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ABSTRACT

The objective of this paper is to study the impact of the development of sharing

economy on the consumption habits of Chinese millennials. In particular, the

motivation and participation of Chinese millennials in the sharing economy is the

focus of this paper. Sharing economy depends on Internet technology, and young

people are the important customers who use online applications. Therefore, the

impact of sharing economy on Chinese millennials’ consumption habits is worth

studying. A quantitative study was applied and a questionnaire was developed

with 221 respondents. Using SPSS, the motivation and participation of Chinese

millennials were analyzed by gender division, and proved that gender is not an

important factor affecting the consumption habits of millennials in the sharing

economy. Chinese enterprises committed to the sharing economy are the

beneficiaries of this study, through which they can understand the different

impacts of different sharing economy models on Chinese Millennials. At the same

time, enterprises can optimize and adjust their market segmentation and business

plan according to this study.

Keywords: Sharing economy, Chinese millennials, Motivation, Participation, Consumption

habits



INTRODUCTION

With the development of the Internet and the application of smart phones, a new

economic model emerges, that is, the sharing economy. Sharing economy acts as an

intermediary between private buyers and private sellers in the form of software platforms. It

allows people to share existing resources, and is therefore called a "sharing" economy

(Allen, 2015).

Airbnb and Uber are the most representative sharing economy platforms in sharing

spaces and carpooling in European and American markets. In China, the businesses of

sharing rechargeable treasures, umbrellas and wardrobes has also developed rapidly in recent

years. The various business models of the sharing economy give Chinese consumers more

choices, especially the millennials in China. Sharing bikes are common in many cities, which

provide a tool for consumers to ride instead of walk. The majority of people who use sharing

bicycles are Chinese millennials because the middle-aged and elderly probably have their

own electric bikes, motorcycles or cars. Most of portable batteries exist in shopping malls or

shops. Chinese young people are the main customers who use them because they are the main

crowd in the mall.



Figure 1. Average revenue per user in the online Ride Sharing market in China from 2017 to

2023 (in U.S. dollars)

Source: Statista (https://www.statista.com/forecasts/891597/arpu-in-the-online-ride-sharing-

market-in-china)

Figure 1 presents the average revenue per user in the Ride Sharing market in China in

2017, and provides a forecast thereof until 2023. The average revenue per user in the Ride

Sharing market in China is expected to increase to 163,3 U.S. dollars in 2023. This figure

predicts the growth trend of profits in China's online ride sharing market in the next few years.

This also reflects the continuous expansion of the sharing economy in the Chinese market.

This growth trend will certainly have an impact on the consumption habits of Chinese

millennials.

LITERATURE REVIEW - BACKGROUND

Chinese Millennials

The age division for millennials is relatively consistent. Millennials are people born

between 1980 and 2000 (Hartman & McCambridge, 2011). “Millennials or Generation Ys,

often defined as those born between the early 1980s and late 1990s, has emerged as a

significant and influential consumer cohort” (Lo, King & Mackenzie, 2019). Chinese

millennials have a huge population, so they have become an important group of global

consumers. “They are progressively becoming the largest source for global income spending

and wealth creation” (Scopelliti, 2016).

Millennials are also known as Generation Y and they are considered the first high-

tech generation (Norum, 2013). The popularity of computers and the Internet has made

millennials beneficiaries of science and technology. “Social networks are vital to Generation

Y” (Hewlett et al., 2009). “While Generation Y consumers are socially motivated, they are

objective, goal oriented, and sophisticated in their shopping decisions and are not swayed by



mall ambiance and environmental factors” (Martin & Turley, 2004). Millennials and their

elder generation have different consumption concepts. “Members of Generation Y place a

higher value on novelty than do previous generations, and the former group shops for leisure”

(Kineta et al., 2007). “They are less brand loyal and more willing to experiment than older

consumers” (Anderson & Sharp, 2010).

