) was killed while taking a

taxi ride. It is terrifying. It is better for women to choose a taxi company
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that has earned government approval. But as to Uber, | would ask what it

is? With doubts in my mind, | would not take risks and use Uber.

Q2: +E&RRIALCEEEEER Uber ?
Q2: What kind of people, personality wise, are more willing to use
Uber?

s
Ak

JF Uber 1% D.L.:

HRE - AREZEBANA - RRIREEBENNZEE/ N\ - GEREHIH - A
BREAEMEER /  RENTFBEHMEZIREEET AL - Uber REREM
tbE S - SEEFT - SEBSYA - 28 - SlEEWRA - BE—3 K
E—HWA - A - B% Uber 2511 - BIRBCHABIHK—% - A%
—REEHIEE - IRAZKME 7 - W0F - - oIDURSISEHA -

Non- Uber user, D.L.:

Personality-wise, those people who hold strong views about privacy
would be more willing to use Uber, because people don’ t have to hail a
cab on the side of a road. Those who like to experience new stuff and
those who are fashion-seekers are also more willing to take Uber. People
who are highly paid may also tend to use Uber. They would wait for you
like a private car chauffeur, instead of leaving once you are late.

9k Uber £ & KJ.:

RAMIALEREARTE - —ROHEERMAEES R - ERBIRNE
ZRER TR  2ANRE  REBERMBIALLERSER Uber - B EM
WNRLEEBIRTRIA - IR Uber OJgEE B —ESREBIE - HAZBHRESHERF
MAB XA Uber - ABMRIFBEBIDE - NEZ AKX LI ORI - HER
AEMEREENWATIUEREREENEH TE  REBEESE L2 —
e E T EREMIAZDILL -

Non- Uber user, K.J.:

It" s not necessarily about personality traits, it" s more about necessity.
Let" ssay people who live in a rural area and have a certain need for

transportation. It might be impossible for them to grab a taxi and go, and
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this is where Uber comes to mind. In fact, as long as Uber can be
regulated, people of any personality traits would use Uber, even the

conservative ones.

Uber fEF%& LK.

RRB—ESINTIA - IREMBERAI AL - PIOEEEEEFN - £% Uber
ERZEREMZAFEN - WRIROEBEZE - MASEH Uber - THERE
BRERFEEZSER - RINEZEMNEFR - Fr2BEER ENFE -
EEERZENARE  SERESER Uber - ANMENZERBEAEBITATIA
tEBRESER  BAMAIZENARZEE - BEERZISE - WREENRE
B17(Uber)WAT BREEM -

Uber user, LK.

| think it must be like extraverts. They tend to have an open mind,
compared to other types of persons, because there are still some disputes
about Uber in many countries. If you are not comfortable enough, you
wouldn’ t take Uber, if you look at past incidents. There are conflicts
about licenses, especially with taxi drivers. Risk-taking people, something
like that. Also, those people who are comfortable with sharing info with
car company. You have to share with them your information and many
things. You have to trust the company.

Uber & T.T.

F—ESBEEMAPPHA @ BEEHRERE - tEBSRE  RAFHNERE
BEEAMA - PR FEIT A RIER - BEBEEBERESFHRAMS RS
B - F_2REERNA - B% Uber BRZEZE - FILUIEREEFEA - BRE
AENERFT PSR LA ER - MELEREENATSEA -

Uber user, T.T.:

Firstly, it has to be people who are used to using mobile APPs. For
example, when my mother first used Uber, she found the whole process
annoying. She didn’ t know how to locate the place where she wanted to

go, and she typed addresses on the phone screen very slowly. But for
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someone who has gotten used to smartphone, things would get easier.
Secondly, people who want to save money are more likely to use Uber.
Uber offers discounts and promotions on a constant basis, and people
who want to save would be attracted to these offers. Finally, those people
who are comfortable with Internet finance are more likely to adopt Uber,

because people need to give away credit card numbers.

Q3: HEERMALCERA 53R Uber tHES/NERIEEL ?

