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Customer Satisfaction of Online Car-hailing Based

on Structural Equation Model: A Case Study in Nanjing
Z0ONG Wen CHEN Wenya

( School of Business Administration Nanjing University of Finance and Economics Nanjing 210023  China)

Abstract: As an important way of sharing economy online car-hailing is becoming more and more popular among people
in the city. Therefore it is necessary to study the customer satisfaction of online hailing car to improve their service quality.
With the customer expectation as the initial variable perceived quality and perceived value as the mediated variable customer
satisfaction as the result variable this paper mainly studies the influencing factors and paths of customer satisfaction with Nan—
jing” s online car-hailing. By actor analysis and SEM the result shows that the customer expectation doesn’ t have a significant
influence on the customer satisfaction perceived value plays a completely mediated role between the customer expectation and
the customer satisfaction perceived quality plays a significant mediated role between the customer expectation and perceived
value. Perceived quality and perceived value have a positive and significant influence on the customer satisfaction in the model
and perceived value has the greater influence.

Key words: customer satisfaction; online car-hailing; structural equation model; perceived quality; perceived value