Sharing economy

Sharing economy refers to the third-party online service providers, which connect the

excess supply with consumers through online platforms, and help enterprises and individuals

turn the excess supply into income (Turnbull, 2016). The separation of ownership and use

rights following the sharing economy brings a new approach to the efficient use of resources

(Zhu, Li, & Zhou, 2018).

The current sharing economy is highly dependent on Internet technology and Internet

platforms (Jiang & Zhang, 2019).

Types of sharing economy

There are many types of sharing economy, such as renting houses, renting cars,

sharing bicycles, sharing cars, sharing portable batteries, sharing umbrellas, etc. Airbnb

quickly became a global phenomenon because it provided a platform for users to earn extra

income by renting unused rooms (Turnbull, 2016).

“Carsharing (or short-term auto use) became popularized in Switzerland and Germany

in the mid-1980s” (Shaheen, 2016). In the 1970s, a special ride sharing method emerged,

called "casual carpooling" or "slugging" — “the impromptu formation of carpools at

designated park-and-ride lots or public transit stops” (Shaheen, 2016). In China, online car

booking is combined with carpooling applications such as Uber and DiDi (hereinafter

referred to as "online car rental") (Jiang & Zhang, 2019).



“Public bike sharing began in the Netherlands in 1965” (Shaheen, 2016). Since then,

it has evolved into advanced information technology including booking, delivery and

information tracking as well as “innovative techniques for redistributing bikes (on-board

computers in trucks to assess which stations are crowded or short on bicycles) and docking

them, such as solar-powered, mobile stations” (Shaheen, 2016). As of December 2015, there

were 980 cities in the world with 125,8500 bicycles and 9300 e-bikes (Shaheen, 2016).

Sharing economy in China

Example platforms of B2C sharing are Mobike, GoFun, and Xiaodian (Rong, Xiao, &

Wang, 2019). Currently, China’s online ride-hailing platform ‘Didi Chuxing’ is the world’s

largest one-stop mobile travel platform. In 2015, its annual order volume reached 143 million,

with 300 million passengers and over 10 million drivers, and its market share in China has

been over 80% (Zhu, Li, & Zhou, 2018). Because of its huge economic scale and population

scale, China is in the forefront of the sharing economy. According to the data released by the

national information center of China, the total value of China's sharing economy in 2016 was

about $53 billion, accounting for almost 5% of China's GDP in that year (2017).

Sustainability of sharing economy

Sustainability is an important factor in the long-term survival and development of

business. It is generally believed that sharing is environmentally friendly “because it is

assumed to reduce the demand for new goods or the construction of new facilities (in the case

of hotels or shared spaces)” (Frenken & Schor, 2017). This is a common view, but there are

different views in other literature. “There is not yet empirical evidence on these claims, apart

from car sharing where substantial reductions in CO2-emissions are realized” (Chen &

Kockelman, 2016). Sharing economy improves the utilization efficiency of resources to a

certain extent, but whether it can improve the sustainability of enterprises remains to be

studied (Netter et al., 2019).

Supervision and regulation of sharing economy



Perfection of supervision system is a necessary factor for the development of sharing

economy. “Though our daily lives have become increasingly convenient due to the roll-out of

increasingly sophisticated online services, the rise of the sharing economy has spawned a

range of previously unencountered regulatory issues” (2017).

Sharing economy is a new business model, thus the government needs to respond to

this business model in policy. Online car rental represents a disruptive innovation model in

the sharing economy, requiring new regulatory measures. China is trying to regulate this

emerging industry. “the adoption of Internet-based regulations for online car hailing might

create better prospects to establish a fairly competitive market as well as to further boost the

ever dynamic Internet sharing economy in China” (Jiang & Zhang, 2019).

Consumer motivation

“Like most behaviors, consumption is purposeful and goal-driven” (Bagozzi, 1993).

Lindenberg and Steg (2007) defined and described three higher-order "master goals" in their

goal-framework. These three goals are “to guard or improve one's resources” (Lindenberg

& Steg, 2007); “to feel better right now” (Lindenberg & Steg, 2007) and “ to act

appropriately” (Lindenberg & Steg, 2007). Barbopoulos and Johansson (2017) named these three

goals as the “gain goal”, the “hedonic goal ” and the “normative goal”.