Q4: HEENALERE 53R Uber IRVVEMNHEBTZIE ?

Q3 » O4: What kind of people, personality-wise, would discover the
relative advantage or compatibility of Uber more easily?

s
Ak
| === Ir%

JF Uber f£F# D.L.:

SN ALERE S EWEEL(Uber  NW=)WER - HEFME LM
EZHAAEZ IR Uber WARKHES - SLEVNSHHEEIZE - tEBSMER L
BolDIR - FE8/BEHTEA—K  TAHECEVHNFREMNE - £SHS
—3 - BES—HMHA - IS0 YERED - HEMEMVESHR B ERS
RN - BIMEREET - SEHAEOA - thEoRIEERES - =5l -
Non- Uber user, D.L.

People with high socio-economic status, people who have a special
interest in transportation, and people who are fussy and attend to details
are more likely to find out the relative advantage and compatibility of
Uber, when compared with local taxis. Casual people don’ ttend to
recognize the differences between Uber and local taxis.

9F Uber f£R#E KJ.:

EEEERBAERNA - (EREEBIREMBE BT EAR - Uber BT EAHEE
2. REEEBERE - BUAEAY) - REFEFEERMOZZEK - IR ER
AECUETEEEEEHE  MRsIEFIR—EIX  BOeAYELZE - B
TWHZEET - U TJREE IR Uber BREED - IRBRZEMRE -

Non- Uber user, K.J.:
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People with a higher need for privacy might find out the differences (the
relative advantage and compatibility) between a new service and existing
ones since they are always searching for transportation tools that protect
their privacy more. Take Han Bing, daughter of Kaohsiung mayor, was
once caught off guard and taken pictures by someone as she got off a taxi
car. She might want to find an alternative way to transport, rather than
taking the local taxis.

Uber & LK.

HERERBMANA - [ERESGHW-IEFRZNEEREEEZE -

Uber user, LK.

Tech-savvy people. They feel comfortable using technology and can tell
relative advantage and compatibility more easily than other people.
Uber & T.T.

ZFELBRENA  2ASEFTENA  BEE—R AZTEEEELES
1B - BAKREER MRESOMMENER - bR - IREFLK
7 ABE Y - LPIEH Uber - & T =2l Uber B RZEE - NIRERRE
A gl —X2REE -

Uber user, T.T.:

Those people who have a constant need to travel by taxi would notice the
relative advantage/compatibility of Uber. People who only take a taxi
once in the while would not recognize the differences between the two.
My mother, for example, is now an Uber user as she grew older and no
longer rides a motorcycle. She noticed that Uber has lots of offers, and

she can tell which car service saves more money.

Q5: HERMALCERESHA Uber ?
Q5: What kind of people, personality wise, are more willing to try out an

innovation?

i
=
(=)

JE Uber & D.L:
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FHRIEN - RERZ APP RVIERE - )28 APP RBHNAE N ERVARRE - AF]
BENREFEEESE - KiEERE - EXEMANEEA Uber - WS XEE
TR HSKEBMW R - BEEHF - EXRMEBEHA -

Non- Uber user, D.L.:

The mobile phone generation, are more likely to try out Uber. People who
have a habit of using APPs are also likely to give Uber a try. People who
put great emphasis on their images may also want to try Uber. They may
want to take Mercedes one day and BMW the other day.

JF Uber fEFHZE KJ.:

RESISLEBEMETEIRA - oJaEE R Uber - thEZRERIETE - AEER
BEEROBEERER - SEMFEZEIENASEENNIRER  B1751F - IR
AEFOEEEMMEES N A - OB EMRMEERBMMAE - BEALE LR
BIRT - BB ER - RAMEFELREANA  BEEBERTIEARFHA -
BREBE AT - ARBHA - thEESFNBRFOA - EREBMT
BE? REVEE-LERFABFTENA - L BRIRFTEE - 8RA—
BRHA - EFRMEZRBE Uber - iR A ABREEMISHE -

Non- Uber user, K.J.:

| think that those who are good at planning ahead may want to try Uber
more than other people. People who prefer things well-planned may not
like to hail a taxi by the roadside. They are more likely to cooperate with
certain taxi companies for a long period of time. In addition, people who
are conservative, phobias, or having difficulty in facing strangers may also
try Uber. They want to use only certain taxi services and not having to see
new faces each time they take a taxi.