STATEMENT OF HYPOTHESIS

For several reasons, sharing economy has developed rapidly in the past few years in

China. More and more types of sharing economy emerge such as sharing cars, sharing

bicycles and sharing charging treasures. The business model of sharing economy influences

and changes the consumption of consumers.

Based on the existing body of knowledge reported above, the following hypotheses

are derived.



Research Question (RQ): How does the sharing economy affect the consumption

habit of Chinese Millennials?

H1: Regarding the participation in the sharing economy

1a - Female are more willing to participate in sharing economic consumption than

male

1b - Female are more willing to try new sharing economy model than male

H2: Regarding consumer motivation

2a - In the participation of sharing economy, male are more inclined to achieve the

“gain goal” than female.

2b - In the participation of sharing economy, female are more inclined to achieve the

“hedonic goal” than male.

METHODOLOGY

Quantitative Method

In order to identify how the sharing economy affects Chinese millennials’

consumption habits, a quantitative study was applied and a questionnaire was developed with

more than 200 respondents. Simple random sampling method was used in this study. All

respondents were randomly chosen to participate in the research. This survey was designed

on the basis of preliminary research and relevant research design (Barbopoulos & Johansson,

2017).

1. Survey Question on willingness to participate in the sharing economy

Four sharing economy models are used to investigate the willingness to participate in

sharing economy:

 Ride-hailing

 House renting



 Sharing portable battery

 Sharing bike

2. Survey Question on consumer motivation

According to the classification of consumption motivation in relevant research,

consumption motivation is divided into three categories

 Gain goal

 Hedonic goal

 Normative goal

ANALYSIS / RESULTS

A total of 221 online survey questionnaire responses were collected. The participants

were from all regions of China. The demographic data of the respondents are shown in Table

1. The Chinese millennials age group ranging from 18 to 30 years represented the majority of

the survey respondents with 145 participants out of the total, accounting for 65.61%. There

are three additional age groups, which are less than 18 years old (9.05%), 31-40 years old

(11.31%) and over 40 years old (14.03%). Among all 221 respondents from four age groups,

130 (58.82%) were female and 91 (41.18%) were male. In addition, table 1 also provides

detailed data on the educational background and monthly income of the survey participants.

Profile Frequency Percentage
Gender

Male 91 41.18%
Female 130 58.82%

Age
< 18 20 9.05%
18~30 145 65.61%
31~40 25 11.31%
> 40 31 14.03%

Education
Below Undergraduate 45 20.36%
Bachelor Degree 132 59.73%
Master Degree 35 15.84%
PhD 9 4.07%



Monthly income
< 1000 RMB 21 9.5%
1000~2000 RMB 79 35.75%
2001~4000 RMB 57 25.79%
4001~6000RMB 37 16.74%
> 6000 RMB 27 12.22%

Table 1: Demographic profile

Table 2 shows the gender comparison when respondents participate in various sharing

economy models. It can be understood as the difference in the popularity level of the sharing

economy models between men and women. From the data provided in Table 2, it can be seen

that males and females have similar levels of participation in the sharing economy because

the percentage difference is not significant.

Table 2: Popularity of Sharing economy models with gender comparison

It can be shown from the table 3 that the reliability coefficients of the three variables

are 0.93, 0.927 and 0.715 respectively, which are greater than 0.7. It indicates that the

reliability quality of the research data is very good and can be used for further analysis.

Variables Number of
items

Cronbach α Cronbach’s α based
on std. items

Willingness to
participate

5 0.929 0.930

Sharing economy models Female % Male %
Taxi application (DiDi, Uber,
etc.）

90 69.23% 70 76.92%

Sharing trips (Sharing bicycles,
sharing cars, etc.)

92 70.77% 67 73.63%

Sharing charging facilities
(Portable battery, charging
post, etc.)

87 66.92% 56 61.54%

Housing Rental (Airbnb, etc.) 71 54.62% 50 54.95%
Sharing umbrella 75 57.69% 45 49.45%
Sharing kitchen 53 40.77% 39 42.86%
Others 38 29.23% 31 34.07%

Age Groups Female % Male %
＜18 11 8.46% 9 9.89%
18-30 84 64.62% 61 67.03%
31-40 16 12.31% 9 9.89%
40+ 19 14.62% 12 13.19%



Consumption
motivation

5 0.926 0.927

Influence on
consumption habit

2 0.715 0.715

Table 3: Cronbach’s Alpha

Using t-test (the full name is independent sample t-test) to study the gender

differences of Chinese millennials' choice on the consumption of sharing economy. Through

the analysis of the gender differences of four sharing economic models, it can be known that:

different gender samples will not cause significant difference in sharing economy models’

consumption choice of Chinese millennials (P > 0.05). This means that for selecting four

sharing economic models, men and women show consistency, there is no difference. In

addition, the results of data analysis also show that the willingness of Chinese millennials to

participate in the new sharing economy model does not show significant differences. This

means that Chinese millennials of different genders are consistent in their participation in the

new models of sharing economy.

T-test Analysis Results

Gender (Mean ± SD)
T P

Male (N=61) Female (N=84)

Ride-hailing 3.26±1.06 3.17±1.16 0.507 0.613

Sharing bike 2.98±0.94 3.07±0.92 -0.564 0.574

House renting 3.36±1.05 3.32±1.09 0.217 0.828

Sharing portable battery 3.16±1.04 3.12±0.96 0.269 0.789

New product of sharing economy 2.89±1.11 2.89±1.10 -0.041 0.967

* p<0.05 ** p<0.01

Table 4: T-test analysis results for gender differences of Chinese millennials' choices on

sharing economy consumption



Using t-test (the full name is independent sample t-test) to study the gender

differences in the reasons why Chinese millennials participate in using DiDi App. Eight

reasons are divided into three types. The first three reasons: saving money, faster arrival at

destination and convenience are classified as "gain goal". From the fourth to the seventh

reasons: high-quality service, many service choices, clean and tidy car interior and different

car models’ experience are divided into "hedonic goal". The last reason is that security

assurance is divided into "normative goal". It can be seen from the table that: gender does not

show significant (P > 0.05) for all the reasons of using DiDi App, which means that gender

samples show consistency and no difference for all the reasons of using DiDi App.

It can be concluded that the gender does not show significant difference in all three

types of consumption goals of DiDi App.



T-test Analysis Results 

Gender (Mean ± SD)

T P
Male (N=61)

Female

(N=84)

Save money (carpool) 3.44±0.99 3.19±0.99 1.515 0.132

Faster arrival at destination 3.26±1.01 3.15±0.98 0.644 0.520

Convenient (no need to wait at the bus/ subway

station)
3.30±1.01 3.31±0.90 -0.091 0.928

Good service 3.28±1.00 3.32±1.04 -0.248 0.805

Many choices (fast car, carpooling, special car,

etc.)
3.21±0.99 3.10±0.99 0.710 0.479

Clean and tidy inside 3.28±1.05 3.14±1.03 0.777 0.439

Different types of cars’ experience 3.21±0.97 3.14±0.95 0.437 0.663

Safety assurance 2.48±1.06 2.44±1.00 0.203 0.840

* p<0.05 ** p<0.01

Table 5: T-test analysis results for gender differences of Chinese millennials' consumption

motivations on sharing economy

Through chi square analysis, the following conclusions can be drawn: different age-

stratified samples show significant differences (P < 0.05) in the first six sharing economy

models in the table, but there is no difference (P > 0.05) for other sharing economy models

that are not very common in the market. It is worth mentioning that although gender does not

play an important role in the consumption and consumption goals of the millennials in the

sharing economy.However, from the perspective of consumers of different ages, the

millennials are the most involved group in the sharing economy. The participation rate of the



millennials in the sharing economy is significantly higher than that of the other three age

groups.