Uber fEH%& LK.

—E=ATRBRURBIAT EREEGA Uber - IRMRIEFOLZBRB - W
ZBEEE Uber TERABIE - 2R LUAIMAE Uber - ERERIAIZE L
= - AEEREEMER Uber BENER - M EABE (LA Uber REE -
Uber user, LK.

Must be people who are used to this type of services before. If you never

use that, it would not be comfortable to use it. For example, | already used
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Uber before, when | traveled to the US. The company asked me to use
Uber for every single travel | had to make within the US. So | am
comfortable to use it.

Uber & T.T.:

KE—RIH Uber AZRATE - RERHEE  mERHFT - BREZESFR
HFHN - BERISEE - B—MEHEE - BRIEIRI R - M AREE
+€ - B2 Uber BEEBAENY - MEREZELE  HARBELEEEE -
Uber user, T.T.:

The first time | tried Uber was not because of necessity, but because | was
interested in it. Just curious. | later found out that it was kind of
convenient, and then | grew to have a preference of it over other taxi
services. Sometimes, you give an address to the driver and he still has no
idea where it is. But with Uber, it would locate the destination for you. |

don’ teven need to describe how to get there.

Q6: TERMNALLBRABZER Uber (EFEH - MITEEZHK?
Q6: What kind of people, personality wise, are less likely to be

intimidated by an innovation, because it is too difficult to understand?

ol
-
.

9F Uber f&£F#& D.L.:

FHRENR - HtFmMsS - Mol BFEESS - EERENSYIEAN - —
EEZFEAWEY  FAHUMESAHY  AERAZHHER - 2:5 - ‘A
- BEAREREZOA - (ERBSERMNOIEHEHA -

Non- Uber user, D.L.:

The mobile phone generation. They could find it easier to register an
account online than raise their hand and stop a cab. People who are
maniac about innovations may want to use it regardless of its complexity.
They have to use or trial whatever is the latest. There are also a group of
people who are not maniac but want to show support to new ideas no
matter what.

Uber E®& LK.
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RIWALLREZES Uber EREMMITRES - EEAKEEREARRA
A - EEBRIMA - OEEETRER - ARBRNEEZBEEETCWIRFE -
BHRELERM 1 -

Uber user, L.K::

Conservative people are more likely to be intimidated by the complexity
of Uber. People who are not so happy to use technology are more likely
to avoid using it. Also, people who have a high concern about privacy.
You have to put your account number and everything. They might think it
is too complicated to try.

Uber fEFH& T.T.

EHIRZIEABLE APP R - IRFEEAMMEI S S EERM - BB /7l - MESME
Hith APP BLEEM LR - (RIEE 7 AMERT - mERLIBEER - ﬁﬁLME
Z18 APP IRIT eco-system WA - LEEBRASRBEMITRER - £_ZRE
A - WRBXEH  MREFEE  WERBRARE  BRAHRSE tlﬂl
EERABEES - §—EH BTN EEJLEHHEE APP MEFIAIA -

Uber user, T.T.:

People who are accustomed to using APPs would anticipate that they are
complicated. Things will be fine once they get used to it. They also tend to
find out that APPs work similarly. Once they get hold of how it works,
Uber becomes less complicated. Therefore, people who are accustomed
to the eco-system of mobile APPs are less likely to be daunted by the
complexity of Uber. People who have an urgent need to transport are also
less likely to give up just because it' s complex. Initially, my mother was
unwilling to use Uber, but now she knows better than me. She keeps
finding ways to make the best use of Uber because she needs it.
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