What interesting is that the participants in the sharing economy are becoming younger

and younger. Many minor consumers are also participating in the sharing economy and they

will be more important roles in sharing economy.

Age groups show a significant level of 0.05 (chi = 10.53, P = 0.01 < 0.05) for the use

of taxi applications. According to the percentage difference, the percentage of millennial

consumers who use taxi APPs is 86.9%, which is slightly higher than the average level of

81%.

Age groups all show a significant level of 0.01 (chi = 15.83, P = 0.00 < 0.01) for the

use of sharing trips, sharing charging facilities, housing rental Apps, sharing umbrellas and

sharing kitchens. According to the percentage difference, the proportion of consumers over

40 years old using sharing trips is only 51.61%, which is significantly lower than the average

level of 76.92%. Among the consumers over 40 years old, only 45.16% of them use sharing

trips. However, 80% of the millennials are using it, which is significantly higher than the

average of 70.59%.

The usage proportion of housing rental Apps among millennials is 70.34%, which is

significantly higher than the average level of 57.47%. The percentage of millennials who

choose to use sharing umbrellas is 67.59%, which is significantly higher than the average of

57.01%. In addition, consumers who less than 18 years old and more than 40 years old

seldom use sharing kitchen. The proportions of usage are only 10% and 9.68% respectively,

which is significantly lower than the average of 27.60%.

Popularity <
18

% 18-
30

% 31
-
40

% >
40

% Tot
al

Mea
n%

P
value

χ2

Taxi application
(DiDi, Uber,

15 75% 126 86.9
%

18 72% 20 64.52
%

179 81% 0.015
*

10.531



etc.）
Sharing trips
(Sharing bicycles,
sharing cars, etc.)

17 85% 120 82.76
%

17 68% 16 51.61
%

170 76.92
%

0.001
**

15.825

Sharing charging
(Portable battery,
charging post, etc.)

11 55% 116 80% 15 60% 14 45.16
%

156 70.59
%

0.000
**

19.531

Housing Rental
(Airbnb, etc.)

3 15% 102 70.34
%

12 48% 10 32.26
%

127 57.47
%

0.000
**

33.571

Sharing umbrella 5 25% 98 67.59
%

11 44% 12 38.71
%

126 57.01
%

0.000
**

20.942

Sharing kitchen 2 10% 50 34.48
%

6 24% 3 9.68% 61 27.60
%

0.009
**

11.683

Others 7 35% 60 41.38
%

8 32 8 25.81
%

83 37.56
%

0.374 3.113

Table 6: Chi square analysis results for age differences of Chinese consumers' consumption

on sharing economy

CONCLUSIONS AND PRACTICAL IMPLICATIONS

The purpose of this study is to determine how sharing economy models affect the

consumption habits of Chinese Millennials. The year 2015 is known as the first year of

China's sharing economy and this year is 2019. During these four years, the sharing economy

has developed rapidly, has penetrated into many subdivided fields and markets, and has

become a new hotspot of the internet economy.

In February this year, China released the annual report on the development of China's

sharing economy (2019). According to the report, the scale of China's sharing economy

transactions in 2018 was 2942 billion yuan, an increase of 41.6% over the previous year.

Among them, from 2015 to 2018, the popularity of online car hailing users among internet

users increased from 26.3% to 43.2%; the popularity of online takeout users increased from

16.5% to 45.4%; the popularity of shared accommodation users increased from 1.5% to 9.9%;

and the popularity of shared medical users increased from 11.1% to 19.9%.



According to the data analysis of this study, the following conclusions can be drawn.

Millennials’ consumption of multiple sharing economic models does not show significant

differences in gender samples. Their willingness to participate in the new sharing economy

models do not show significant differences in gender samples. This conclusion makes

hypothesis 1 unsupported. In addition, data analysis also shows that gender samples do not

show significant differences in all three types of consumption goals using DiDi App. This

makes hypothesis 2 unsupported. However, it is worth mentioning that people of different

ages have different extent of participation in the sharing economy. The millennials are most

affected by the sharing economy because their participation rate is the highest of the four age

groups. This means that the sharing economy has the greatest impact on the consumption

habits of the millennials.

In general, the sharing economy has developed rapidly in China in recent years, and

the millennials are the largest participants in the sharing economy. And consumers in the

sharing economy are getting younger. For companies in the sharing economy, focusing on the

needs of the millennials is critical to achieving profitable growth. Companies should take

millennials and younger generation consumers as main customers and develop more

applications for them.

LIMITATIONS AND FUTURE RESEARCH

First of all, 221 respondents participated in the online questionnaire survey. The study

population is mainly millennials, a total of 145 people. For the topic of this study, the sample

size is not enough, so there are some deficiencies in the conclusions of this study, which can

not represent the impact of the sharing economy on the whole Chinese Millennial Generation.

In addition, this study also analyzes the impact of sharing economy on different age groups.

For this perspective, the number of respondents in the other three age groups is not enough.



There were only 20 participants younger than 18; 25 respondents aged 31 to 40; 31

participants older than 40. The results of the online survey largely depend on the attitude of

the participants, and it can not be ruled out that some participants intentionally answered

incorrectly or randomly. In addition, due to the loopholes in the questionnaire, participants

may not fully understand the meaning of the questions, resulting in inaccurate survey results.

This paper only analyzes the impact of the sharing economy on the gender division of

the millennials, and only selects the common sharing economy models in the market. There

are many other emerging sharing economy models available for research. For future research,

the impact of sharing economy based on income, region and education can be studied. In

addition, the attitudes of consumers in other age groups except the Millennials can also be

studied.
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APPENDIX

Online Survey

1. Survey Question on demographic

Four parts of demographic were presented as possible responses for the question

Gender: Male; Female

Age: <18; 18-30; 31-40; >40

Education Background: Below undergraduate; Undergraduate; Masters; PhD

 Income (RMB): <1000; 1000-2000; 2000-4000; >6000

 Income source: All from family; Most from family, small part from yourself; Most

from yourself, small part from family; All earn by yourself

2. Survey Question on popularity of sharing economy models

What kinds of Sharing Economy APP do you use?

Taxi application (DiDi, Uber, etc.);

Sharing trips (sharing bicycles, sharing cars, etc.);

Sharing charging facilities (Portable battery, charging post, etc.);

Housing Rental (Airbnb, etc.);

Sharing umbrella;

Sharing kitchen;

Others

3. Survey Question on Chinese consumers’ willingness to participate in sharing

economy

When going out, I would first choose to take a DiDi taxi instead of a traditional taxi,

by subway or bus.

( ) 1 ( )2 ( )3 ( )4 ( )5

 I often ride shared bicycles.



( ) 1 ( )2 ( )3 ( )4 ( )5

 When traveling, I will first choose to book a homestay or youth hostel rather than a

hotel.

( ) 1 ( )2 ( )3 ( )4 ( )5

 I often use sharing power banks because there are no chargers around me.

( ) 1 ( )2 ( )3 ( )4 ( )5

Whenever a new product of sharing economy is introduced, I am willing to try it out.

( ) 1 ( )2 ( )3 ( )4 ( )5

4. Survey Question on Chinese consumers’ consumption motivation to use DiDi APP

( ) 1 ( )2 ( )3 ( )4 ( )5

 Save money (carpool)

 Faster arrival at destination

Convenient (no need to wait at the bus/ subway station)

Good service

Many choices (fast car, carpooling, special car, etc.)

Clean and tidy inside the car

Different types of cars’ experience

 Safety assurance

5. Survey Question on the influence of sharing economy on Chinese consumers’

consumption habits

( ) 1 ( )2 ( )3 ( )4 ( )5

 I think sharing economy changes my consumption habits. (I tend to use sharing

economy Apps in my daily life rather than do not use them.)

One or more products or services in the sharing economy are of great help to my life.
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